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Were  painting 
the  town  red. 


biue. 


mauve, 
puce,  etc,  etc, 

...with  SpectaColor!  Hi-Fi  color!  Award-winning  spot 
color!  All  available  at  our  new  Single  Rate  savings! 


The  Sun -Times  and  the  Daily  News  are  the  only  newspapers 
in  Chicago  that  carry  amazing,  magazine-like  SpectaColor. 

Also,  our  ROP  spot  color  won  a  1964  Editor  &  Publisher 
award.  A  real  cause  for  celebration. 

And— perhaps  the  best  news  of  all— we  offer  any  of  these 
color  combinations  to  national  advertisers  at  the  retail  rate ! 

So  we’re  painting  the  town  red— blue,  yellow,  mauve,  puce, 
etc.,  etc. 


Chicago  Sun-Times 
Chicago  Daily  News 


Marshall  Field,  Publisher 
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ShE's  A  Sweet 

4, TOO, 000 

wirh  A 
9  BillioN 

DoUar 

AppExiTE 


“She”  represents  the  total  weekly 
woman  readei-ship*  of  the  New  York 
Journal-American  —  and  her  annual 
family  buying  power. 

She’s  predominantly  young,  mai'ried, 
with  one  or  more  children,  in  the  age 
and  income  gi‘oups  that  buy  the  most. 

She  buys  moi-e  because  she  and  her 
family  need  more,  want  more  —  new 
homes,  cars,  appliances,  furnishings, 
clothing,  food,  recreation,  etc. 

Her  total  yearly  buying  potential  is  5 
billion  dollars. 

The  newspaper  she  reads,  enjoys  and 
buys  through,  daily  and  Sunday  is  the 


mencan 


Rtpresented  Nationally  by  Hearst  Advertising  Service  Inc. 


*an(/  getting  bigger  all  the  time.  In  1964 
Sunday  circidation  teas  VP  159,720,  week¬ 
day  ("ircidation  iraa  VP  31,311.  Total  ad¬ 
vertising  VP  1,250,000  lines,  loitti  gains  in 
every  major  classification.  The  .Journal- 
.American  delivers  S'eiv  York’s  largest 
evening  audience  by  far,  and  it  is  concen¬ 
trated  in  the  age  and  income  groups  that 
buy  the  most. 


Albany  Times-Union 
Albany  Knickerbocker  News 


San  Francisco  News  Call  Bulletin 
Seattle  Post-Intelligencer 


Los  Angeles  Herald-Examiner 
New  York  Journal-American 


Baltimore  News  American  San  Antonio  Light  Pictorial  Sunday  Magazine  Group 

Boston  Record  American  and  Sunday  Advertiser  San  Francisco  Examiner  Puck— The  Comic  Weekly 


Why  The  Bulletin  is  Philadelphia 


When  nobody  else  is  there -The  Philadelphia  Bulletin  is 


Jack  Ryan,  the  man  in  the  dark 
suit,  sitting  in  the  empty  bleachers 
with  his  associate  Herb  Stutz,  has 
held  one  job  more  than  40  years — 
scholastic  sports  editor  of  The  Phila¬ 
delphia  Bulletin. 

When  Jack  came  to  The  Bulletin 
in  1924,  he  covered  a  handful  of 
high  schools  and  prep  schools. 
Today,  his  beat  includes  more  than 
200  schools. 

Day-after-day  coverage  of  scho¬ 
lastic  sports,  accurate  coverage  with 
names,  events,  details  and  descrip¬ 
tions  is  what  readers  expect  because 


that’s  what  they’ve  been  getting  in 
The  Bulletin  for  generations.  The 
Bulletin  cares  about  youngsters,  and 
shows  that  care  by  the  columns  and 
pages  of  scholastic  sports  news  it 
publishes. 

On  a  typical  day  last  fall.  The 
Philadelphia  Bulletin  published  game 
stories  about  144  scholastic  teams 
and  named  3137  players. 

Important?  Definitely  yes — to  the 
players,  their  friends  and  families, 
to  fans,  coaches,  alumni,  to  everyone 
who  wants  to  know  what  happened 
in  schoolboy  sports.  And  they  get 


it  through  the  enthusiastic  efforts  of 
men  like  Jack  Ryan  and  Herb  Stutz. 

Completeness  and  superiority  in 
reporting  scholastic  news  is  another 
reason  why  in  Philadelphia  nearly 
everybody  reads  The  Bulletin  .  .  .  the 
newspaper  that  is  Philadelphia  in 
tone,  character,  expression,  spirit. 

In  this  friendly,  welcome  atmos¬ 
phere,  your  advertising  in  The  Phila¬ 
delphia  Bulletin  goes  home,  stays 
home,  is  read  by  the  family  at  home. 

To  sell  Philadelphia,  begin  with  The 
Bulletin  .  .  .  very  often,  it  is  all  you  need. 


In  Philadelphia  nearly  everybody  reads  The  Bulletin 

Mcinln'r  Million  Market  Newspapers  Florida:  The  Leonard  Company 
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Ice  Skating 

in  St  Petersburg,  Florida?. 


Family  ice  skating,  professional  ice  shows  and  hockey 
are  just  a  few  of  the  additional  recreational  and  sports 
activities  St.  Petersburg  visitors  and  residents  will  en¬ 
joy  in  the  city’s  newly-opened  five- million  dollar 
Bayfront  Center. 

When  the  Center’s  convertible  ice  rink  isn’t  in  use, 
there’ll  be  big-time  basketball,  music  festivals,  the 
circus  and  other  events  in  the  22,500  square  foot 
arena. 

Then,  in  the  Center’s  spacious  auditorium,  opera,  bal¬ 
let,  symphony  concerts  and  touring  Broadway 
companies  will  add  to  the  community’s  already-rich 
cultural  life. 

The  Center  —  with  total  seating  capacity  of  11,000, 
off-street  parking  for  1,400  cars  and  112,500  square 
feet  of  roofed  area  —  has  already  booked  large  na¬ 
tional  and  state  conventions  as  well  as  trade  and 
industrial  shows  for  this  spring  and  summer. 

Completion  of  this  cultural-sports-convention  center 
is  indicative  of  St.  Petersburg’s  growth  and  progress 
...  so  are  the  new  museum  of  fine  arts,  the  down¬ 
town-waterfront  marina  and  the  many  new  high-rise 
apartment  buildings. 

Reach  progressive  St.  Petersburg  and  all  of  Pinellas 
County  with  the  combined  circulation  of  The  Times 
and  Independent.  No  other  newspapers  have  circu¬ 
lation  of  consequence  in  this  rich  market. 


l^ptprBburg  ulimpa 

KOWOA  S  liSI  NfWSfArtt 

and 

Evening  Independent 

Reptetented  by  Scory,  Brooks  &  Finley,  Inc 


MARCH 

29-April  9 — ^Tolegraph  Editors  and  Copy  Desk  Chiefs  sem  lar,  American 
Press  Institute.  Columbia  University. 

I  3 1 -April  I— Illinois  Daily  Newspaper  Markets  General  Advertising  Mar 
agers  Workshop,  St.  Nicholas  Hotel,  Springfield. 

APRIL 

1-3 — Pennsylvania  Editors'  Seminar,  Penn  Harris  Motor  Inrv,  Harrisburg, 

I  2 — Northern  California  Controlled  Newspaper  Association,  Newell  House 

I  Walnut  Creek. 

3 -  California-Nevada  Associated  Press,  Santa  Barbara,  Calif. 

'  4-5— Advertising  Executives  Association  of  Ohio  Daily  Newspapers,  Pick-Fort 

Hayes  Hotel,  Columbus. 

4- 5 — Inter-State  Circulation  Managers'  Association,  Penn-Harris  Hotel, 

I  Harrisburg,  Pa. 

5- 7— National  Association  of  Newspaper  Purchasing  Executives,  Eden-Roc 

Hotel.  Miami  Beach,  Ra. 

9-10— Louisiana  Press  Association,  Royal  Orleans  Hotel,  New  Orleans. 

9- 10 — Hoosier  (Indiana)  State  Press  Association,  Indianapolis. 

I  9-11 — Nevada  State  Press  Association,  Dunes  Hotel,  Las  Vegas. 

14- 17 — American  Society  of  Newspaper  Editors,  Washington  Hilton  Hotel, 
Washington,  D.  C. 

17-  Oregon  Newspaper  Publishers  Association  Admanagers,  Portland. 

18- 20 — ^Travel  Writers  Seminar  for  Society  of  American  Travel  Writers, 
Golden  Triangle  Hotel.  Norfolk,  Va. 

20 — National  Cartoonists  Society  Reuben  awards  dinner.  The  Plaia,  New 
York  City. 

19- 22 — American  Newspaper  Publishers  Association,  Waldorf-Astoria  Hotel, 
New  York. 

22-24— American  Association  of  Advertising  Agencies,  The  Greenbrier, 
White  Sulphur  Springs,  West  Virginia. 

22- 25— Alpha  Delta  Sigma,  advertising  fraternity.  Carillon  Hotel,  Miami 
Beach,  Ra. 

23- 24— Rorida  Newspaper  Advertising  Executives  Spring  Sales  Con¬ 
ference,  Langford  Hotel,  Winter  Park. 

,  25-27— Northern  States  Circulation  Managers'  Association,  Downtown  St. 

Paul  Holiday  Inn,  St.  Paul,  Minn. 

23- 24— Sigma  Delta  Chi,  Region  II,  Hacienda  Motel,  R-esno,  Calif. 

[  23-2^— Old  Dominion  Advertising  Conference  of  Virginia  Press  Association, 
Hotel  Roanoke,  Roanoke,  Va. 

24- 25 — Missouri  AP  Wire  Editors,  Ramada  Motel,  Jefferson,  City. 

25- 28— National  Newspaper  Promotion  Association,  Biltmore,  Atlanta,  Gs.  I 

26- May  7 — Classified  Advertising  Managers  Seminar,  American  Prasi  In-  i 
stitute.  Columbia  University,  New  York  City. 

!  27— Canadian  Press  annual  meeting.  Royal  York  Hotel,  Toronto. 

28- 30 — Canadian  Daily  Newspaper  Publishers  Association,  Royal  York 
Hotel,  Toronto. 

29- 30 — Illinois  Editors  Traffic  Safety  Seminar,  University  of  Illinois,  Urbana. 

30- May  I — Colorado  Newspaper  Conference,  Boulder. 

MAY 

I — Sigma  Delta  Chi  Regional  conference,  Denver,  Colo. 

1 —  Georgia  Associated  Press  News  Council,  Martinique  Motel,  Columbus. 

2 —  Georgia  AP  annual  meeting.  Holiday  Inn,  Callaway  Gardens,  Pine 
Mountain. 

2-4— Ohio  Circulation  Managers'  Association.  The  INN,  Athens. 

7-8 — Wisconsin  Associated  Press  Association,  The  Dome,  Marinette. 

7-9 — LouisIana-MIssissippI  AP  state  meeting,  Royal  Orleans,  New  Orleans. 

10- 21 — Editorial  Page  Editors  and  Writers  Seminar,  American  Press  In¬ 
stitute,  Columbia  University,  New  York  City. 

11- 12 — Michigan  Press  Circulation  Managers'  Workshop,  Kellogg  Center, 
East  Lansing,  Mich. 

12- 15— Newspaper  Personnel  Relations  Association,  Golden  Triangle  Motor 

I  Hotel,  Norfolk,  Va. 

I  13-15 — National  Convention  of  the  Association  of  American  Editorial  Car- 

I  toonists.  Washington,  D.C. 

I  14-15— Pennsylvania  Press  Conference.  University  Park,  Pa. 

I  14-16— Indiana  APME  spring  meeting,  Madison. 

15 —  Minnesota  AP  Newspaper  spring  meeting,  St.  Paul. 

15- 16— Alabama  Associated  Press  News  Council  &  annual  meeting,  Cresceirt 
Motel,  Decatur. 

16- 19 — Institute  of  Newspaper  Controllers  and  Finance  Officers.  The  Castle, 
Bermuda. 
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The  Times  has  the  largest 
home-delivered  circulation 
in  the  nation 


Especially  these  families.  They  control  over  half  The  Times  every  weekday  (1,144,000  on  Sun* 

of  the  buying  power  in  the  Los  Angeles  market.  day)  make  up  the  largest  and  most  influential 

They’re  far  above  average  in  education,  income,  audience  in  western  America.  Circulation  to 
occupation.  When  you  reach  out  with  The  Times,  count  on . .  .where  it  counts  the  most.  No  wonder 

you  reach  54%  of  all  Los  Angeles  families  earn-  the  nation’s  largest  home-delivered  newspaper 

ing  over  $7,0(X);  76%  of  those  with  incomes  of  attracts  the  nation’s  largest  advertising  voliune. 

$15,(X)0  and  up.  The  817,000  families  who  read  The  Times  leads  in  both... year  after  year. 

The  Los  Angeles  Times 

Nationally  represented  by  Creamer,  Woodward,  O'Mara  and  Ormsbee,  Inc. 
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Positive 

^ntroi 

of 

RWT* 

with 

HOE 

RTP 
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Positive  control  of  the  ^Running 
Web  Tension  is  maintained  100% 
of  the  time  with  the  new  Hoe  fully- 
automatic  Reel,  Tension  &  Paster. 
During  the  paster  cycle,  tension 
control  is  accomplished  by  the  ex¬ 
clusive  Hoe  electro  magnetic  core 
brake,  assuring  a  smooth,  trouble- 
free  splice.  The  Hoe  RTP  is  in  use 
on  almost  every  type  of  web-fed 
press  in  operation  — further  proof 
of  the  accepted  quality  of  Hoe 
equipment.  R.  Hoe  &  Co.,  Inc.,  910 
E.  138th  St.,  New 
York  54,  New  York. 


HOE 


twin  6  l^olumn 

it  if  if  it  it  it 

ODAY’S  NEWSPAPER  records  tomorrow’s  history.  Here'i 
how  the  Middledgeville  (Ga.)  Union  declared  that  ancien 
!  truth  during  the  Civil  War  exactly  a  century  ago:  “The  bcj 
'  history  of  the  present  war  that  has  been,  or  ever  will  bt 
written  is  already  penned.  It  will  be  found  in  the  lewspaper 
!  of  the  Confederacy.  Any  man  who  has  a  complete  file  of  an 
good  newspaper  that  has  been  published  uninterruptedly  durbi 
the  war,  has  the  best  and  most  complete  history  of  the  revob 
tion  that  will  ever  be  written.  And  yet,  how  little  iinportana 
is  attached  to  a  newspaper  by  many  people.  It  is  read  aw 
thrown  away  as  lightly  as  a  squeezed  orange.”  lucidentallv 
the  quotation  is  here  copied  from  the  265th  consecutive  pag( 
of  “The  Atlanta  Century,”  a  Sunday  page  of  Civil  War  news 
pictures  and  features,  conducted  by  Norman  Shavin  in  th( 

I  Atlanta  Journal-Constitution  throughout  the  centennial  years 

Yes  Men 

Under  De  Gaulle,  editors. 

It’s  easy  to  see. 

Must  always  resort  to  the. 

Editorial  oui. 

—Fred  J.  Curran 

Wisconsin  State  Journal  (Madiaonl 

— Here’s  the  lead  to  a  feature  story  by  Ed  Wallace  in  th( 
New  York  World-Telegram  &  Sun:  “Harry  Parchmann  wil 
have  tomorrow  off.  His  mother  wrote  a  note  to  his  bos 
asking  that  Harry  be  excused  from  work.  ‘I  will  be  100  yean 
old  and  to  celebrate  properly,  Harry  should  be  home,’  Mr> 
Caroline  Parchmann  further  explained:  ‘The  last  time  Haio 
had  time  off  on  my  birthday  was  1905  when  the  main  bell 
broke,  the  machinery  stopped,  and  Mr.  Hoe  sent  everybody 
home.’  Then,  as  now,  Harry  was  employed  by  R.  Hoe  &  Co. 

!  makers  of  printing  presses.  Harry  now  is  77,  has  been  workins 
j  for  Hoe  for  62  years  and  around  the  office  they  feel  the  jol 
is  his.”  .  .  .  Ruby  Litinsky,  24,  police  reporter  for  the  West 
chester-Rockland  Newspapers  in  New  York  State,  confounds 
the  State  Traffic  Safety  Council  in  its  test  of  the  effects  c 
drinking  on  drivers.  As  a  volunteer,  she  was  plied  with  thre 
two-ounce  shots  of  100-proof  whisky  without  mixer  or  chasers 
I  only  ice,  within  an  hour.  She  easily  walked  a  painted  line  oi 
a  basketball  court,  wearing  three-inch  spike  heels  and  in  vie« 
of  141  police  officials,  without  a  wobble  from  the  straight-and 
narrow.  Hard  (liquor)  assignment. 


HOE  Reel,  Tension  &  Paster 


ISetvs  Desk  Lament 

I 

I  We’d  like  to  take  a  shot  at 

A  certain  sports  fan  bore! 

'  He  will  not  buy  our  paper^- 

But  phones  us  for  the  score. 

—Lawrence  A.  Barrett 

The  Headlight,  Pittsburg,  Kan. 

i  — Heady  heads:  “De-Beatleized  Teen  Tells  of  Unkindes 

1  Cut” — Chicago's  American;  “Meg’s  Beetle  Hose  Bugs  Londoi 
I  Fashion  Critics” — Baltimore  Evening  Sun;  “In  the  Diet  Garo 
^  You  Win  By  Losing” — Salt  Lake  City  (Utah)  Deseret  Yflts 
“When  Marines  Land  in  Viet  Nam:  ’Copters  Keep  Watch  Fd 
Any  ‘Red’  Carpet” — Albuquerque  (N.  M.)  Journal  (by  Bil 
j  Fritch) ;  “Meanwhile,  Lady  Bird  Is  Back  At  The  Ranch”- 
Indianapolis  Star;  “Don’t  Die — Drive  Defensively” — 

I  Herald;  “Bangtails,  Babies  Bank  on  Bankers”  and  “Machi» 
I  Mastery  Mere  Myth:  Lie  Detectors  Make  Mistakes”  s® 
1  “Nozzled,  Not  Nuzzled,  Puzzled  Bird  Muzzled” — Seattle  Tima 
i  “Lemon  Picket  Soured  at  Labor  Squeeze” — Denver  Post.  .  • 

I  The  Front  Royal  (Va.)  Warren  Sentinel  inadvertently  demotei 
1  the  Moose  fraternal  group  into  the  “Loyal  Order  of  the  Mouse. 
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HUNTSVILLE ,  ALABAMA 


. . .  fastest  growing  market  in  the  south- 

retail  sales  up  from  $98  million  in  1960  to  $209  million  in  1964 

and  still  going  up! 


resurgent  South  spurred  by  young  families  en¬ 
gaged  in  lusty,  young  aero  space  industries — fed 
by  fat  government  contracts  awarded  to  giants  in 
the  industrial  world! 

Have  you  “Sown  Your  Sales  Seeds”  in  Huntsville? 
If  not,  now's  the  time — the  growing  season  is 
long;  germination  guaranteed  and  a  bountiful  har¬ 
vest  is  assured  thru  the  advertising  medium  with 
sod-soaking  coverage  . . . 


Growing  with  hothouse  intensity  in  every  phase  of 
economic  development,  Huntsville,  Alabama,  is 
fast  becoming  the  focal  point  for  sales  opportunity 
in  the  New  South!  New  plants  are  popping  up  like 
dandelions — ranch  house  lawns  are  now  clipped 
where  cotton  grew  only  a  few  short  months  ago — 
and  consumer  spending  has  outpaced  the  most 
extravagant  estimates  of  seasoned  economists. 

Reason  for  this  growth?  It’s  the  new  spirit  in  the 


THE  HUNTSVILLE  TIMES 


Represented  Nationally  by  Moloney,  Regan  &  Schmitt 


editorial 


Newspaper  Color 

The  nation's  daily  newspapers  are  becoming  more  and  more  color¬ 
ful  as  the  ROP  Color  information  in  this  issue  reveals.  Using 
1951  as  a  base  year,  black  and  white  advertising  linage  in  newspapers 
has  increased  35.2%  while  ROP  Color  linage  has  gone  up  457.2%, 
according  to  Media  Records  figures.  Add  the  growth  of  Hi-Fi  and 
SpectaColor  and  the  term  "colorful"  becomes  appropriate. 

While  many  general  and  automotive  advertisers  increased  their 
use  of  newspaper  color  last  year,  the  major  growth  can  be  attributed 
to  retail.  Total  general  linage  was  up  2.4%  in  1964  and  total  automo¬ 
tive  increased  6.1%,  but  general  and  automotive  ROP  Color  linage 
reported  by  Media  Records  was  off  1.5%  for  the  year.  Automotive 
use  of  color  was  up  9%  but  its  use  by  general  advertisers  was  off 
6.4%. 

Nevertheless,  the  total  use  of  newspaf>er  color  continued  to  rise. 
For  example,  the  total  color  linage  of  the  newspapers  in  the  “First 
Twenty-five”  papers  increased  13%  in  1964  over  1963. 

E&P  has  been  in  an  advantageous  position  to  gauge  the  expansion 
and  improvement  of  newspaper  color  since  our  first  Color  Issue  was 
pHiblished  in  1957.  We  have  collaborated  since  then  with  Lake 
Shore  Electrotype,  Chicago,  in  compiling  eacli  year  the  most  com¬ 
plete  list  of  newspapers  offering  color  availability  to  advertisers, 
their  minimum  rates  and  requirements.  Media  Records  has  gathered 
statistics  on  color  linage  and  its  use  by  advertisers  which  we  have 
published  exclusively. 

In  addition,  E&P’s  annual  newspaper  color  contest,  results  of 
which  are  published  each  Fall,  brings  more  than  2,000  entries  from 
hundreds  of  newspapers  providing  an  opportunity  to  witness  the 
improvement  in  quality  of  copy  design  as  well  as  newspaper  repro¬ 
duction  all  over  the  country.  The  contest  judges  from  New  York’s 
leading  advertising  agencies  have  noted  that  fact  each  year. 

As  newspaper  equipment  and  techniques  continued  to  improve, 
so  has  the  knowledge  of  advertisers  and  agencies  in  the  best  applica¬ 
tion  of  color  copy  and  layout  for  newspaper  reproduction.  E&P  is 
proud  to  have  played  a  part  in  fostering  this  teamwork. 


Paper  Consumption 

The  president  of  a  large  paper  manufacturing  enterprise  told  the 
National  Industrial  Conference  Board  this  week  that  the  con¬ 
sumption  of  paf>er  products  of  all  kinds  will  reach  485  pounds  per 
jjerson  in  1965.  It  is  interesting  to  note  that  the  per  capita  consumpi- 
tion  of  newsprint,  used  in  the  production  of  daily  newspapers,  reached 
88  pounds  in  1964.  In  relation  to  the  p>eople  who  bought  on  the  aver¬ 
age  60,000,000  copies  of  a  newspaper  every  day  and  almost  50,000,000 
every  Sunday  the  per  capita  consumption  of  newsprint  was  around 
268  pounds.  Assuming  the  news-advertising  ratio  at  40-60  that  means 
the  average  newspaper  reader  received  107  pounds  of  paper  imprinted 
with  news  during  the  year.  If  news  could  be  measur^  in  p>ounds, 
the  average  reader  bought  almost  one-third  of  a  pound  per  day. 
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There  is  gold,  and  a  multitude  of  nAin. 
hut  the  lips  of  knowledge  are  a  preciosi 
jewel.  Proverbs  20,  15. 


Editor  &  Publisher 

e  THE  FOURTH  BTATt 

Th»  Oldest  Publishers'  and  Advertisers' 
Newspaper  in  America 

With  which  has  been  merged:  The  Jouruliit 

established  March  22,  1884;  Newspaperdon 

established  March,  1892;  the  Fourth  Estih 

March  I,  1894;  Editor  &  Publisher.  June  2t. 

1901;  Advertising,  January  22,  1925. 

James  Wright  Brown 
Publisher,  Chairman  of  Board,  I9I2-I9S9 

Publisher  and  Editor 
Robert  U.  Brown 

General  Manager 
James  W.  Brown 

Executive  Editor,  Jeronae  H.  Walker;  Feahra, 
Tony  Brenna,  Ray  Erwin,  Richard  Friadnw, 
Philip  N.  Schuyler,  Jean  Tarzian. 
Advertising  News,  Jerome  H.  Walker,  Jr. 

Marketing  and  Research  Manager,  Albert  I 
Weis. 

Librarian,  La  Verne  Bruce. 

Advertising  Manager,  Henry  C.  Thiele;  Advsr 
tising  Production  Manager,  Bernadette  Borrie. 

Promotion  Manager,  George  Wilt. 

Circulation  Director,  George  S.  McBride. 

Classified  Advertising  Manager,  John  Johnson. 

General  Offices — 850  Third  Avenue,  New  York 
N.  Y.  10022  Phone:  212-752-7050.  TWX  212 
867-7289. 

Treasurer,  Arline  Demar. 


BUREAUS 

*  Washington:  Pat  Munroe,  1249  National  Pfte 

Building  20004.  Phono:  202-783-6756-7. 

Chicago:  Gerald  B.  Healey,  Midwest  Edite, 
Harry  B.  Mullinix,  Grant  Biddle,  Advertisiet 
Representatives;  360  North  Michigan  Ave 
60601.  Phone:  312-782-4898. 

San  Francisco:  Campbell  Watson,  Pedfe 
Coast  Editor;  Duncan  Scott  &  Marshall  I*- 
I  Advertising  Representative;  85  Post  St.  94104. 

,  Phone:  415-421-7950. 

j  Los  Angeles:  Duncan  Scott  &  Marshall  Inc.,  ^ 

I  vertising  Representative,  1830  West  8  St 

I  90057.  Phono:  213-382-6346.  Corresponds* 

1  John  Sky  Dutdap,  Box  3063,  Santa  Ana,  Cat- 

!  fornia,  92706.  Phone:  714-542-7383. 

I  London,  England:  Alan  Delafons,  Manager,^ 

I  Etholbort  Road,  Birchington,  Kent.  England 

Charter  Member  Audit  Bureau  of  Circulatljj 
I  6  mo.  averace  net  paid  December  1964 — 

I  Renewal  71.27%. 

EDITOR  ac  PUBLISHER  for  March  27,  19® 


'We're  sure  showing  those  capitelists!' 
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'You  know  how  it  is  with  American  kids — 
They  drive  before  they  start  walking.' 

Herblock,  Washington  Post 


And  Leave  the  Driving  to  Us!' 

■Rosen,  Albany  Times-Union 
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NATIONAL  CONTRACT 

An  article  (March  6)  is  false  in  respect 
to  my  position  concerning  the  national 
contract  concept  between  Dow  Jones  & 
Co.,  Inc.  and  Springfield  Typographical 
Union  216  of  which  I  am  president. 

I  have  not  only  favored  a  national  con¬ 
tract  but  have  convinced  the  members  of 
this  local  that  it  would  be  the  best  course 
for  them  to  pursue. 

Joseph  V.  Walsh 

Springfield,  Mass. 


Cover  I 
Cover  I 
....  118 


HELP! 

Regarding  re-enactment  of  the  Kitty 
Genovese  murder  (March  20) :  If  I  were 
a  witness  I  would  wonder  why  the  flash 
bulbs  were  popping  instead  of  the  photog¬ 
raphers  giving  aid  to  the  “injured”  woman. 

Richard  S.  Kain 

New  York 
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The  President  admittedly  was  saving 
his  major  comments  for  the  press  con¬ 
ference  televised  not  long  ago  after  in 
the  White  House  Rose  Garden.  —  New 
York  Sunday  News. 
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The  kindergarten  rooms  are  expected 
to  be  ready  for  student  sin  September, 
— Cincinnati  (Ohio)  Post  &  Times-Star. 


Plans  were  under  way  to  supply  or¬ 
phanages,  old-age  homes  and  needy  fami¬ 
lies  with  dinner,  fits  and  holiday  fun.— 
Los  Angeles  (Calif.)  Times. 


The  foundress  of  the  Grey  Nuns  was 
beautified  in  1959.  —  Buffalo  (N.  Y.) 
Evening  News. 


If  you  don't  know  who  the  most  widely 
read  education  writer  is, 
write  G.  K.  Hodenfield  500  times. 


In  1957,  the  Russians  not  only  launched  Sputnik, 
they  also  launched  a  new  career  for  G.  K.  Hoden- 
field.  With  some  reluctance,  he  accepted  the  offer 
to  become  AP’s  first  full-time  education  writer, 
but  once  started,  there  was  no  stopping  him. 

Today,  Hodenfield  is  the  most  widely  read  edu¬ 
cation  writer  in  the  public  press.  In  seven  years 
he’s  won  the  annual  National  School  Bell  Award  six 
times.  This  past  year,  he  served  as  president  of  the 
Education  Writers  Association.  Last  week,  he  won 
the  National  Headliners  award  for  outstanding 
special  features. 

But  most  important,  for  millions  of  readers  he’s 


the  man  with  the  exciting  new  facts  behind  educa¬ 
tion,  America’s  biggest  peacetime  industry. 

Hodenfield  was  a  combat  correspondent  for 
“Stars  &  Stripes”  in  World  War  II.  In  1946,  he  was 
named  Chief  of  the  AP’s  Vienna  Bureau.  He  was 
AP’s  Treasury  man  in  Washington,  when  Sputnik 
was  launched.  Interest  in  education  soared,  and 
Hodenfield  was  AP’s  choice  for  the  new  assignment. 
Now  he’s  everyone’s  choice:  Readers,  educators, 
colleagues,  and  almost  every  awards  committee 
that  meets  to  honor  the  best  in  the  field. 

We’re  honored  that  he  is  one  of  us,  and  delighted 
that  AP  can  bring  him  to  you. 


THE  ASSOCIATED  PRESS 

FIRST  IN  THE  WORLD 


There's 
more  than 
one  place  in 

The  New  York 

Times  for 
your  media 
advertising 


Xnt  jfwfc  Kaug. 


Skt  Ntm  f  nk 


In  any  weekday  issue 


You  reach  nearly  six  out  of  10  of  the  top 
advertising  agency  people  in  New  York. 


Your  media  messages  are  delivered 
to  more  than  74%  of  New  York’s 
advertising  agency  executives. 


The 
ing  N 
newspj 
apprec 
leaders 
recomi 
packaj 
In  t 
ment  1 
temati 
ion  ha 
to  wal 
tract 
by  the 
otyper 
paper 
ment 
of  $5. 
and  $ 
Gui 
would 
if  it  ' 
tiatioi 
with 
Fed 
day  1 
presit 
I  Unioi 
comp] 
were 
they 
Th 
Mailt 
the  p 
News 


On  the  Advertising 
News  Page 


Smaller  space  advertisements  make  a 
powerful  impression  hereon  the  key 
executives  at  both  agencies  and  accounts. 
They  turn  to  this  page  every  day  for  “trade 
paper”  news  about  their  business. 


What  could  make  a  greater  impression 
than  a  full-page  advertisement  in  the  only 
newspaper  that  reaches  the  majority  of 
New  York’s  top  advertising  agency  people. 


Choose  the  place  best  suited  for  your 
media  advertisement  in  The  New  York 
Times.  Then  call  (Area  Code  212) 
556-1451  for  information  on  rates  that  give 
you  the  economy  of  a  lower  cost  per 
advertising  executive  than  is  available  in 
any  other  New  York  newspaper. 


The  New  York  Times 


First  in  media  advertising  among  all  U.S.  newspapers 


Every  Saturday  Since  1884 
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Color  in  Newspapers 

THIS  ISSUE  contains  the  ninth  annual  E&P  report  on  the  growing  use 
of  color  by  general  and  retail  advertisers  in  newspapers.  It  is  designed 
as  a  handbook  for  advertisers  and  their  agencies,  giving  them  data  on 
availabilities  for  both  run-of-paper  and  preprinted  color.  Exclusive 
E&P  charts  begin  on  Page  43. 


ROP  COLOR  LINAGE 

(For  newspapers  measured 
by  Media  Records,  Inc.) 


Year  Linage 

1951  .  46,817.024 

1952  .  49,257,765 

1953  .  60,781,949 

1954  .  69,602,906 

1955  .  90,171,262 

1956  .  109,318,171 

1957  .  114,362,040 

1958  .  122,621,232 

1959  .  153.215.463 

1960  .  177,548,837 

1961  .  191,626,468 

1962  .  192,524.439 

1963  .  229,711,883 

1964  .  260,859,274 
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Danger  of  Strike 
Fades  in  New  York 


The  danger  of  a  strike  affect¬ 
ing  New  York  City’s  major 
newspapers  next  week  faded 
appreciably  Thursday  after  the 
lexers  of  five  unions  voted  to 
recommend  a  $10.50  two-year 
package  to  the  members. 

In  the  face  of  an  announce¬ 
ment  that  the  officers  of  the  In¬ 
ternational  Typographical  Un¬ 
ion  had  authorized  the  printers 
to  walk  out  March  30,  if  a  con¬ 
tract  has  not  been  neg^otiated 
by  then,  the  pressmen,  the  stere¬ 
otypers,  the  deliverers  and  the 
paper  handlers  reached  agree¬ 
ment  on  an  economic  packagre 
of  $5.50  a  week  the  first  year 
and  $5  more  the  second  year. 

Guild  spokesmen  said  they 
would  favor  the  same  package 
if  it  were  offered  in  the  neg^o- 
tiations  which  are  conducted 
with  each  newspaper. 

Federal  mediators  met  Mon¬ 
day  with  Bertram  A.  Powers, 
president  of  the  Tyi)og:raphical 
I  Union,  for  only  25  minutes.  He 
complained  that  the  publishers 
were  “stalling”  with  him  while 
they  talked  with  other  unions. 

Thomas  M.  Laura  of  the 
Mailers  Union,  affiliated  with 
the  printers,  is  president  of  the 
Newspaper  Trades  Council  in 
which  a  5-4  vote  Wednesday 
favored  the  publishers’  offer. 
However  he  said  it  left  other 
unions  to  try  for  better  terms. 
The  pressmen,  led  by  James 
Byrne,  have  remained  outside 
^  the  Council. 

Mediators  and  publishers’ 
teems  met  Thursday  with  Mr. 
Powers  and  automation  was 
still  the  key  issue. 

editor  8c  publisher 


If  a  strike  should  begin. 
New  York  would  have  daily 
newspapers.  Several  grroups 
were  preparing  to  publish  new 
ones  and  the  Post,  which  is  not 
a  member  of  the  association, 
presumably  would  enlarge  its 
production. 

Jack  Cohen,  publisher  of  the 
Sports  Inquirer,  ran  ads  in 
the  New  York  Times  to  recruit 
a  staff  for  the  New  York  Daily 
Star  at  an  office  in  the  old  Tri¬ 
bune  Building  off  Park  Row. 
His  printing  plant  could  turn 
out  half  a  million  copies  of  a 
16-page  tabloid,  Mr.  Cohen  said. 

Charles  Hagedom,  publisher 
of  a  neighborhood  weekly  who 
brought  out  the  Metropolitan 
Daily  in  the  1962-63  strike,  said 
he  planned  to  issue  a  tabloid 
call^  AM  with  upwards  of 
400,000  copies  if  the  regular 
dailies  suspend. 

In  the  suburbs,  newsdealers 
were  orgranized  to  handle  in¬ 
creased  stacks  of  local  papers. 

Many  news  staffers  from  the 
Manhattan  dailies  had  lined  up 
temporary  jobs,  mostly  with 
public  relations  houses.  One 
large  corporation  passed  the 
word  that  it  would  hire  several 
reporters  and  editors  for  spe¬ 
cial  public  relations  projects. 

Meanwhile,  progress  was  re¬ 
ported  toward  settlement  of 
strikes  against  newspapers  in 
Youngstown,  Ohio;  Terre 
Haute,  Ind.;  and  East  St. 
Louis,  HI. 

A  new  contract  with  stereo¬ 
typers  in  Terre  Haute  called  for 
a  $13  pay  increase.  The  paper 
has  been  closed  since  Oct.  26. 

for  March  27,  1965 


I  First  page  of  a  12-pag:e  ROP  section  for  Sears,  Roebuck  | 

I  &  Co.  in  the  Chicago  Tribune  March  24  had  multi-color  | 

I  pictures  of  tots  in  Easter  togs;  back  page  was  a  four-  | 
color  job  for  men’s  haberdashery.  Pour-color  page  in  an¬ 
other  section  was  run  by  Kellogg’s  for  com  flakes  with  | 
i  bananas.  f 

I  ♦  •  ♦  j 

I  While  newspictures  showed  President  Johnson  watching 
I  the  astronauts’  flight  on  b-and-w  tv,  the  Washington  Post 
front  page  of  March  24  had  a  five-column  shot  of  the 
blastoff  in  full  color. 

♦  ♦  ♦ 

The  country  will  be  going  on  a  Shopping  Spree  starting 
April  19  to  the  tune  of  a  $2  million  ad  program.  Pepsi¬ 
Cola  Co.  and  its  bottlers  are  scheduling  9  million  lines  in 
about  760  dailies  —  a  million  lines  more  than  they  ran 
in  last  year’s  spree. 

*  *  * 

Hudson  Pulp  &  Paper  Co.  will  introduce  HANKer- 
CHOOS  for  Kids,  a  paper  tissue,  and  Pastel  Family 
Pack  Napkins  with  a  heavy  mixture  of  newspapers  (com¬ 
ics  and  ROP  color)  and  radio  spots. 

*  *  * 

Biggest  multi-newspaper  list  (15)  so  far  for  Specta- 
Color  will  get  Snow  Crop  Orange  Juice  preprints.  By 
summer  139  newspapers  will  accept  SpectaColor  jobs. 

*  *  * 

The  Detroit  Free  Press  of  March  23  ran  a  SpectaColor 
sheet  for  its  front  page,  featuring  6-column  picture  of  a  | 
pretty  gprl  with  Spring  flowers  to  illustrate  a  story  on 
I  an  island  beautification  project.  RCA  Whirlpool  dealers 
I  took  the  back  page  for  “Bouquet-of-Color”  sale  of  house- 
I  hold  appliances. 

*  *  * 

I  A  new  advertising  campaign  for  General  Foods’  Pre¬ 
sweetened  Kool-Aid  breaks  mid-April  in  Sunday  news¬ 
paper  comics  with  a  one-third  page,  four-color  ad.  To 
heighten  the  product’s  appeal  to  children  the  ad  copy 
prepared  by  Foote,  Cone  &  Belding  Agency  puts  Bug^s 
Bunny  to  work  in  cartoon  style. 

*  *  * 

It  was  a  color  campaigrn  for  tourism  that  won  an  added 
award  for  the  Louis  Benito  Advertising  Agency  of 
Tampa,  Fla. — one  of  15  first  places  captured  by  the 
agency  out  of  the  35  firsts  in  the  Tampa  Ad  Club  com- 
I  petition.  The  ad  for  the  Florida  Development  Commis- 
I  sion  ran  in  the  Chicago  Tribune's  travel  section  and  in 
magazines  of  the  Boston  Globe,  Cincinnati  Enquirer, 
Cleveland  Plain  Dealer,  Newark  News,  New  York  Times, 
Philadelphia  Inquirer,  Pittsburgh  Press  and  St.  Louis 
Post-Dispatch.  It  showed  Santa  Claus  floating  in  the 
water  off  a  Florida  beach — “Look  Who’s  in  Florida!” 
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AP  Expenses  in  ’64 


Nearly  $53 

The  Associated  Press  became 
a  $53  million  business  in  1964, 
with  an  accent  on  youth  in  meet¬ 
ing  the  challenges  of  a  “revolu¬ 
tion”  in  journalism. 

While  a  glance  at  the  opera¬ 
tions  balance  sheet  showed  an 
expenditure  of  $52,831,067  out 
of  $53,354,086  revenue,  the 
worldwide  news  agency’s  task 
in  measuring  up  to  the  demands 
of  a  new  generation  of  publish¬ 
ers,  editors  and  broadcasters  re¬ 
ceived  special  attention  from 
Wes  Gallagher,  general  man¬ 
ager,  in  his  annual  report  made 
public  this  week. 

“A  not  always  quiet  revolu¬ 
tion  in  news  is  rapidly  changing 
the  face  of  journalism,”  Mr. 
Gallagher  observed. 

“While  1964  was  one  of  the 
great  vintage  news  years,  caus¬ 
ing  many  problems  in  coverage, 
it  had  a  deeper  and  greater  sig¬ 
nificance. 

“To  begin  with,  half  the  popu¬ 
lation  of  the  United  States  has 
been  bom  since  1936,  and  the 
median  age  of  readers  and  view¬ 
ers  gradually  grows  younger. 
This  youthful  population  knows 
little  of  World  War  II,  they 
were  too  young  for  first  hand 
knowledge  and  school  history 
books  seldom  keep  up  the  rush 
of  human  events.  But  they  know 
a  lot  about  astronauts,  lasers, 
hotlines,  random  access  comput¬ 
ers  and  a  hundred  other  sub¬ 
jects  that  did  not  exist  a  gen¬ 
eration  ago. 

Serving  Youthful  Public 

“To  ser\’e  this  youthful  pub¬ 
lic  there  is  rapidly  coming  into 
control  of  Associated  Press 
memberships  a  new  generation 
of  publishers,  editors  and  broad¬ 
casters  with  their  own  ideas  of 
how  news  should  be  handled. 

“New  publishing  technolog^y  is 
breaking  the  chains  of  obsoles¬ 
cence  in  printing  plants  and  the 
impact  of  electronic  journalism 
is  resulting  in  new  reporting, 
writing  and  editing  techniques. 
This  better  educated  youthful 
population  puts  a  premium  on 
quality  and  a  responsive  youth 
movement  in  the  industry  is 
making  every  effort  to  gpve  it 
to  them. 

“They  are  answering,  too,  the 
challenge  raised  by  some  critics 
as  to  the  place  of  the  press  in 
today’s  society  by  putting  out 
an  ever  more  informative  prod¬ 
uct  —  the  only  effective  means 
of  combatting  such  criticism, 
which  will  always  exist  to  some 
degree. 


Million 

“Writing  for  both  the  older 
and  younger  generations,  each 
with  different  background 
knowledge,  presents  unique 
challenges  which  the  Associated 
Press  is  meeting  with  a  com¬ 
bination  of  youth  and  experi¬ 
ence.  Well  aware  of  the  need 
for  fresh  ideas  and  new  talent, 
the  AP  has  encouraged  younger 
staffers  as  writers,  editors  and 
executives.” 

Expenses  Up  $9  Million 

It  cost  approximately  $9  mil¬ 
lion  more  to  gather  and  dis¬ 
tribute  news  and  features  last 
year  than  it  did  in  1963,  the 
financial  statement  disclosed. 
The  major  part  of  the  $53.3  mil¬ 
lion  revenue  came  from  assess¬ 
ments  and  operating  income  — 
$45.4  million.  Special  projects 
which  were  budgeted  at  $5.2 
million  yielded  $7.7  million  in 
revenue. 

About  half  the  sum  collected 
from  members  and  subscribers 
went  to  domestic  news  collection 
and  distribution  w'hile  foreign 
coverage  cost  $7.5  million.  Ex¬ 
penses  for  supplemental  services 
were  $12.2  million. 

The  AP  allotted  $1.3  million 
for  employes’  benefits  in  1964, 
as  compared  with  $1.1  in  the 
previous  year. 

Legal  fees  rose  from  $180,000 
to  almost  $380,000,  due  mainly 
to  defense  of  libel  suits  filed  by 
the  former  Maj.  Gen.  Edwin  A. 
Walker  on  the  basis  of  stories 
carried  at  the  time  of  the  racial 
integration  at  the  University  of 
Mississippi.  A  judgment  of 
$500,000  in  Fort  Worth  is  on 
appeal. 

There  was  $532,019  left  in 
the  treasury  at  the  end  of  the 
year. 

Mr.  Gallagher’s  report  de¬ 
tailed  the  many  technical  im¬ 
provements  in  the  wire  service, 
including  highspeed  tape  trans¬ 
mission  and  automatic  photo 
printing,  and  described  the 
achievements  of  staff  members 
in  covering  stories  at  great  per¬ 
sonal  risk. 

Coverage  on  News  Fronts 

“The  year,”  he  stated,  “saw 
an  increase  in  physical  danger 
and  strain  on  the  AP  staff 
around  the  world.  Reporting  the 
bitter,  brutal  war  in  Viet  Nam 
.subjected  AP  reporters  and  pho¬ 
tographers  to  the  danger  of  in¬ 
jury  and  death  as  did  the  sav¬ 
age  fighting  in  the  Congo. 

“Domestically,  racial  rioting 
in  several  cities  required  physi- 


NEWS-WORTHY — For  outstanding  achievements  during  1964  in  co¬ 
operative  news  coverage,  the  Associated  Press  presented  a  nationol 
award  to  WVIP,  the  Herald  Tribune  radio  station  in  Mount  Kisco,  N.Y. 
Wes  Gallagher,  general  manager  of  the  Associated  Press,  presents  tht 
citation  to  Mrs.  Jean  E.  Ensign,  president  and  general  manager  of 
WVIP,  and  Monroe  Benton,  WVIP's  news  director. 


cal  courage  for  the  needed  close- 
up  coverage.  The  long  election 
contest  with  its  jet  campaigfning 
from  city  to  city  made  political 
reporting  a  contest  of  physical 
endurance.” 

The  report  noted  that  George 
Clay,  NBC’s  Africa  correspond¬ 
ent,  died  in  the  arms  of  John 
Latz,  AP  reporter,  after  being 
shot  while  covering  a  convoy 
outside  Stanleyville. 

Mr.  Gallagher  called  atten¬ 
tion  again  to  the  increasingly 
important  role  that  broadcast¬ 
ers  are  playing  in  news  coop¬ 
eration  with  the  printed  media 
members  of  AP,  especially  in 
regional  coverage. 

Radio-television  members  and 
newspaper  members  in  three 
states  —  Alaska,  Ohio  and  Wis¬ 
consin  —  are  now  meeting  to¬ 
gether. 


Computerized  Page 
Sent  Across  Ocean 


Ser>’ing  2,673  Statiun« 


At  the  end  of  1964,  the  gen¬ 
eral  manager  reported,  AP  had 
2,673  stations  in  membership. 
This  gain  of  109  followed  an  in¬ 
crease  of  727  in  1963. 

AP  elected  30  daily  newspa¬ 
pers  to  membership  during  the 
year.  Service  was  started  to  21 
afternoon  dailies  and  three 
morning  dailies.  Of  these  18 
were  established  and  five  were 
new. 

With  the  discontinuance  of 
membership  by  16  dailies,  in¬ 
cluding  several  that  went  out 
of  business,  the  net  gain  was 
eight  —  1  a.m.  and  7  p.m.  The 
last  time  the  general  manager’s 
report  gave  a  figure  on  total 
publication  memberships  was  in 
1962.  There  were  1,729  domestic 
publications  at  the  end  of  that 
year,  compared  with  2,380 


High  speed  data  transmission 
equipment  produced  by  Inter¬ 
national  Telephone  and  Tele¬ 
graph  Corporation’s  British 
Company  permitting  transat¬ 
lantic  production  of  a  newspa¬ 
per  page  on  March  23. 

The  equipment,  made  by  ITT’s 
Standard  'Telephones  and  Cables 
Limited,  was  used  on  both  ends 
of  the  line,  in  London,  and  at 
Wilmington,  Mass. 

From  the  British  headquar¬ 
ters  of  the  Thomson  Group 
Newspapers,  a  unit,  no  bigger 
than  a  suitcase,  sent  a  com¬ 
puter  output  tape  holding  all 
the  copy  and  layout  informa¬ 
tion  for  the  automatic  produ^ 
tion  of  a  newspaper  to  another 
unit  in  Wilmington  where  the 
newspaper,  ready  for  web-off¬ 
set  printing,  was  produced  by 
Photon  Inc. 

To  prove  that  it  was  done,  a 
copy  of  the  newspaper  page  was 
sent  back  to  Thomson  House 
over  a  normal  facsimile  link. 
The  “newspaper”  involved  is 
the  test  is  the  Evening  Pott 
which  is  being  launched  in  the 
Reading,  Berkshire,  area  in 
September. 

The  information  was  trans¬ 
mitted  on  seven-track  paper 
tape  over  a  two-way  telephone 
circuit  at  the  rate  of  80  char¬ 
acters  a  second. 


FCB’s  Coflfee  Break 


Hills  Brothers  Coffee,  San 
Francisco,  has  ended  its  41-year 
relationship  with  N.  W.  Ayer 
&  Son  to  go  with  Foote,  Cone 
&  Belding  May  3.  The  account 
bills  an  estimated  $4.1  million. 


broadcast  members. 
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LBJ  Sets  ‘Minimum’ 
In  Press  Relations 


President  Johnson  cut  out  the 
patter  .  for  his  future  relations 
with  the  press  during  a  tele¬ 
vised  news  conference  at  his 
Texas  ranch  Saturday  noon, 
March  20. 

His  remarks  anticipated  any 
questions  that  might  have  come 
from  the  reporters,  seeking  the 
President’s  reaction  to  the  spate 
of  critical  articles  that  have 
been  appearing  lately  in  the  na¬ 
tion’s  press. 

“Because  of  the  very  consid¬ 
erable  interest  in  discussion  con¬ 
cerning  the  President’s  press 
policies,”  he  stated,  “I  want  to 
give  you  some  idea  of  what  you 
may  plan  and  what  you  may  ex¬ 
pect  in  the  days  to  come. 

“First  of  all,  I  regard  my 
own  responsibility  in  this  field 
as  making  available  to  all  of 
you  all  of  the  information  that 
I  can  consistent  with  the  na¬ 
tional  interests  on  as  fair  and 
as  equitable  a  basis  as  possible. 

How  and  where  I  do  that  is 
a  decision  that  I  reserve  for  my¬ 
self  and  I  shall  continue  to  re¬ 
serve  for  myself. 

Second,  I  consider  it  the  re¬ 
sponsibility  of  the  press  to  re- 
I  port  those  facts  to  the  American 
I  public  as  fully  and  as — as  pos¬ 
sible — and  in  the  best  perceptive 
possible. 

The  press,  of  course,  also  has 
the  right  and  has  the  duty  to 
comment  on  the  facts  in  any 
way  that  it  sees  fit.  But  that 
is  a  right  and  not  a  responsi¬ 
bility. 

One  a  Month 

And  therefore,  I  plan  to  see 
the  press  at  many  different 
times  and  many  different  ways 
if  you  are  willing.  I  will,  how¬ 
ever,  try  to  follow  the  standing 
practice  of  holding  at  least  one 
press  conference  a  month  of  the 
nature  which  you  describe  as 
ample  advance  notice,  coverage 
by  all  media,  full  dress,  even 
'  white  ties  if  you  choose. 

I  do  not  intend  to  restrict 
myself  to  this  as  the  sole  form 
of  seeing  the  press,  but  I  will 
try  to  state  it  as  a  very  mini¬ 
mum. 

Today  marks  the  39th  on-the- 
record  press  conference  that  I 
have  held,  18  off-the-record,  or  a 
total  of  57.  I  have  had  18  press 
conferences  with  adequate  ad¬ 
vance  notice,  16  covered  by  ra¬ 
dio  and  television.  Eight  of 
these  were  live  television,  in  ad¬ 
dition  to  three  live  television 
joint  sessions  in  the  little  over 
the  year  that  I’ve  been  Presi¬ 
dent. 

editor  8C  publisher 


There  have  been  other  occa¬ 
sions  upon  which  I  have  seen 
the  White  House  press  corps 
on  an  informal  basis  in  order 
to  give  them  some  insight  into 
my  thinking.  In  addition  to  these 
56  formal  meetings  I  have  had 
nine  informal,  lengthy  talks 
with  the  White  House  press 
corps. 

Invitation  to  Walk 

Some  of  you  who  used  to  en¬ 
joy  those  walks  when  they  were 
scheduled  a  little  earlier  with 
President  Truman  and  from 
time  to  time  those  of  you  that 
do  enjoy  them  will  be  invited 
back  again. 

I — on  various  occasions  I’ve 
had  conferences  with  pools  rep¬ 
resenting  the  White  House 
press.  We  had  173  airplane 
flights  with  pools  where  they 
were  v'isited  —  two  pool  visits 
while  I  was  in  the  hospital  with 
a  bad  cold  and  one  pool  visit  in 
my  bedroom  in  the  Executive 
Mansion  when  I  thought  I  was 
recuperating  from  it. 

I’ve  had  additional  visits 
from  374  accredited  press  rep¬ 
resentatives  at  their  request; 
in  addition,  64  who  requested 
meetings  as  bureau  chiefs,  plus 
200  telephone  discussions  that 
I  have  responded  to. 

There  have  been  nine  other 
occasions  where  I  have  met  with 
the  press  ranging  from  a  bar¬ 
becue  at  the  ranch  to  addresses 
made  to  American  Society  of 
Newspaper  Editors,  the  Asso¬ 
ciated  Press  luncheon  and,  of 
course,  last  year  each  one  of 
the  social  affairs  at  the  White 
House  press  conference,  the 
Gridiron  and  so  forth,  that  num¬ 
bered,  I  believe,  eight. 

Special  Appearances  Noted 

I  have  had  nine  special  ap¬ 
pearances  ranging  from  a  tv 
interview  with  all  three  net¬ 
works  to  special  statements  con¬ 
cerning  Vietnam  and  the  rail¬ 
road  strike.  A  considerable 
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amount  of  my  time  has  been 
spent  with  the  press  in  this 
effort  to  discharge  what  I  con¬ 
sider  to  be  the  President’s  re¬ 
sponsibility  to  this  country* 

I  think  that  it  is  necessary 
to  do  this  because  the  press 
is  the  media  through  which  the 
American  people  are  informed 
and,  as  I  said,  I  intend  to  con¬ 
tinue  to  bring  them  all  the  in¬ 


formation  that  is  possible  and 
to  see  that  every  Cabinet  officer 
and  every  head  of  an  independ¬ 
ent  agency  does  the  same  thing. 

Insofar  as  the  President  is 
concerned,  I  will  continue  see¬ 
ing  the  press  at  different 
times,  different  places  and  in 
different  ways  of  my  own  choos¬ 
ing.  Now  I’m  ready  for  any 
questions. 


NLRB  CLEARS  IlEARST  IN  MIRROR  CLOSING 
By  a  4-0  vote  the  National  Labor  Relations  Board  dismissed 
unfair  labor  charges  brought  by  four  unions  against  the  Hearst 
Corporation  for  unilateral  action  in  closing  the  New  York  Mirror 
Oct.  16,  1963,  and  selling  assets  to  the  New  York  News.  “It  is 
undisputed,”  the  Board  said,  “that  the  decision  to  sell  the  Mirror 
was  prompted  solely  by  pressing  economic  necessity.”  Full  and 
complete  settlement  of  employes’  rights  was  made  within  the 
terms  of  their  contracts. 

*  *  • 

MARRIAGE  OF  OFFSET  AND  IJiTTERPRESS 
The  Moncton  (New  Brunswick)  Times  and  Transcript 
(14,000  circulation)  has  “married”  presses  to  produce  one  section 
in  offset  and  one  section  in  letterpress  daily. 

*  «  « 

LATIN  AMERICAN  ‘STRONG  MEN’  OWN  PAPER 
Stanley  Ross,  editor  of  Spanish-language  weekly,  El  Tiempo, 
in  New  York  named  some  of  his  fellow  stockholders:  Gen. 
Fulgencio  Batista,  deposed  Cuban  dictator;  Miguel  Aleman, 
ex-president  of  Mexico;  Gen.  Anastasio  Somoza  of  Nicaragua 
and  Luis  Ferre  of  Puerto  Rico;  along  with  some  Wall  Streeters. 

*  «  * 

NASA  DIDN’T  TELL  ENOUGH  ABOUT  SOVIET  SPACE  FEATS 

The  National  Aeronautics  and  Space  Administration  was 
accused  in  a  Moss  Committee  report  of  being  negligent  in  its 
responsibility  to  keep  the  public  well  informed  of  Russian  space 
feats  in  1963. 

*  *  • 

TOTALITARIAN  TRAIT  SEEN  IN  OGARETTE  BILL 

American  Newspaper  Publishers  Association  made  a  formal 
objection  to  the  Neuberger  bill  which  would  require  cigarette 
advertising  to  carry  a  “danger”  warning.  ANPA  said  it  could 
lead  to  totalitarian  restrictions  on  the  right  of  businessmen  to 
advertise  products  and  the  right  of  newspapers  to  decide 
independently  their  policies  regarding  advertising  content. 

*  «  • 

TORONTO  PUBLISHERS  MEET  WITH  STRIKING  PRINTERS 

Publishers  of  Toronto’s  three  dailies  and  leaders  of  the  printers’ 
union,  on  strike  since  last  July  9,  met  March  22  with  Labor 
Minister  Leslie  Rowntree.  The  papers  have  been  publishing 
normally  while  the  strike  has  taken  more  than  $1  million  from 
the  International  Typographical  Union’s  benefits  fund. 

«  *  * 

SAMPLES  OF  NEW  PRODUCT  OPEN  TEST  CAMPAIGN 
Sunbeam  Appliance  Service  Company  is  introducing  a  coffee 
maker  cleaner  with  samples  in  the  March  28  issue  of  the  Muncie 
(Ind.)  Star.  Next  step  is  a  1,000-line  coupon  ad  in  four  western 
markets.  The  agency  (Wright,  Campbell,  Suitt  of  Chicago) 
plans  extended  tests  in  Muncie  with  the  Star  providing  monthly 
surveys. 

*  *  * 

LAWYER  SEES  NO  DANGER  TO  CARRIERS’  STATUS 
General  counsel  of  American  Newspaper  Publishers  Association 
advised  that  items  affixed  to  a  page  became  an  integ^l  part  of 
the  newspaper  and  therefore  would  not  jeopardize  the  independent 
contractor  status  of  newspaperboys  under  the  Fair  Labor 
Standards  Act. 

m  *  * 

DON  COOK  MOVES  FROM  N.Y.  TRIB  TO  L.A.  TIMES 

Don  Cook,  chief  European  correspondent  of  the  New  York 
HercUd  Tribune,  has  joined  the  Los  Angeles  Times  as  chief  of 
the  Paris  bureau.  Don  Shannon,  Paris  chief  for  three  years, 
has  been  assigned  to  open  the  Times’  first  news  bureau  in  Africa, 
based  in  Leopoldville,  the  Congo. 
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PRODUCTION  EXPERTS 

High  on  Computers, 
Cautious  on  Offset 


By  Tony  Brenna 

Pittsburgh 

Three  main  topics  —  comput¬ 
ers,  high-speed  line  casting  via 
punched  tape,  and  the  web  offset 
process  —  dominated  the  1965 
Mid-Atlantic  Newspaper  Me¬ 
chanical  Conference  here  March 
18-20.  The  meeting  was  attended 
by  573  newspaper  personnel  and 
equipment  suppliers’  agents. 
Sponsors  were  the  Pennsylvania 
Newspaper  Publishers  Associa¬ 
tion  and  the  New  Jersey  Press 
Association. 

The  underlying  theme  of  the 
conference  was  conveyed  by  two 
speakers,  one  a  newspaper  pro¬ 
duction  manager,  the  other  a 
professor  from  the  Department 
of  Graphic  Arts  at  Carnegie 
Institute  of  Technology. 

Said  Harv'ey  H.  Benson,  pro¬ 
duction  manager  of  the  Passaic- 
Clifton  (N.  J.)  Herald-News: 
“You  must  remember  that  for 
all  businesses,  large  or  small, 
automation  means  a  re-evalua¬ 
tion  of  people,  a  retraining  of 
top  executives  and  managers, 
not  just  composing  room  per¬ 
sonnel.  We  should  all  face  this 
re-evaluation  now.  It  is  here 
now  and  it  is  not  on  tomorrow’s 
agenda. 

Innovations  Create  Deniunds 

“The  innovations  being  intro¬ 
duced  into  our  business  will 
make  more  demands  on  us  than 
ever  before.  But  the  new  meth¬ 
ods  of  typesetting  are  neither 
the  Last  Judgment  nor  the  re¬ 
opening  of  Paradise.  It  is 
neither  a  friend  or  foe  of  any¬ 
one.  It  is  a  good  servant  and  a 
bad  master.  Its  challenge  is  sim¬ 
ple:  rule  me  or  be  ruled.  For 
many,  automation  has  brought 
new  growth  to  companies,  new 
jobs  for  many  workers.” 

Said  Professor  Kenneth 
Sheid:  “It  is  no  rash  statement 
to  say  that  the  computer,  linked 
with  other  modem  devices,  bids 
fair  to  become  the  revolutionist 
of  the  newspaper  plant.  .  .  . 
I  don’t  imagine  that  you  can 
make  investment  decisions  to¬ 
day  that  do  not  take  into  ac¬ 
count  two  facts :  First,  the  tech- 
nologfy  of  only  a  few  years  ago 
is  obsolete.  Second,  the  most  ad¬ 
vanced  technology  available  to¬ 
day  will  probably  be  obsolete 
10  years  from  now.” 

Robert  J.  Smallacombe,  as¬ 
sistant  production  manager,  out¬ 
lined  the  advantages  gained  and 


the  scope  of  the  Washington 
Daily  News'  relatively  new  com¬ 
puter  installation. 

“The  computer  by  itself  is  a 
helpless  idiot,”  he  said.  “It 
should  be  viewed  as  a  tool  of 
man  rather  than  a  replacement 
for  him.  It  has  to  be  instructed 
before  it  can  act  and  it  will  act 
only  as  instmcted.  Using  the 
language  of  the  computer  key¬ 
board,  instruction  codes  are  soon 
formulated.” 

The  Daily  News  computer 
was  installed  in  a  room  127 
feet  from  the  tape  perforator 
room  and  linked  by  cable  with 
red  and  green  “trouble  lights.” 
It  was  then  linked  to  a  number 
of  linecasting  machines,  the  out¬ 
put  from  various  channels  han¬ 
dling  different  type  sizes.  Two 
days  after  the  computer  was 
installed  hyphenation  was 
dropped  and  wider  setting  meas¬ 
ure  introduced.  These  changes 
were  handled  smoothly  by  the 
computers’  typesetting  circuitry 
and  appearance  of  the  finished 
pages  was  pleasing. 

Saving  in  Manhours 

Mr.  Smallacombe  said  that  if 
a  computer  failure  occurred, 
manual  operation  of  setting  type 
could  easily  be  resumed.  On 
costs  he  said:  “This  is  an  ex¬ 
pensive  piece  of  equipment. 
However,  we  have  estimated 
that  we  will  have  to  save  125 
manhours  a  week  on  the  news 
side  to  break  even  on  the  com¬ 
puter.  Right  now  we’re  saving 
about  100  hours  a  week  and  we 
anticipate  that  one  year  from 
delivery  —  October,  1965  —  we 
should  be  breaking  even,  or  bet¬ 
ter.” 

One  of  the  bonuses  of  com¬ 
puter  operation,  Mr.  Smalla¬ 
combe  noted,  was  increased  ca¬ 
pacity.  Early  breaking  stories 
could  be  included  in  early  edi¬ 
tions  consequent  upon  the 
speed  in  handling.  The  com¬ 
puter  gave  a  defined  rate  of 
productivity  and  a  “truly  accu¬ 
rate  picture”  of  individual  op¬ 
erator  performance. 

Ron  White,  production  execu¬ 
tive  for  Scripps-Howard  News¬ 
papers,  said  that  with  the  ad¬ 
vent  of  the  computer,  still  fur¬ 
ther  changes  in  other  production 
techniques  would  be  forthcom¬ 
ing.  Techniques  long  used  and 
proven  in  process  control  indus¬ 
tries  would  come  within  the 


scope  of  newspaper  operations. 
Newspaper  people  would  learn 
more  of  the  techniques  of  sched¬ 
uling,  the  methods  of  getting 
men  and  machines  together  at 
the  right  time  to  eliminate 
waste.  Newspapers  could  not  af¬ 
ford  lost  time  with  new  equip¬ 
ment  coming  on  the  scene. 

“The  increased  cost  of  this 
lost  time  is  going  to  force  us 
down  this  road,”  said  Mr.  White, 
“but  first  we  are  going  to  learn 
to  define  the  problem.  The  elec¬ 
tronic  devices  utilize  only  the 
very  simplest  communications, 
‘Yes,’  and  ‘No.’  So,  have  we  sim¬ 
ply  and  uniformly  stated  our 
problems?  ‘No.’  Can  We?  ‘Yes.’  ” 

On-Line  Control 

P.  L.  Andersson,  a  computer 
technology  consultant,  reported 
that  two  years  ago  there  were 
four  newspaper  installations.  A 
year  ago,  the  number  was  closer 
to  30.  Today  there  are  65  com¬ 
puters  in  use  in  newspapers  in 
the  U.  S.  and  abroad. 

Mr.  Andersson  suggested  that 
the  reporter  could  enter  copy  di¬ 
rectly  into  the  computer  by  use 
of  a  special  keyboard.  Copy, 
whatever  its  point  of  origin, 
can  be  stored  in  a  random  ac¬ 
cess  memory  and  the  editor 
could  use  a  console  which  con¬ 
tained  a  direct  reading  display 
to  scan  stories  of  interest.  He 
could  use  a  number  of  technical 
devices  —  a  light  pen  or  a  key¬ 
board  similar  to  that  used  by 
the  leporter  —  to  make  cor¬ 
rections  or  to  select  portions  of 
the  copy. 

Stories  could  be  assembled, 
ads  handled  in  the  same  way, 
and  pages  made  up  from  the 
available  m  a  t  e  ri  a  1  working 
through  the  display  console. 
When  the  pages  were  complete, 
including  ad  accounting,  the 
plates  would  be  made  up  direct¬ 
ly  on  the  press  through  the  use 
of  electronic  engraving  tech¬ 
niques.  The  press  would  be 
webbed  and  run  under  computer 
control.  The  programming  would 
also  take  care  of  routing  papers 
in  proper  bundle  sizes  to  the 
correct  loading  dock  locations. 

Computer  Centers 

That  computers  ■will  eventu¬ 
ally  become  available  to  small 
newspaper  publishers  was 
stressed  by  Professor  Kenneth 
Sheid.  He  said  computer  time 
will  be  available  at  commercial 
centers  or  through  banks  wish¬ 
ing  to  make  maximum  use  of 
their  own  equipment. 

He  told  of  experiments  in  the 
Computation  and  Data  Process¬ 
ing  Center,  at  the  University 
of  Pittsburgh,  where  automa¬ 
tion  of  the  composing  room  has 
proceeded  “to  a  fantastic  point.” 
A  typist  operating  a  typewriter 
keyboard  with  type  punch  at- 
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tached,  produced  tape  tl  at  in 
turn  converted  into  ma  rnetic 
signals  and  fed  into  a  con<;)uter. 
The  computer  had  beei  pro¬ 
grammed  to  perform  hyjjhena- 
tion,  justification,  editing  and 
rough  page  make-up.  Proofs 
were  read  from  an  oscilloscope 
display  and  corrections  made 
with  a  light  pencil.  In  turn,  the 
corrected  and  programmed  sig¬ 
nal  was  sent  by  means  of  an 
output  tape  to  a  Photon  ma¬ 
chine  which  produced  film  from 
which  printing  plates  could  be 
made. 

In  a  discussion  of  tape  opera¬ 
tion,  James  Monteverde,  Tren¬ 
ton  (N.  J.)  Times,  gave  these 
figpires:  “From  September,  1962, 
our  capabilities  rose  from  an 
average  of  120,000  lines  per 
week  to  approximately  185,000 
with  a  high  of  226,000  lines  for 
one  week.  Two-thirds  of  this 
was  produced  from  tape.  Our 
average  news  setting,  daily, 
climbed  from  120  to  180  col¬ 
umns  across  the  six  editions.” 

25  Million  Bits  a  Day 

An  idea  of  the  extent  of  the 
Wall  Street  Journal’s  automated 
operation  which  provides  for 
simultaneous  production  in  six 
centers  was  given  by  Marlin 
Miller,  Dow  Jones  &  Co.,  Inc., 
director  of  communications. 

“I  believe  it  is  important,”  he 
explained,  “that  the  magnitude 
of  our  operation  be  put  in  per¬ 
spective.  If  I  told  you  that  we 
transmit  70  columns  of  the  king- 
size  Wall  Street  Journal  variely, 
every  publishing  day,  I  doubt  if 
you  would  be  significantly  im¬ 
pressed.  In  the  computer  age, 
after  all,  we  must  translate  this 
into  machine  language.  This  is 
about  750,000  characters,  of  4,- 
500,000  bits.  And  while  we 
transmit  this  once,  we  receive 
it  six  times.  As  if  by  magic,  our 
bits  now  total  more  than  25 
million  a  day.” 

Mr.  Miller  explained  that  the 
750,000  characters  a  day  now 
required  only  a  little  more  than 
two  hours  total  high-speed 
equipment  and  line  operating 
time  to  dispose  of. 

“It  would  indeed  be  a  short 
day,”  he  added,  “if  we  could 
get  the  raw  material,  process  it 
into  tape  and  get  it  into  type 
at  six  hot-metal  plants  at  any 
thing  like  that  rate.” 

Words  of  caution  about  web 
offset  printing  were  voiced  by 
James  S.  Steele,  general  man¬ 
ager  of  Gateway  Press  Inc.  He 
declared  that  in  a  competitive 
market  a  fair  profit  is  not  being 
appreciated  by  commercial 
printers  with  web  offset  press 
production  of  less  than  two  full 
shifts. 

Also  on  the  subject  of  offset, 
{Continued  on  page  134) 
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COMICS  COUNCIL 


Senseless  Censorship 
Hurts  Cartoon  Work 


By  Kay  Erwin 

Cartoonists  are  under  censor¬ 
ship  in  creating  comics  for 
newspapers,  the  Newspaper 
Comics  Council  was  informed  at 
its  spring  meeting  in  New  York 
March  18. 

Alfred  J.  Andriola,  creator  of 
the  “Kerrj'  Drake”  comic  strip 
lior  the  Publishers  Newspaper 
Syndicate,  gave  a  half-humor¬ 
ous,  half-serious  account  of  the 
cartoonists’  difficulties  with  sub¬ 
jects  regarded  as  forbidden  or 
at  least  delicate  by  syndicate 
editors,  newspaper  feature  edi¬ 
tors  and  newspaper  readers. 

“Editors  make  cartoonists’ 
copy  less  joungent,  less  effective, 
all  the  time,”  ruefully  reported 
Mr.  Andriola  to  the  organiza¬ 
tion,  which  is  composed  of  news¬ 
paper  feature  editors,  syndicate 
editors  and  cartoonists. 

Sensitive  Areas 

Areas  considered  too  sensi¬ 
tive  for  cartoonists  to  touch 
upon,  Mr.  Andriola  said,  are  re¬ 
ligion,  narcotics,  sex,  politics, 
hce  or  color,  kidnapping,  vio¬ 
lence,  juvenile  delinquency. 

“We  constantly  have  to  con¬ 
tend  with  the  Battle  of  the 
Bulge  when  we  depict  the 
feminine  figure,”  observed  Mr. 
Andriola  with  a  wry  grin. 
“Each  age  has  its  own  villains 
and  its  own  ironies.  Why  is 
there  more  careful  censorship 
of  comics  than  any  other  form 
of  art?  TV  can  hold  up  its  adult 
programs  until  after  bedtime, 
they  say,  yet  children  are  shown 
all  kinds  of  violence  on  it.  They 
SM  photos  and  stories  about 
violence  on  the  front  pages  of 
the  newspapers,  too. 

‘T  realize  that  the  comics 
creator  must  cooperate  or  the 
newspapers  would  lose  sub¬ 
scriptions  and  the  cartoonist 
'vould  not  be  paid  and  not  read 
and  would  not  have  a  platform. 

Space  Decreased 

“When  movies  met  tv  com¬ 
petition,  they  expanded  their 
screens,  but  newspapers  did  not 
expand  their  comics — they  cut 
them  down  from  eight,  seven  or 
six  columns  to  five  or  four  and 
them  postage  stamp  size. 
This  will  be  all  we  will  get,  so 
J^rtoonists  should  make  the 
west  of  it.  Competition  for  this 
little  eight-by-two  inches  of 
newspaper  space  is  so  keen  the 
space  is  as  valuable  as  the  land 
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on  which  the  Empire  State 
Building  stands. 

“In  most  cities,  there  is  only 
one  newspaper  and  it  chooses  a 
few  comics  and  the  rest  have  no 
showcase  in  that  city.  The  car¬ 
toonists’  code  is  rigid.  There 
is  no  bright  future  in  which 
space  will  be  opened  up  and 
censorship  will  be  lifted.” 

In  answer,  Ira  Emerich,  exec¬ 
utive  vicepresident  of  Hall 
Syndicate,  said  that  for  a  year 
and  a  half  his  syndicate  has 
distributed  a  comic  strip  about 
a  character  that  it  not  censored 
and  yet  he  is  a  drunk,  he  beats 
his  wife,  he  cheats  and  is  a 
loafer.  His  wife  and  newspaper 
readers  love  him.  He  did  not 
mention  the  name  of  the  strip, 
but  Mr.  Andriola  replied  that 
“Andy  Capp”  is  not  censored  be¬ 
cause  the  strip  is  created  in 
England  by  an  Englishman. 

Comics  Promotion 

Barry  Urdang,  promotion  di¬ 
rector,  Philadelphia  (Pa.)  Bul¬ 
letin,  gave  some  pertinent  point¬ 
ers  about  proper  promotion  of 
comics.  Right  in  the  space  where 
a  new  comic  strip  will  appear, 
he  runs  a  blank  one  day  with 
only  a  one-sentence  explanation 
that  such-and-such  a  comic  will 
appear  there  two  days  later.  The 
next  day,  he  has  a  staff  artist 
make  some  appropriate  draw¬ 
ings  of  the  new  character  telling 
a  little  about  the  story  line  and 
the  actual  strip  appears  the 
third  day. 

Mr.  Urdang  said  the  Bulletin 
uses  24  of  its  daily  strips  on 
Sunday.  He  uses  cross-promo¬ 
tion  in  these  cases. 

World’s  Fair 

Louis  B.  Ames,  manager  of 
programs  at  the  RCA  Pavilion 
at  the  New  York  World’s  Fair, 
reported  that  a  monthly  cartoon 
spectacular  is  planned  for  the 
color  tv  programs  to  be  telecast 
for  viewing  on  250  monitors 
throughout  the  grounds  of  the 
Fair  this  season.  One  hundred 
cartoonists  participated  in  the 
weekly  cartoon  programs  last 
season. 

Charles  T.  Kline,  president. 
Metropolitan  Sunday  Newspa¬ 
pers,  reported  showings  of  the 
Cavalcade  of  Comics  are  pres¬ 
ently  planned  in  several  cities. 

Milton  Caniff,  “Steve  Canyon” 
creator,  sketched  some  of  the 
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drawings  and  ideas  he  devel¬ 
oped  for  one-third  page  ads  that 
will  be  offered  to  newspapers  to 
promote  the  sale  of  U.  S.  Sav¬ 
ings  Bonds  under  the  theme  of 
“The  Practical  Patriot.”  Pur¬ 
chase  is  made  by  payroll  deduc¬ 
tions. 

Comics  Ad  Promotion 

A  new  comics  advertising  pro¬ 
motion  presentation  prepared  by 
the  Bureau  of  Advertising, 
ANPA,  was  shown  to  the  group 
by  Leo  Bogrart,  vicepresident  of 
the  Bureau. 

Some  112,000,000  Americans, 
from  seven  to  70  years  of  age, 
are  Sunday  comics  readers,  and 
thus  comics  offer  a  fine  adver¬ 
tising  medium,  it  was  brought 
out  in  charts  based  on  studies 
by  Carl  J.  Nelson,  the  Commu- 
nitions  Research  Center  of  Bos¬ 
ton  University  and  the  Nielsen 
Media  Service. 

The  presentation,  which  is  be¬ 
ing  made  to  advertising  agen¬ 
cies  and  advertisers,  showed 
that  more  than  200  syndicated 
comics  appear  in  436  newspa¬ 
pers  with  a  combined  circula¬ 
tion  of  47  million.  It  was  shown 
that  Sunday  comics  are  read 
by  74  percent  of  adult  readers 
in  households  with  $10,000-and- 
above  incomes;  77  percent  of 
those  in  the  $7,000-$10,000 
group;  76  percent  in  the  $6,000- 
$7,000  group;  59  percent  in 
households  with  incomes  of  less 
than  $5,000. 

• 

Zugsmith  Sells  Media 
Brokerage  to  Partners 

Burbank,  Calif. 

Jack  Feldmann  and  Arthur 
B.  Hogan  have  purchased  the 
entire  interest  of  Albert  Zug- 
smith  and  his  family  in  the  Al¬ 
bert  Zugsmith  Communications 
Corporation,  it  was  announced 
this  week. 

The  trio  have  been  active  in 
newspaper,  radio  and  television 
brokerage  and  ownership. 
Messrs.  Feldmann  and  Hogan 
said  they  plan  to  continue  the 
name  of  Hogan,  Feldmann  Inc. 
with  offices  here. 

Mr.  Zugsmith  was  in  the 
newspaper  business  in  Atlantic 
City,  N.  J.  before  he  became  as¬ 
sociated  with  Smith  Davis  in  the 
media  brokerage  business  in 
New  York  about  20  years  ago. 

• 

Pre-Trial  Fine 

Kamloops,  B.  C. 

The  Kamloops  Daily  Sentinel 
and  editor  George  K.  Smith 
were  found  guilty  in  assize 
court  and  assessed  $100  costs  by 
Justice  Angelo  Branca  for  a 
story  published  prior  to  the  trial 
of  Danny  Carleton  for  the  non¬ 
capital  murder  of  Paul  Rene 
Viau. 


The  ‘Finest  Tribute’ 

To  Winston  Churchill 

Vancouver,  B.  C. 
The  Vancouver  Sun’s  first 
page  presentation  of  the  death 
of  Sir  Winston  Churchill  was 
the  best  in  the  world,  according 
to  word  received  here  from  Lon¬ 
don. 

flhc  Sun  “ 

WorW  Moufiw  Gallant  Winnie 

BLOOD,  TOIL  SWEAT" 
AND  NOW  OUR  TEARS 


The  selection  (see  rut)  was 
from  a  collection  of  300  front 
pages  which  appeared  in  35 
countries,  according  to  the 
Newspaper  Collectors  Club. 

The  Club  is  “about  the  only 
newspaper  fan  club  in  exist¬ 
ence,”  John  Frost,  a  member, 
advised  the  Sun.  It  has  500 
members  throughout  the  world. 

Credit  for  authorship  of  the 
line  goes  to  the  copy  desk,  the 
Sun  advised. 

The  announcement  received 
here  stated  the  Sun  had  been 
“nominated  as  the  most  out¬ 
standing  front  page  tribute  to 
Sir  Winston.” 

CP  Wires  Speeded  Up 

Toronto 

The  Canadian  Press  has 
changed  all  its  Teletypesetter 
news  wires  to  higher  operating 
speed.  The  new  speed  —  66 
words  a  minute  —  has  been 
used  on  most  of  CP’s  part-time 
stock  quotations  wires  for  some 
years.  Now  it  is  standard  also 
for  round-the-clock  TTS  news 
circuits  which  operated  at  53 
words  a  minute  since  CP  began 
TTS  operation  in  1952. 

• 

Gannett  Editor  Named 

Camden,  N.  J. 

Stuart  A.  Dunham,  city  edi¬ 
tor  of  the  Binghamton  (N.  Y.) 
Press  since  1959  and  a  former 
Washington  reporter,  has  been 
named  editor  of  the  Camden 
Courier  Post.  He  succeeds  John 
0.  Davies  Jr.  who  resigned  re¬ 
cently.  The  Binghamton  and  the 
Camden  newspapers  are  m«n- 
bers  of  the  Gannett  Group. 
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ROP  Color  in  Retailing 


Hundreds  of  enthusiastic  case  histories 
over  the  years  testify  to  the  retail  sell¬ 
ing  power  of  ROP  newspaper  color. 
These  prove  beyond  question  that  ROP 
color  adds  a  vital  extra  selling  dimension 
to  black-and-white  newspaper  advertis¬ 
ing. 

However,  a  review  of  retail  ROP  color 
advertising  in  many  markets  indicates 
that  some  color  advertisers  put  only  a 
fraction  of  the  total  available  selling 
muscle  of  color  to  work  for  them. 

This  suggests  that  these  advertisers, 
and  the  space  salesmen  servicing  their 
accounts,  may  not  fully  understand  the 
problems  and  potentials  of  the  medium. 

Opportunities  for  more  effective  sell¬ 
ing  use  of  ROP  color  appear  to  lie  in 
two  areas — creative  and  tMhnical. 

3  Creative  Levels 

To  better  understand  creative  oppor¬ 
tunities,  it  is  helpful  to  think  of  them  on 
three  levels.  At  the  minimal  creative 
level,  some  users  of  ROP  color  avail 
themselves  only  of  color’s  most  obvious 
and  primary  advantag^e — to  attract  at¬ 
tention. 

This  is  evident  from  their  ads,  in 
which  spot  color  is  used  only  as  a  solid, 
full-area  backgfround  to  make  the  mes¬ 
sage  leap  out  to  the  eye. 

A  common  alternative  use  of  color  to 
command  attention  is  to  carry  the  head¬ 
line  in  spot  color,  or  reversed  out  of  a 
color  panel,  and  to  use  the  same  color 
for  vertical  and  horizontal  rules  separat¬ 
ing  the  item  boxes. 

Often  a  particular  spot  color  also  is 
used  as  an  identification  device  through¬ 
out  a  department  store  special  section, 
or  on  successive  days  of  a  sales  event. 
This  sparks  reader-identification  from 
page  to  page  and  from  day  to  day.  It 
helps  to  build  a  cumulative  impression 
of  great  advertising  weight. 

These  basic-level  uses  of  color  for  at¬ 
tention  and  identification  contribute 
mightily  to  the  \nsual  impact  of  retail 
advertising.  If  color  did  no  more,  this 
would  make  it  an  important  retail  ad¬ 
vertising  adjunct.  But  there  are  still 
more  sophisticated  ways  in  which  spot 
or  multiple  ROP  color  can  step  up  the 
selling  power  of  newspaper  b&w  copy. 

Excitement  and  Impact 

When  color  is  used  as  described  above, 
the  spot  or  full  color  ad  is  essentially 
the  same  as  a  black-and-white  ad  in  the 
selling  message  it  communicates.  The 
color  adds  excitement  and  impact,  but 
it  is  not  employed  to  convey  additional 
sales  intelligence. 

The  next  upward  step  in  color  com¬ 
munication — a  fairly  obvious  one — is  to 
use  the  color  itself  to  say  something 
affirmative  about  the  merchandise,  and 
to  say  it  more  forcefully  with  color  than 
you  can  say  it  in  words. 

Instead  of  using  color  only  as  an  at-  • 
tention  gimmick,  you  also  use  it  as  a 
descriptive  tool.  If  the  negligee  is  pink, 
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if  the  refrigerator  is  cocoa  brown,  if  the 
bed  linen  is  adorned  with  rosebuds,  it 
is  more  direct  and  more  positive  to  show 
it  in  color  than  to  show  it  in  black  and 
white  and  try  to  describe  the  color  in 
words. 

When  the  item  is  shown  in  color,  the 
sale  is  made  at  the  emotional  level.  Com¬ 
prehension  and  desire  can  be  instantane¬ 
ous. 

By  contrast,  when  the  ad  is  in  black 
and  white,  the  reader  is  required  first 
to  undertake  the  intellectual  effort  of 
reading  and  understanding  the  copy,  and 
then  to  visualize  the  described  colors  in 
terms  of  his  or  her  experience.  “Pink” 
can  mean  anything  from  barn  red  to 
scarlet. 

Using  color  itself  as  a  descriptive  tool 
does  more  than  enhance  merchandise  and 
set  the  stage  for  better  reader-accept¬ 
ance.  It  also  strengthens  identification 
of  the  advertised  merchandise  and  of  the 
brand  package.  It  helps  to  assure  that 
the  desire  for  the  item  aroused  by  the 
color  ad  is  converted  into  a  sale  for  the 
advertised  item,  and  not  into  a  sale  for  a 
competing  store  or  brand. 

Store  Impressicm 

The  next  upward  step  in  the  creative 
use  of  ROP  color  as  a  sales  tool  is  to 
use  it  additionally  to  convey  an  affirma¬ 
tive  impression  of  the  store  at  the  emo¬ 
tional  level. 

Everyone  who  has  ever  tried  his  hand 
at  writing  institutional  copy  knows  how 
easy  it  is  to  sound  stuffy,  pompous  or 
introverted,  and  miss  the  boat. 

But  through  the  discerning,  consistent 
use  of  color,  the  retailer  can  instantly 
convey  the  idea — ^without  getting  bogged 
down  in  words — that  his  place  of  busi¬ 
ness  is  modern,  up-to-the-minute;  that 
he  is  hep;  that  it  is  fun  to  come  to  his 
store  to  shop. 

This  is  the  advantage  least  under¬ 
stood  and  least  put  to  work  by  most 
retailers.  Yet  it  probably  is  the  most 
important  competitive  advantage  offered 
by  ROP  color.  Here’s  why: 

In  our  mass-producing  society,  more 
and  more  retailers  tend  to  offer  stand¬ 
ardized,  mass-produced  goods  at  similar 
or  identical  prices. 

New  studies  show  that  shoppers  are 
no  longer  “captive,”  but  habitually  range 
over  many  miles  and  through  many 
stores  in  the  course  of  their  weekly  buy¬ 
ing. 

Aura  Created 

If  goods,  prices  and  propinquity  no 
longer  establish  the  crucial  difference 
that  will  attract  and  hold  the  customer, 
what  will?  Some  retailers  look  for  the 
answer  in  better  services,  broader  selec¬ 
tions,  more  “open  for  business”  hours. 

Some  also  seek — and  find — the  answer 
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by  building  a  compellingly  attractin 
personality  or  aura  for  their  ston 
through  magnificent,  imaginative  use  of 
ROP  color,  going  far  deeper  than  simplj 
clamoring  for  visual  attention  or  thi 
mere  presentation  of  merchandise  ii 
spot  or  full  color. 

Here  the  creative  approach  is  ptrs- 
mount.  It  is  vital  that  it  is  supervised 
by  an  individual  well  grounded  in  art, 
color  and  psychology,  and  who  also  his' 
retailing  background  and  insight.  Sod 
a  creative  person  can  use  the  associa¬ 
tions  and  emotions  evoked  by  color  and 
design  to  build  a  powerful  feeling;  of 
affirmation  for  the  sponsoring  store. 

Many  retailers  already  are  heavy  and 
enthusiastic  users  of  ROP  color  adver¬ 
tising,  even  employed  only  in  the  most 
basic  way.  They  already  have  a  heavy 
investment  in  color.  The  next  step  is  to 
get  a  still  bigger  payoff  from  the  invest¬ 
ment  by  injecting  elements  of  store  per¬ 
sonality  into  their  color  advertising;. 

Perhaps  the  outstanding  operator  ii 
this  area  is  the  Canadian  department 
store,  T.  Eaton  Co.,  Ltd.  An  exciting 
and  imaginative  continuing  campaign  in 
ROP  color  has  been  the  backbone  of  their 
advertising  effort.  They  use  color  smart¬ 
ly — not  only  to  attract  attention  and  to 
display  goods,  but  to  create  aura. 

'This  kind  of  advertising  steals  the 
spotlight.  It  does  not  matter  how  many 
other  advertisers  are  vying  for  atten 
tion  or  offering  the  same  goods. 

In  Store’s  Files 

Any  retail  sales  promotion  executive 
who  contemplates  engaging  in  this  mos 
persuasive  use  of  newspaper  color  shoulc 
first  review  Eaton’s  files. 

Other  useful  sources  of  ideas  are  the 
“Color  Showcase”  issues  described  el*- 
where  in  these  pages,  compiled  by  the 
Milwaukee  Journal  Color  Service  and 
distributed  in  cooperation  with  AANB. 
the  Bureau  of  Advertising,  and  NASA. 

Still  other  examples  of  ROP  cdor 
successes  since  1952  are  featured  in 
semi-annual  issues  of  the  NAEA  Sales 
and  Idea  book.  Back  copies  are  not  avail- 1 
able,  but  are  on  file  at  many  NAEA 
member  newspaper  offices  for  review  by 
interested  retailers. 

In  addition  to  creative  challenges,  EOF 
color  poses  special  kinds  of  technical 
and  preparation  problems. 

One  of  the  most  basic  is  that  no  color 
reproduction  will  match  the  original  un¬ 
less  inks  of  identical  color  value  aw 
used. 

To  assure  perfect  ink  matches,  the 
ANPA  Research  Institute,  the  National 
Association  of  Printing  Ink  Makers,  and 
the  AAAA  in  1964  issued  a  newspapci 
color  ink  book  which  sets  the  standar: 
for  the  industry. 

It  enables  any  newspaper,  anywhere 
{Continued  on  page  122) 
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They  use  color  smartly — not  only  to  attract 
attention  and  to  display  goods,  but  to  create 
auraj*' 


exciting  and  imaginative  continuing 
campaign  in  ROP  color  has  been  the 
backbone  of  T.  Eaton  Co.^s  advertising  effort. 
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California  Packing  Corporation— Milwaukee  Journal  "Starch 
score  of  95%  Women-noted" 


Jordan  Marsh— Miami  Herald  “Full  color  reclining  chair  ad 
increased  sales  35%" 
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When  we  first  started  out  to  sell  ROP 
color,  one  of  the  most  effective  and 
graphic  things  we  did  was  to  show  a 
full  pacrc  black  and  white  ad  —  then 
flip  it  up  to  reveal  the  same  ad,  or  a 
similar  one,  in  COLOR  (usually  as  it 
appeared  in  some  other  paper).  Showing 
a  series  of  paired  ads  like  this  always 
made  a  strong  impression  in  favor  of 
COLOR  and  the  technique  effectively  sold 
color  ads  for  us. 

There  is  no  good  reason  why  a  similar 
technique  cannot  be  used  just  as  effec¬ 
tively  tfKlay  to  sell  advertisers  in  all 
classifications. 

However,  in  1957  we  found  —  through 
the  ColorROPtics  study  —  a  better 
weapon  to  use  in  selling  color:  Split 
run  ads,  with  one  run  in  color  and  the 
other  in  black  and  white.  This  technique 
proved  once  and  for  all  the  overwhelming 
superiority  of  color  over  black  and  white 
advertising. 

The  Milwaukee  Journal’s  “Master  Re¬ 
port  of  ColoROPtics”  published  in  1957 
verified  through  split  run  tests  of  25 
different  color  advertisements  that  add¬ 
ing  color  to  a  newspaper  ad  delivers 
bonus  readership,  bonus  retention  and 
bonus  values  in  buying  response. 

A  wide  river  of  three  color  inks  has 
spread  over  the  rollers  since  those  days 
and  ROP  color  has  widened  in  use,  and 
certainly  in  availability  and  quality.  Its 
growth  has  been  particularly  rapid  in 
the  retail  field. 

This  is  quite  well  substantiated  by  the 
fact  that  color  linage  this  year  showed 
even  greater  gains  than  did  total  news¬ 
paper  linage.  In  Milwaukee,  we  gained 
over  300,000  lines  of  color,  approximately 
10  percent.  This  entire  gain  was  made 
in  retail  advertising  which  was  not  nec¬ 
essarily  because  our  retail  department 
did  a  better  selling  job,  it  was,  to  a 
great  extent  ROP  color  advertising  sell¬ 
ing  ROP  color  advertising. 

Retailers  watch  their  competitors  and 
they  are  well  aware  when  another  re¬ 
tailer  has  found  an  effective  format.  I 
believe  this  fact  had  a  lot  to  do  with  our 
increase  in  retail  ROP  color  in  1964. 

In  an  effort  to  secure  results  stories 
for  this  presentation,  I  wrote  to  a  num¬ 
ber  of  newspapers  a.sking  for  .stories 
of  retail  color  ads. 

For  this  presentation,  ads  were  se¬ 
lected  that  provided  a  variety  of  full 
color  and  one  color  ads  in  various  sizes. 
Ads  were  also  selected  that  demonstrated 
unusual  uses  for  ROP  color  and  pro¬ 
vided  specific  selling  points. 

*  ♦  « 

1.  A  downtown  Milwaukee  Cadillac 
dealer  using  color  to  win  for  himself 
in  a  short  time  better  than  50  percent 
of  all  Cadillac  sales  in  Milwaukee.  Quot¬ 
ing  Mr.  Siegel,  executive  vicepresident, 
“I  am  convinced  that  nothing  can  quite 
compare  with  the  power  of  newspaper 
advertising  in  color  —  particularly  full 
pages.  As  you  know,  we,  at  Metropolitan 


The  article  herewith  was  developed 
by  Norman  Saukerson,  Manager  of  Ad¬ 
vertising  Sales,  Milwaukee  Journal  and 
Milwaukee  Sentinel,  This  presentation 
is  flexible  and  can  be  readily  adapted  to 
individual  sales  needs.  It  is  offered  pri¬ 
marily  as  a  proved,  solid  basis  for  effec¬ 
tive  presentation.  Sets  of  slides  will  be 
made  available  by  the  Newspaper  Ad¬ 
vertising  Executive  Association. 


Cadillac  have  used  color  with  excellent 
results.’’ 

♦  ♦  ♦ 

2.  This  ad  makes  another  point  —  that 
ROP  color  can  sell  big  ticket  items  but 
it  can  also  sell  cars  at  other  levels.  This 
is  a  Buick  ad  which  ran  in  the  Omaha 
World  Herald  on  January  20th.  On  Jan¬ 
uary  21,  it  was  20  below  zero  with  bliz¬ 
zard  conditions.  Mr.  Berg,  of  the  Lloyd 
Advertising  Agency,  who  handles  the 
Graham  Buick  account,  claimed  that  this 
ad  was  directly  responsible  for  18  hot 
prospects  the  next  day  and  the  sale  of 
5  new  cars.  Mr.  Berg  said,  “We  did  use 
KOIL  radio  to  supplement  and  back  up 
the  color  ad,  but  all  prospects  indicated 
they  had  responded  bwause  of  the  news¬ 
paper  ad.” 

*  *  * 

3.  A  series  of  one-color  ads  in  the 
Richmond  Times-Dispatch  made  Martin 
Chevrolet  number  one  in  the  Virginia 
zone.  Mr.  Martin  said,  “Certainly  the 
idea  of  running  clean  advertisements  of 
an  institutional  type  with  the  use  of  one 
color  when  other  dealers  were  cramming 
their  ads  with  copy,  terms,  and  terrific 
claims,  helped  to  turn  the  spotlight  to¬ 
ward  Martin.  In  a  two-month  period,  we 
increased  our  linage  by  15,000  lines,  but 
units  sold  proves  it  was  a  profitable 
program.” 

*  *  * 

4.  ROP  color  is  not  for  automobiles 
alone.  Here  is  a  floor  covering  ad  run 
by  Harry  Rich  in  the  Miami  Herald. 
Mr.  Rich  said,  “Two  years  ago  we  started 
using  full  color,  full  pages  and  spot  color. 
The  result  has  been  that  our  sales  have 
been  upgraded  by  18  percent  to  better 
merchandise.  We  feel  sure  that  the  use 
of  color  display  advertising  of  our  beau¬ 
tiful  carpets  and  area  rugs  has  made 
them  look  so  appealing  that  more  and 
more  people  have  come  to  us  when  they 
were  in  the  market  for  rugs  and  carpet¬ 
ing.” 

«  4*  « 

5.  A  similar  business  in  Milwaukee 
did  equally  as  well.  According  to  Mr. 
Kerns,  “We  call  the  full-color  presenta¬ 
tions  ‘reputation  builders.’  We  are  de¬ 
voting  20  percent  of  our  budget  to  this 
type  of  promotion,  because  we  feel  the 
color  ads  set  us  off  from  the  basement 
and  side  street  operators.  Printing  ma¬ 
terial  for  these  ads  was  furnished  to 
us  from  Cabin  Craft,  which  helped  to 


make  these  ads  possible.  I  am  surprised 
more  manufacturers  don’t  furnish  more 
color  material  for  newspapers.”  “It  would 
show  their  merchandise  in  its  finest  light 
tied  to  their  important  retailers  with  a 
depth  penetration  unavailable  in  any 
other  medium.”  “We  could  exist  without 
color  but  we  made  it  part  of  our  total 
plan.  We  are  second  in  the  market  and 
we  are  aiming  for  number  one.” 

«  *  * 

6.  Here  is  an  ad  which  ran  in  the 
Miami  Herald  for  Jordan  Marsh.  Ac¬ 
cording  to  the  Store  Manager,  “This 
year  our  full-color,  reclining  chair  ad 
increased  our  sales  35  percent  over  the 
preceding  year  when  we  did  not  use 
color.” 

*  *  * 

Perhaps  these  ads  make  you  wonder 
what  would  have  happened  had  the  ad¬ 
vertisers  used  black  and  white  instead 
of  color.  Of  course,  we  have  no  way  of 
knowing.  But — reverting  a  moment  to 
the  ColoROPtics  study — we  do  have  ex¬ 
amples  of  the  impact  on  readers  of  iden¬ 
tical  black  and  white  and  color  ads  as 
studied  in  the  split  run  tests. 

*  «  * 

7.  Here  is  a  half-page  chair  ad  strik¬ 
ingly  similar  to  the  Jordan  Marsh  copy. 
Men  practically  ignored  it — but  36%  of 
women  read  the  black  and  white  version 
and  47%  read  the  color  version.  And  as 
for  impression — 5  days  later,  27%  of 
the  women  remembered  the  black  and 
white  copy  but  41%,  a  52%  increase, 
remembered  the  color  ad.  We  can  wonder 
here,  of  course,  what  might  have  hap¬ 
pened  had  this  been  a  full  page  instead 
of  a  half.  ColoROPtics  shows  that  full 
pages  rate  higher  than  half-pages  and 
full  color  higher  than  one  color. 

*  *  * 

8.  Here  are  two  full  page  studies  in 
ColoROPtics.  Both  have  extremely  high 
readership  even  for  men.  The  mattress 
ad  got  23%  and  the  dinette  ad  28%  of 
men  readers.  But  look  at  the  women’s 
readership,  67%  for  the  first  ad  and 
66%  for  the  second — %  of  all  readers 
on  those  days.  One  ad  ran  on  Thursday 
and  the  other  on  Sunday  and  as  for  im¬ 
pression,  5  days  later,  52%  of  the  women 
remembered  one  ad  and  55%  the  other. 

*  *  * 

9.  How  does  ROP  color  work  on  na¬ 
tional  ads?  Here  is  one  for  Wheaties — 
a  ColoROPtics  split.  Incidentally,  this 
makes  another  point.  Dramatic,  dynamic 
black  and  white  copy  is  strong  in  itself, 
as  shown  by  the  rating  of  10%  of  men 
and  48%  of  women  for  the  black  and 
white  copy.  But  even  so,  color  still  adds 
substantial  strength;  here,  it  more  than 
doubled  men’s  interest  and  increased 
women’s  readership  by  52%.  Even  the 
5-day  retention  was  amazing,  an  increase 
of  42%  for  the  color. 

*  *  « 

10.  Here  is  a  national  ad  that  was 
strengthened  by  two  factors.  The  use  of 
color  and  the  inclusion  of  a  large  list 

(Continued  on  page  124) 
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Think  Color 


Bv  Whit  Hobbs 


Mr.  Hobbs  is  senior  vice- 
president  in  charge  of  crea¬ 
tive  services  at  Benton  & 
Bowles  Inc, 


I  spend  a  good  deal  of  time 
traveling  around  the  country. 
You  name  the  city,  and  sure 
enough,  it’s  an  old  friend  of 
mine. 

In  my  opinion,  which  no 
one  has  asked  for,  Washing¬ 
ton  is  the  most  impressive 
city  in  the  U.  S.  Denver  is 
the  most  exciting.  San  Fran¬ 
cisco  is  the  most  conceited. 
Pittsburgh  is  the  most  sur¬ 
prising.  Chicago  has  the  big¬ 
gest  chip  on  its  shoulder.  Mi¬ 
ami  is  the  most  exasperating. 
Los  Angeles  the  most  confus¬ 
ing.  Billings  the  friendliest. 
Seattle  the  drizzliest.  Phoe¬ 
nix  the  closest  to  heaven. 
Boston?  The  best  city  in  the 
country  to  be  from. 

New  York  is  the  most  diffi¬ 
cult  city  there  is,  and,  among 
the  big  ones,  certainly  it  is 
the  most  provincial.  Except 
for  a  few  heavily-clogged 
bridges  and  tunnels,  the  is¬ 
land  of  Manhattan  isn’t  even 
connected  to  the  rest  of  the 
United  States. 

And  so  we  New  Yorkers 
are  full  of  what  seem  like 
very  backward  ways  to  folks 
from  less  out  -  of  -  the  -  way 
cities  on  the  mainland.  They 
go  back  home  and  laugh  and 


laugh  as  they  tell  about  our 
funny,  old  -  fashioned  com¬ 
muter  trains  that  break  down 
in  the  Bronx  (“that’s  the 
way  the  New  Haven  crum¬ 
bles”)  —  our  funny  old  buses 
that  inch  along  Fifth  Avenue 
in  bunches  of  sev^en  and  eight 
—  our  funny  old  subways 
where  you  get  an  elbow  in 
your  ribs  when  it’s  crowded, 
and  a  knife  in  your  ribs  when 
it  isn’t.  And  our  funny,  old- 
fashioned  newspapers  that 
haven’t  nearly  as  much  color 
in  them  as  they  should. 

As  for  New  Yorkers  like 
me,  the  reverse  is  true.  I  love 
to  get  off  our  provincial  slab 
of  concrete  and  see  and  hear 
what  people  all  over  the 
country  are  doing  and  say¬ 
ing  and  thinking  and  read¬ 
ing.  Out  where  the  grass¬ 
roots  grow.  I’m  in  Dallas, 
and  I’m  thumbing  through 
the  newspaper,  and  suddenly, 
POW!  along  comes  a  Nei- 
man-Marcus  ad  in  wonder¬ 
ful,  stylish  color  that’s  excit¬ 
ing  enough  to  set  both  me 
and  the  store  on  fire.  In  Mi¬ 
ami,  in  Salt  Lake  City,  in 
Omaha,  color  keeps  popping 
up  all  though  the  newspa¬ 
per,  in  editorial  as  well  as 
in  advertising,  and  it  never 
fails  to  surprise  and  please 
me.  It  makes  me  wish  I  had 
more  of  it  more  often.  It 
makes  me  envy  the  50  mil¬ 
lion  people  who  do.  I  have 
lived  so  long  on  a  commuter 
diet  of  The  Good  Gray  Times 
every  morning  on  the  way  to 
work,  and  a  nap  (the  alter¬ 
native  is  Dorothy  Kilgallen) 
every  evening  on  the  way 
home,  that  coming  upon  color 
in  newspapers  for  me  has 


the  same  impact  as  coming 
upon  it  on  television  at  the 
home  of  a  rich  friend. 

It’s  time  I  woke  up.  And 
caught  up. 

There  is  something  exceed¬ 
ingly  flattering  about  crisp, 
bright  color  in  newspapers. 
It  makes  the  reader  feel  good. 
It  makes  him  say  to  himself, 
“You  know,  these  people 
went  to  a  heck  of  a  lot  of 
trouble  and  expense  to  do 
this  beautiful  page;  they  did 
it  to  please  me,  and  I’m 
pleased.” 

People  like  good  color.  It  is 
stylish  and  appetizing,  and 
it  is  impossible  to  ignore. 
Noting  scores  run  way  up 
into  the  80’s.  The  quality  is 
excellent,  and  both  Hi-Fi  and 
SpectaColor  (in-register  Hi- 
Fi)  are  moving  fast.  The 
estimate  is  that  the  number 
of  lines  in  ’65  will  reach  a 
biUion,  nearly  double  the  fig¬ 
ure  in  1964. 

Already  SpectaColor  is  be¬ 
ing  used  by  26  of  the  top  100 
advertisers,  including  Coke 
and  Pepsi,  Ford,  GM,  Chrys¬ 
ler,  Pan  Am,  Lever,  Scott 
Paper  and  General  Foods. 
Success  stories  are  every¬ 
where;  liquor  stores  excitedly 
tell  of  customers  coming  into 
the  store  with  the  ad  in  their 
hands.  Men’s  wear  stores  re¬ 
port  shirt  shelves  being  emp¬ 
tied  a  day  or  two  after  the 
ad  appeared.  Newspapers  are 
selling  it  hard  and  selling  it 
well,  and  SpectaColor  is 
really  beginning  to  boom. 

Actually,  New  York  is 
catching  up  fast.  It  was  the 
Daily  News  that  named  and 
pioneered  SpectaColor.  The 
Trib  and  all  the  evening  pa¬ 


pers  are  running  a  consioer- 
able  volume  of  ROP  coior. 
All  over  the  country  the  list 
of  papers  with  color  availa¬ 
bilities  is  growing  rapidly. 

It  is  the  people  rather  than 
the  papers  who  need  to  be 
prodded.  Advertisers  and  ;ne- 
dia  and  creative  people.  They 
need  to  be  told  to  Think 
Color.  They  need  to  be  re¬ 
minded  how  versatile  color 
is  today  in  newspapers.  How 
dynamic  it  is.  They  need  to 
be  convinced  that  the  added 
impact  and  prestige  it  can 
give  a  selling  story  can  make 
it  one  of  the  best  bargains 
in  advertising.  Right  now 
they  shrug  if  off  as  being 
very  expensive.  It  is,  until 
you  start  adding  up  all  the 
extras  that  you  get  for  your 
money.  You  can’t  measure 
the  wallop  of  bold,  beautiful 
SpectaColor  by  the  usual 
yardsticks.  How  much  it  is 
worth  to  “own”  an  issue,  to 
stand  out  completely  in  a 
crowd,  to  be  among  the  first 
in  an  exciting  new  medium? 

Most  of  all,  creative  peo¬ 
ple  need  to  be  convinced  that 
effective  color  advertising 
isn’t  as  difficult  to  do  as  they 
think.  They  tend  to  shy  away 
from  it  because  they  haven’t 
had  enough  experience  with 
it.  They’re  afraid  of  it.  It’s 
always  easier  to  work  in 
more  familiar  surroundings, 
on  proven  ground. 

There  is  a  lot  of  good  ma¬ 
terial  around  that  is  helpful. 
The  Bureau  of  Advertising 
has  a  strip  film  entitled  “The 
Art  of  ROP  Color”  which  is 
an  excellent  check  list  of  do’s 
and  don’ts.  And  they  have  a 
library  of  several  thousand 
examples  of  good  newspaper 
color,  filed  by  product  cate¬ 
gory.  Over  at  485  Lexington 
Avenue,  right  here  in  little 
old  provincial  New  York. 


ROP  Color  Advertising  of  the  First  Ten  Newspapers  as  Measnred  by  Media  Records,  Inc.,  Showing 
Percentage  Relationship  of  ROP  Color  Advertising  by  Classification 
to  All  Advertising  (^arrieil  l>y  Each  Paper 
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1.  Miami  Herald — M&S 

3.394  960 

9.0 

706,989 

14.5 

520,436 

19.6 

52,930 

3.9 

126,339 

0.7 
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2.  Los  An9eles  Times — M&S 

2,174,528 

4.3 

647,885 

9.0 

329,845 

13.5 

324,709 

10.9 

_ 

_ 

3,476,967 

3.7 

3.  Milwaukee  Journal — E&S 

1,730,862 

5.3 

629,683 

14.9 

510,977 

23.0 

157,200 

20.9 

196,310 

2.2 

3,225,032 

5.9 

4.  Houston  Chronicle — E&S 

2,118,752 

7.2 

541,380 

12.7 

259,438 

15.4 

24,384 

4.9 

19,352 

0.1 

2,963,306 

5.7 

5.  Nashville  Tennessean — M&S 

1,960,723 

12.0 

547,147 

24.5 

290,799 

17.0 

158,343 

29.4 

_ 

2,957,014 

10.0 

6.  Salt  Lake  City  Tribune — M&S 

2,190,760 

II. 1 

328,939 

13.2 

296,595 

17.0 

63,249 

13.8 

58,139 

0.7 

2.937,679 

9.0 

7.  Omaha  World  Herald — E&S 

1,856,329 

12.1 

478,326 

19.3 

314,660 

24.0 

43,679 

14.9 

12,906 

0.2 

2,705,900 

10.3 

8.  Washin9ton  Post — M&S 

9.  Minneapolis  Star  & 

1,741,526 

5.4 

490,71 1 

8.4 

262,242 

10.4 

11,122 

l.l 

114,642 

0.6 

2,620,243 

4.3 

Tribune — E&S 

1,594,358 

6.4 

435,555 

12.1 

241,048 

16.5 

274,180 

23.1 

54,247 

0.4 

2,599  388 

5.7 

10.  Akron  Beacon  Journal — E&S 

20 

1,598,263 

7.1 

397,520 

14.1 

370,084 

19.9 

26,062  4.1  192,941  0.7 
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Short  Run 
Developed 
In  Gravure 

Springfield,  Ill. 

Sprinjclield  Gravure  Corpora¬ 
tion  ha.s  developed  a  newspaper 
color  advertising  concept  which 
it  calls  “Short  Run  Gravure.” 

According  to  Theodore  A. 
Pine,  president,  the  new  system 
will  offer  advertisers  color 
separations,  roto  cylinders,  and 
roto  printing  from  a  single 
source.  .As  a  package  from 
Springfield,  Mr.  Pine  said,  sev¬ 
eral  costly  .steps  are  eliminated. 

In  addition,  new  smaller  size 
press  equipment  using  smaller 
cylinders  now  make  short  gra¬ 
vure  runs  economical  for  the 
first  time  in  the  industry,  he 
said. 

Fairrliild  Group  Uses  It 

Greatest  use  to  date  of  Short 
Run  Gravure  has  been  in  the 
Fairchild  group  of  daily  and 
weekly  tabloid  trade  newspa¬ 
pers.  SpectaColor  inserts  on 
newsprint,  in  relatively  small 
quantities,  have  been  produced 
for  several  national  advertisers 
running  in  Fairchild  publica- 
I  tions. 

“The  (juality  of  gravure,  now 
available  in  short  quantities,  of¬ 
fers  advertisers  new  flexibility,” 
Mr.  Pine  said.  “Once  a  preprint 
is  on  press,  it  is  a  simple  matter 
to  run  merchandising  mailers  on 
heavier  stock — even  direct  mail 
postcards  have  been  used  by  one 
advertiser.” 

Spet'laGulor  in  Test  Market 

The  new  process  offers  other 
applications:  SpectaColor  in 

quantities  small  enough  for  a 
group  of  regional  newspapers; 
even  local  newspaper  use  is 
practical,  Mr.  Pine  pointed  out. 

Use  of  SpectaColor  by  a  na¬ 
tional  advertiser  in  a  local  news- 
,  paper  for  a  test  market  now  is 
practical  from  a  cost  standpoint 
through  the  Springfield  Gravure 
process,  according  to  Mr.  Pine. 

At  the  same  time  that  he  an¬ 
nounced  Short  Run  Gravure,  Mr. 
Pine  said  he  had  appointed 
Stanley  G.  Wyss  as  director  of 
printing  sales  for  Springfield 
Gravure. 

Mr.  Wyss,  a  veteran  of  the 
newspaper  preprint  field,  was 
associated  for  13  years  with 
Marathon,  a  division  of  Ameri- 
■  ran  Can  Company,  just  prior  to 
joining  Springfield  Gravure. 

Springfield  Gravure  is  a  sub¬ 
sidiary  of  American  Cynamid 
Company. 


ROP  COLOR  LEADERS 

Measurefl  by  .Me<lia  Records 
Year  —  1964 


1.  Miami  Herald— MAS  .  4,801, 6S4 

2.  Los  Angeles  Times — MAS .  3,476,967 

3.  Milwaukee  Journal — EAS  .  3,225,032 

4.  Houston  Chronicle — EAS  .  .  2,963,306 

5.  Nashville  Tennessean — MAS  .  .2,957,014 

6.  Salt  Lake  City  Tribune — MAS  ....  2,937,679 

7.  Omaha  World  Herald — EAS  .  .  2,705,900 

8.  Washington  Post — MAS  .  2,620,243 

9.  Minneapolis  Star  A  Tribune — EAS  2,599,388 

10.  Akron  Beacon  Journal — EAS  2,584,870 

11.  Salt  Lake  City  Deseret  News — E  2,442,609 

12.  Fort  Worth  Star-Telegram — EAS  2,441,766 

13.  Orlando  Sentinel — MAS  .  2,428,395 

14.  Long  Beach  Press  Telegram  A  Independent-Press 

Telegram— EAS  .  2.415.908 

15.  Dallas  Times-Herald — EAS  .  2,359,103 

16.  Denver  Post — EAS  .  2,339,889 

1 7.  Cleveland  Press— E  .  2,332,942 

18.  San  Jose  Mercury  A  Mercury  News — MAS  .  2,310,345 

19.  Sacramento  Bee — EAS  .  2,270,199 

20.  Columbus  Dispatch — EAS  .  2,253,726 

21.  Chicago  Tribune — MAS  .  2,250,345 

22.  St.  Paul  Pioneer  Press  A  Dispatch — EAS  .  2,213,798 

23.  Houston  Post— MAS  .  2,175,809 

24.  Phoenix  Republic — MAS  .  2,149,762 

25.  Toronto  Telegram — E  2,114,114 


Zenitli  Spring  Color 
Atlg  Start  March  29 

Chicago 

Two-color  national  newspaper 
advertising  will  start  the  week 
of  March  29  in  more  than  250 
newspapers  in  over  150  cities 
from  coast  to  coast,  L.  C.  Trues- 
dell,  Zenith  Sales  Corporation 
president  announced. 


The  advertising  will  introduce 
Zenith  color  tv  expressly  devel¬ 
oped  for  the  spring  selling  sea¬ 
son. 

Mr.  Truesdell  said  the  adver¬ 
tising  and  promotion  program 
will  cost  in  excess  of  $1,750,000, 
with  a  major  portion  allocated 
to  advertising  in  national  and 
local  print  media — mainly  news¬ 
papers. 


Ink,  Water 
Mixed  for 
Color  Copy 

San  Francisco 

A  do-it-yourself  method  of 
creating  color  advertising  from 
newspaper  ads  has  been  put  to 
work  for  the  American  Sheep 
Producers  Council  by  Young  & 
Rubicam. 

As  a  result,  children  will  be 
able  to  apply  wet  brushes  to 
black  and  white  advertising  and 
produce  hued  animals  shaped 
after  the  molds  used  to  turn  out 
Lamb  Patti  Cakes. 

The  idea  of  using  the  hidden 
color  process  to  advertise  the 
new  children’s  product  packaged 
in  the  forms  of  lions,  elephants, 
camels  and  rhinoceros  came  to 
Dee  McCrea,  Y&R  copywriter, 
as  she  considered  the  popularity 
of  paint  books  for  the  young. 

When  a  Denver  Post  trial 
showed  the  paint  book  method 
could  be  used  in  newspapers  at 
the  approximate  cost  of  ordinary 
black  and  one-color  advertising, 
the  company  scheduled  extensive 
runs  in  three  dailies. 

Reproduction  involves  the  use 
of  water  bleed  inks  and  requires 
(Continued  on  page  22) 
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Ink  and  Water 

(Continued  from  page  21) 

two  runs — one  with  regular  ink 
and  the  second  with  the  special 
ink,  advises  Richard  Baznik, 
Y&R  print  production  manager 
here. 

The  ease  of  newspaper  use  of 
water  bleed  ink  was  established 
readily  in  a  run  made  on  the 
Post  presses.  The  ink  was  im¬ 
mediately  available  through 
California  Ink  Company  head¬ 
quarters  here. 

The  immediate  schedule  calls 
for  an  extensive  series  of  ads  in 
the  Denver  Post,  the  Denver 
Rocky  Mountain  News  and  the 
Pueblo  (Colo.)  Star-Journal  and 
Chieftain. 


For  Kids  Only! 

n*  Mfie  tn  mmm  M  uaN  Mrn  ctar 


Black  turns  to  color. 


tor  of  the  copy  developed  by  the 
agency. 

The  idea  is  not  a  gimmick  to 
draw  attention  to  the  copy, 
stresses  Miss  McCrea.  The  first 
responsibility  of  the  agency  is 
to  sell  a  product  rather  than  a 
gimmick.  And  the  greatest 
strength  of  the  hidden  color 


process  is  that  it  demands  reads 
involvement  “physically  as  wtU 
as  mentally,”  she  said. 

As  the  Sorority  Foods 
age  of  animals  is  desi^  ned  for 
the  young,  the  color  d  awinji 
were  deemed  ideal  by  Y&R  foj 
the  upcoming  campaign  h 
newspapers. 


General  &  Automotive  ROP  Color  Liiiag*-  by 
Media  Records  Classifications — Year — 1*>64 
(Base- Accounts  in  Three  or  More  Cities) 


Total 

ROP 

%  of 
Each 

Total 

ROP 

7oof 

Each 

7o  Giii 

Color 

Class'n 

Color 

Class'n 

or  Lon 

CLASSIFICATIONS 

Linage 

To  Total 

Linage 

To  Total 

1964x1. 

GENERAL 

1964 

1964 

1963 

1963 

1963 

ALCOHOLIC  BEVERAGES 

Beers  .  2,181,718 

2.6 

4,964,782 

5.9 

— 56.1 

Wines  . 

7,965 

0.0 

19,664 

0.0 

— 59i 

Liquor . 

3,381,012 

4.1 

4,669,812 

5.6 

—in 

FARM  &  GARDEN 

FOODS  . 

366,328 

0.4 

225,486 

0.3 

-l-62i 

Baby  Foods . 

93,450 

0.1 

85,337 

0.1 

+  9J 

Baking  Products . 

2,747,215 

3.3 

2,992,987 

3.6 

—  8J 

Beverages 

Coffee  &  Tea 

2,620,714 

3.2 

1,929,805 

2.3 

-1-358 

Soft  Drinks  . 

3,537,087 

4.3 

5,024,994 

6.0 

—29.6 

Misc.  Beverages 

592,001 

0.7 

775,265 

0.9 

—23.6 

Cereals  &  Breakfast 

Foods  . 

1,212,447 

1.5 

628,502 

0.7 

-1-92.9 

Condiments  . 

377,106 

0.4 

901,691 

l.l 

—582 

Confections  . 

124,474 

0.1 

103,573 

0.1 

-t-202 

Dairy  Products  . 

4,683,638 

5.7 

4,654,016 

5.5 

+  0.6 

Frozen  Foods  . 

1,267,439 

1.5 

1,183,837 

1.4 

+  7.1 

Meats  &  Fish  . 

3,026,848 

3.7 

2,551,738 

3.0 

-1-18.6 

Pet  Foods . 

668,459 

0.8 

1,181,488 

1.4 

—43.4 

Misc.  Foods  . 

3,501,065 

4.2 

4,078,285 

4.9 

—142 

HOTELS  &  RESORTS  . . . 

227,329 

0.3 

168,693 

0.2 

.t.34.1 

HOUSEHOLD  FURN.  & 

FURN . 

273,210 

0.3 

17,068 

0.0 

-f- 1500.7 

HOUSEHOLD  SUPPLIES 

Aluminum  &  Paper 

Products . 

1,141,071 

1.4 

2,594,897 

3.1 

—56.0 

Disinfectants  & 

Insecticides 

52,445 

0.1 

129,681 

0.2 

—59.6 

Fuel  . 

139,286 

0.2 

154,972 

0.2 

—10.1 

Soaps,  Cleansers, 

Polishes  . 

1,011,633 

1.2 

1,133,490 

1.4 

—10.8 

HOUSING  EQUIPMENT 

Air  Conditioning  ... 

64,374 

0.1 

114,970 

0.1 

—44.0 

Fixtures . 

46.508 

0.0 

38,519 

0.0 

-1-20.7 

Major  Elec.  Appliances 

1,226,947 

1.5 

677,524 

0.8 

-I-8I.I 

Refrigerators  & 

Freezers  . 

141.374 

0.2 

369,789 

0.4 

-61.8 

INDUSTRIAL  . 

822,594 

1.0 

892,229 

l.l 

—  7.8 

INSURANCE  . 

231,000 

0.3 

426,73 1 

0.5 

—45.9 

MEDICAL  . 

143,232 

0.2 

246,948 

0.3 

—42.0 

MISCELLANEOUS  ... 

945,060 

l.l 

426,877 

0.5 

-1- 121.4 

PROFESSIONAL  & 

SERVICE 

9,546 

0.0 

3,400 

0.0 

-1-180.8 

PUBLIC  UTILITIES 

813,705 

1.0 

515,725 

0.6 

-1-57.8 

PUBLISHING  &  MEDIA 

Books  . 

245.388 

0.3 

175,792 

0.2 

Magazines  .  . . 

10,080 

0.0 

6,048 

0.0 

-t-66.7 

Newspapers  . 

3,788 

0.0 

19,560 

0.0 

—80.6 

RADIO,  TV  & 

PHONOGRAPHS 

Radio  &  TV  Sets 

2,892,654 

3.5 

1,988,670 

2.4 

+45.5 

Phonographs  &  Records 

34,252 

0.0 

10,201 

0.0 

+235.8 

SPT.  GDS.,  CAM.  & 

PHOTO  SUPPL. 

1,372,550 

1.7 

1,423,852 

1.7 

—  3.6 

TOBACCO 

Cigarettes  . 

9,524,816 

11.5 

7,149,734 

8.5 

+  33.2 

TOILET  REQUISITES 

Dentifrices  . 

14,454 

0.0 

733,823 

0.9 

—98.0 

Men's  Toiletries  . 

— 

— 

206,615 

0.2 

—100.0 

Perfumes  &  Cosmetics 

9,048 

0.0 

37,811 

0.0 

—76.1 

Misc.  Toilet  Requisites 

318,787 

0.4 

335,969 

0.4 

—  5.1 

TRANSPORTATION 

Airways . 

980,310 

1.2 

1,181,694 

1.4 

—17.1 

Bus  lines  . 

536,240 

0.6 

— 

— 

-!■  + 

Tours  . 

— 

— 

5,450 

0.0 

—100.0 

WEARING  APPAREL  . . 

49,405 

0.1 

160,476 

0.2 

—69.2 

GENERAL  TOTAL . 

53,670,052 

64.8 

57,318,470 

68.1 

—  6.4 
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4-Color8  AImo  Used 

The  Post  schedule  calls  for 
three  1000-line  water  bleed  ads, 
five  1000-line  four-color  comic 
ads,  one  full  page  water  bleed 
and  five  1000-line  black  and 
white  ads. 

The  News’  schedule  also  calls 
for  14  ads.  Five  of  these  will  be 
in  water  bleed  and  five  in  four 
colors.  Three  1000-line  water 
bleed  ads,  one  full  page  water 
bleed  and  four  black  and  white 
1000-line  ads  will  be  used  in 
Pueblo. 

The  hidden  color  process  rep¬ 
resents  the  creative  use  of  long- 
existing  tools,  Mr.  Baznik  noted. 
The  agency  related  them  to  “the 
requirements  of  consumer  in¬ 
volvement  and  imaginative  use 
for  selling  a  product,”  he  ex¬ 
plained. 

The  hidden  color  ink  is  a 
water  bleed  product  which  com¬ 
bines  two  inks.  After  the  news¬ 


paper  press  run  with  regular 
ink,  the  ink  remains  insoluble  in 
water. 

Printed  as  Black 

Tbe  dies  in  the  water  bleed 
run  in  combination  of  black  and 
color.  When  printed  it  appears 
black. 

When  water  is  applied  later  to 
the  water  bleed  impression  area, 
the  dark  pigments  remain  black 
but  the  color  pigment  dissolves 
and  spreads  as  a  paint  brush  is 
appli^. 

This  adds  color  to  the  printed 
page.  The  hue  is  reasonably 
bright,  clean  and  uncontamin¬ 
ated,  Y&R  advised. 

The  feasibility  of  using  black 
and  three  different  water  bleed 
colors  is  now  under  considera¬ 
tion,  it  was  learned.  The  water 
bleed  gamut  includes  red,  blue, 
green  and  six  other  colors. 

Roberta  Baily  was  art  direc¬ 


UP  COMES  COLOR  in  the  American  Sheep  Producers  Council  news¬ 
paper  advertising  using  the  "hidden  color  process"  developed  by 
Young  &  Rubicam's  San  Francisco  team  composed  of  Wayne  Mansfield, 
account  executive,  left;  Richard  Baznik,  print  production  manager  and 
Dee  McCrea,  copywriter. 


22 


San  Diego  Union  and  Evening  Tribune 
can  give  you  a  horse  of  a  different  color — or  two 
or  three  colors.  Our  superior,  award-winning 
color  equipment  and  skilled  personnel  assure 
advertisers  that  their  most  exacting  color 
requirements  will  be  met.  Interested  in  seeing 
our  color  samples?  We’ll  send  them  on  request. 
Also  available  “ROP  C^olor'"  and  “Partial  Page 
Stereo  Color,”  16mm,  sound  and  color  films. 
Available  for  showing  without  charge.  Write 
Manager,  (General  .\d\  ertising  for  color  samples. 

Union  |  Evening  Tribune 

McwSpOflttS  IS  hometown  daily 


IMPORTANT  RETAIL  ADVERTISERS  USING 
ROP  COLOR 

IN  THE  TEN  CITIES  RUNNING  THE  GREATEST 
VOLUME  OF  RETAIL  COLOR  DURING 


CLASSIFICATION 

year- 

-1964 

YEAR 

YEAR 

YEAR 

YEAR 

AND  ACCOUNT 

city 

1964 

1963 

1962 

1961 

BUILDING  SUPPL. 

&  CONTRACTORS 

Lindsley  Lumber  Co. 

Miami 

416,430 

290,430 

266,275 

254,835 

DEPARTMENT  STORES 

Broadway,  The 

Los  Angeles 

275,029 

239,815 

235,979 

399,706 

Burdines 

Miami 

473,588 

446,874 

214,025 

224,502 

Foley  Bros. 

Joske's 

Houston 

300,535 

348,356 

330,983 

268,119 

San  Antonio 

454,901 

350,066 

359,382 

391,054 

May  Co.,  The 

Cleveland 

289,360 

193,300 

106,690 

87,030 

Sanger-Harris 

Dallas 

510,887 

356,350 

351,331 

320,755 

Sears  Roebuck  &  Co. 

Houston 

417,400 

191,764 

164,479 

102,847 

Woodward  &  Lothrop 

Washington 

376,597 

264,504 

221,972 

248,058 

DRUG  STORES 

Grand  Central  Stores  Salt  Lake  City 
ELECTRICAL  APPL  &  SUPPLIES 

348,540 

314,907 

204,299 

358,337 

Western  Appliance 

Co.  San  Jose 

FURNITURE  &  HOUSEHOLD 

449,323 

614,922 

516,516 

368,480 

South  East  Furniture 

Co. 

Salt  Lake  City 

1,014,704 

967,106 

638,357 

604,936 

GENERAL  STORES 

Discount 

Jefferson  Stores 

Miami 

360,942 

153,420 

90,659 

43,924 

GROCERS 

Chain 

Albertson's 

Salt  Lake  City 

513,565 

570,696 

542,000 

116,732 

Hill,  H.  G.  Stores 

Nashville 

516,496 

502,456 

498,600 

496,200 

NOTE:  The  refail  adverfisers  shown  above  are  nol  the  IS  Leadinq  Retail 
Advertisers  in  ROP  volume.  They  are  the  important  ROP  Color  ad¬ 
vertisers  in  the  ten  cities  running  the  greatest  volume  of  retail  color 
during  the  year. 


in  the  expanding  Quad-City  market 


Use  the  only  morning,  evening  and  Sunday  news¬ 
papers  in  the  entire  market .  .  .  use  the  Times-Demo- 
crat.  With  round-the-clock  news  coverage  in  this 
growing  No.  2  market  in  all  of  Iowa  and  Illinois,  you 
reach  more  homes  through  both  morning  and  evening 
editions.  And  with  a  new  Monday  morning  Times- 
Democrat,  you  get  full  coverage  every  single  day  of 
the  week.  Take  advantage  of  this  expanding,  dynamic 
maricet  for  more  sales  and  profits. 

MORNING  SUNDAY  EVENING 


Oav«nport,  iowa 


Mmprmsmntmd  byJann  *  Kmll»y,  Int. 


Apple  Ad  King 
Does  Own  Copy 

Barstow,  Calif. 

Color  advertising  which  won 
the  “Apple  Advertising  Man-of- 
the-Year”  laurels  in  national 
competition  was  produced  by  a 
grocer  who  originates  and  writes 
his  own  copy  and  draws  his  own 
illustrations. 

And  the  copy  which  won  Na¬ 
tional  Apple  Week  Association 
honors  also  produced  the  third 
biggest  business  week  in  the  33 
years  of  Hartwick  Markets. 

Richard  R.  Hartwick  describes 
himself  as  “vicepresident  in 
charge  of  advertising’’  for  the 
organization  founded  by  his 
father  and  now  operated  as  a 
family  business. 

Training  as  a  designer  devel¬ 
oped  Mr.  Hartwick’s  advertising 
abilities.  He  won  the  apple  ad¬ 
vertising  crown  with  a  section 
of  four  full-size  newspaper 
])ages  produced  by  the  Victor 
Press,  an  offset  semiweekly  pub¬ 
lished  at  Victorville  by  B.  Frank 
Barnett. 


Red,  Wliite  and  Blue 

A  huge  outline  of  an  apple 
with  flag-like  red,  white  and 
blue  stars  and  stripes  appeared 
on  the  first  page  of  the  section. 
The  cover  copy  stated  simply: 

“We’re  Celebrating  .  .  .  It’s 
National  Apple  Week.’’ 


Two  colors  and  black  were 
used  throughout.  The  back  page 
announced  “Apple  holidays  are 
here’’  and  listed  four  varieties 
available  in  a  “giant  carload 
apple  sale.” 

Inside  pages  carried  regularly 
advertised  food  items.  Benday 
apple  outlines  were  used  in  copy 
boxes.  There  were  outlines  sug¬ 
gesting  apple  uses:  sauce,  bake, 
dunk,  candy,  treat,  pie,  slice, 
cobbler,  crisp  and  strudel. 

Hartwick’s  Markets  are  lo¬ 
cated  over  a  strip  of  some  40 
miles  in  West  Barlow,  East 


deliver  only  single-rate, 
entire-state  market  in  U.S. 


Single-Rate  Plan 

economical  for  national 
advertisers— all  rates  local 

hits  the 

$9,442*  buyini  incoiM  p«r  household 
For  information,  contact: 

NEWS-JOURNAL  PAPERS 

Wilmington,  Delaware 
or  Story,  Brooks  &  Finley,  Inc. 


*e  SAUS  MANAGUSiNT  Swvty 
•(  Bniw  hnw  7/10/44 


...IT5  NATIONAL 
APPLE  WEEK/ 


This  star-spangled  newspaper  page 
.  .  .  front  page  of  a  four-pagi 
section  . . .  won  the  title  of  "Appit 
Advertising  Man-of-the-Year  for 
1964"  for  Richard  Hartwick,  Hart- 
wick's  Markets  Barstow,  California. 
Hartwick's  first  prize  was  a  silver 
coffee  and  tea  service. 


Barlow,  Apple  Valley  and  Vic-  ] 
torville.  | 

“We  use  color  in  our  ads  to  j 
bring  extra  attention  to  special  , 
features,”  Mr.  Hartwick  said. 
“We  believe  that  the  extra  cost 
for  the  color  plates  is  then 
justified.” 

When  color  inks  are  not  used, 
Hartwick’s  prints  its  sales  mes¬ 
sage  on  tinted  newsprint.  This 
gives  the  effect  of  color  without 
extra  cost,  Mr.  Hartwick  said. 

• 

Area’s  Charm 
Told  in  Colors 


Spokane,  Wash. 

The  charm  of  the  Inland  Em¬ 
pire  again  was  told  in  full  color 
in  the  30th  annual  progress  re¬ 
port  issued  by  the  Spokane 
Spokesman-Review. 

Full-color  photographs  ap¬ 
pear  in  four  to  eight-column 
sizes  on  the  first  pages  of  three 
news  sections.  Fifty  full-color 
photos  are  found  in  a  136-page 
tabloid  themed:  “Grand  Land 
to  Live  In.” 

The  pictorial  tabloid  also  has 
spot  editorial  color  on  21  pages. 
Two  of  the  nine  color  ads  car¬ 
ried  in  the  edition  are  in  multi¬ 
color. 

Since  the  first  S-R  progress 
edition  the  Inland  Empire  has 
grown  in  importance  and  in 
recognition,  reports  W.  H. 
Cowles,  publisher.  A  population 
growth  of  500,000  and  an  income 
expansion  of  400  percent  are 
noted. 

Today  the  forces  which  have 
stimulated  this  growth  and  de¬ 
velopment  in  the  Spokane  areas 
are  more  active  than  ever  before 
and  the  Inland  Empire  is  more 
than  ever  a  land  of  opportunity, 
said  Mr.  Cowles. 
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Rebound  Helps 
In  Promotion 

Salinas,  Calif. 

A  promotional  rebound  came 
to  the  Salinas  Californian  as 
the  direct  result  of  a  cover  papre 
drawing  which  appeared  on  one 
of  the  six  special  sections  mark¬ 
ing  its  annual  Progress  and 
Rodeo  edition. 

A  drawing  of  John  Steinbeck 
and  his  dog  gazing  over  the 
Salinas  Valley  was  adapted  as 
a  color  cover  page  for  a  bro¬ 
chure  by  the  Salinas  Chamber 
of  Commerce.  John  Roby,  Cali¬ 
fornian  staff  artist  who  drew 
the  Rodeo  edition  covers,  modi¬ 
fied  the  drawing  into  an  oil 
painting  specially  for  the  Cham¬ 
ber’s  project. 

The  Chamber’s  brochure  fea¬ 
turing  full-color  photos  has  now 
been  converted  into  a  media  pro¬ 
motional  piece  by  the  newspaper 
through  the  use  of  a  four-page 
insert  stapled  within  the  bro¬ 
chure  itself. 

The  insert  idea  originated 
with  Robert  L.  Huttenhoff,  ad¬ 
vertising  manager.  Copy  is  by 
Randy  Smith,  sales  promotion 
manager,  Nelson  Roberts  &  As¬ 
sociates,  national  advertising 
representatives. 

The  theme  w'as  woven  com- 


Only  Chicago 
is  larger  than 
Quad -Cities 


Quad-Cities  Metro  County 
population  tops  335,000. 
Argus  and  Dispatch  pro¬ 
vide  the  only  effective 
daily  newspaper  coverage 
of  the  big  Illinois  sector 
of  the  Quad-Cities,  where 
62%  of  Quad-Citians  live. 


Q.AC  C*Ti(S  L£»Ct$T  COMB'NCD  OAdV  ClRCUl£rtO*i 

ROCK  ISLAND  ARGUS 
MOLINE  "dispatch 

ftiPRESENTEO  BY  AILEN  KLAPP  CO 
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LEADING  RETAIL  ADVERTISERS 
IN  ROP  COLOR  ADVERTISING 

in  Each  of 

the  First  Five  Leading;  Retail  ROP  Color  Newspapers 
Year— 1964 


MIAMI  HERALD— M  &  S 
Burdlne's 
JefFerson  Stores 
Lindsley  Lumber 
Sears  Roebuck  &  Co. 

Jordan  Marsh 

SALT  LAKE  CITY  TRIBUNE— M  &  S 
South  East  Furniture  Co. 
Albertsons 

Grand  Central  Stores 
Z.C.M.I. 

Sears  Roebuck  &  Co. 

LOS  ANGELES  TIMES— M  &  S 
Broadway 
May  Co. 

Sears  Roebuck  &  Co. 

Build'n  Save 
White  Front  Stores 
HOUSTON  CHRONICLE— E  &  S 
Sears  Roebuck  &  Co. 

Foley's 

Henke  &  Pillot 
Montgomery  Ward 
Weingartens 

NASHVILLE  TENNESSEAN— M  &  S 
Hill,  H.  G.,  Stores 
Harvey  &  Co. 

Sears  Roebuck  &  Co. 

Cain-Sloan  Co. 

Kroger's 


pletely  into  the  brochure  by  us¬ 
ing  a  page  one  report  on  Mr. 
Roby,  Californian  artist  for  a 
decade.  His  covers  for  the  six- 
section  edition  were  reproduced 
in  miniature. 

Market  facts  are  given  on  the 
insert’s  other  three  pages.  Type 
and  style  conform  to  the  bro¬ 
chure’s.  The  16-page  combina¬ 
tion  gives  a  continuous  story 
of  Salinas  and  its  daily  news¬ 
paper. 

The  distinctive  Californian 
blue  masthead  ink  marks  the 
insert  pages.  Copies  are  avail¬ 
able  through  NR&A  offices  and 
at  the  Californian.  There  are  14 
full-color  photos  in  the  brochure. 

The  Californian  began  its 
series  of  annual  Salinas  Rodeo 
editions  featuring  color  repro¬ 
ductions  in  1937,  the  year  after 


CLASSIFICATIONS  LINAGE 

Dept.  Stores  417393 

General  Stores  (Discount)  356217 
Bldg.  Suppl.  &  Contr.  262237 

Dept.  Stores  262237 

Dept.  Stores  1 94 1 1 8 

Furn.  &  Hsid.  571893 

Grocers  (Chain)  266986 

Drug  Stores  194147 

Dept.  Stores  1 68060 

Dept.  Stores  1 42606 

Dept.  Stores  250122 

Dept.  Stores  2 1 2640 

Dept.  Stores  1 95080 

Bldg.  Suppl.  &  Contr.  1 19135 

General  Stores  (Discount)  107308 

Dept.  Stores  226470 

Dept.  Stores  1 7854 1 

Grocers  (Chain)  143664 

Dept.  Stores  143392 

Grocers  (Chain)  132607 

Grocers  (Chain)  261196 

Dept.  Stores  1 90664 

Dept.  Stores  167018 

Dept.  Stores  161 158 

Grocers  (Chain)  155120 


the  daily  became  a  member  of 
Speidel  Newspapers  Inc. 

Distinctive  full  color  marks 
each  annual  edition.  In  recent 
years  the  annual  series  has  fea¬ 
tured  Mr.  Roby’s  illustrations 
in  full-color  and  in  one  color 
and  black. 


Common  Ad  Code 

Hartford 

Each  of  the  22  daily  news¬ 
papers  in  Connecticut  has 
formally  agreed  to  abide  by  a 
common  code  for  screening 
movie  ads.  The  code  sets  forth 
guidelines  to  help  admen  elim¬ 
inate  from  movie  ads  concepts 
which  exceed  the  bounds  of  good 
taste. 


Special  Iniis 
Help  to  Liire  , 
Public’s  Eye 

San  Francisco 

Special  color  inks  are  avail¬ 
able  to  advertisers  who  seek 
something  new  to  attract  the 
attention  of  the  potential  cus¬ 
tomer,  it  is  pointed  out  here 
by  Vince  Pampanin,  manager, 
printing  ink  sales,  California 
Ink  Company. 

Recent  improvements  give 
these  inks  far  more  impact  than 
ever  before.  They  also  offer  easy  * 
pressroom  handling,  Mr.  Pam- 
panin  said. 

Fluorescent  inks  are  extreme¬ 
ly  eye-catching.  So  are  metallic 
golds  and  silver,  he  reported. 

Cal/Ink  feels  its  “Dazzle” 
series  of  Cal-Glo  fluorescent 
newspaper  inks  has  never  been  | 
used  to  the  fullest  advertising  | 
advantage,  he  said. 

Water-Color  Cauliims 

Mr.  Pampanin  also  told  E&P  ^ 
that  certain  cautions  should  be 
observed  by  newspapers  using 
water-painting  color  inks. 

His  company  strongly  recom¬ 
mends  that  ads  always  carry  a 
statement  to  the  effect  that 
“when  moistened,  the  colored  * 
dyes  used  in  printing  this  sheet 
will  stain  clothing,  rugs,  table¬ 
cloths,  etc.”  With  this  should 
be  combined  the  announcement 
that  the  newspaper  cannot  be 
responsible  for  damages,  he  sug¬ 
gested. 

Newspapers  also  should  cau¬ 
tion  advertisers  that  complaints 
could  be  a  problem  and  that 
neither  the  newspaper  nor  the 
ink  company  will  assume  re¬ 
sponsibility  for  claims  of  dam¬ 
age  done  by  the  colored  dyes, 
he  added. 

The  ad  containing  this  prod¬ 
uct  should  clearly  state  that  cer 
tain  areas,  when  moistened  with 
water  by  a  brush,  sponge  or 
damp  rag,  will  turn  to  a  color,  ' 
Mr.  Pampanin  believes. 

These  inks  are  run  on  the 
newspaper  press  jn  the  conven¬ 
tional  way  —  “the  same  as  any 
ROP  spot  color  would  be  run." 

All  newspaper  water-painting 
color  inks  manufactured  by  Cal/ 
Ink  appear  to  be  black  on  the 
printed  page.  Three  such  inks 
are  presently  available.  Each 
contains  a  water-soluble  dye 
which  when  wet  turn  red,  yel¬ 
low  or  blue.  j 

The  company  suggests  that 
screen  values  of  25  to  50  per 
cent  be  used  to  produce  the  best 
and  brightest  colors. 


A  PAPER  DOESN'T  HAVE  TO 
BE  BIG  TO  BE  GREAT  .  .  . 

conservative  voice  alive  in  the  hills.  And  to  fight  West  Virginia’s  crepe 
hangers.  Like  the  Reader’s  Digest  the  time  it  explained  why  John  L.  Lewis 
was  building  hospitals  in  Appalachia  without  first  checking  the  facts.  It 
said  that  we  died  like  flies  down  in  these  hills  because  of  superstition 
and  old  wives’  remedies.  Everybody  got  mad  and  wrote  irate  letters, 
but  not  Jim  Comstock.  He  joined  in.  “Of  course  we  had  no  hospitals 
before  1956,  the  year  of  Lewis  and  his  tender  mercies,  for  the  simple 
reason  that  we  didn’t  need  them.  It  is  indeed  a  poor  mountaineer  who 
can’t  cure  his  own  diseases  by  his  own  home-grown  self-developed  reme¬ 
dies.  I  know  of  a  man  who  suffered  arthritis  for  years  until  he  was  able 
to  filch  a  ‘wrap-around’  of  copper  wire  from  a  coal  mine.  He  wrapped 
it  around  and  above  the  aching  joint,  and  today  that  man  is  not  only 
healthy  and  supple,  but  he  is  taking  mail  order  lessons  in  aerial  trapeze 
performances.  Tne  discovery  of  the  cure,  like  ail  wonder  cures,  was  accom¬ 
panied  by  a  rather  irksome  problem  for  the  coal  mines,  especially  in  this 
area.  They  have  difficulties  in  keeping  wire  on  hands.  Their  hands.  Em¬ 
ployees  feel  that  since  they  are  in  a  way  contributing  to  the  40c-a-ton  plan, 
they  are  entitled  to  the  welfare  that  accompanies  it.’’  Jim  Comstock  sug¬ 
gests  that  the  Reader’s  Digest  have  a  talk  with  the  people  of  his  hills 
before  making  wild  assertions  about  cures,  especially,  that  of  the  salubri¬ 
ous  and  curative  qualities  of  the  blood  of  a  black  cat.  “I  have  in  my  time 
in  these  very  mountains  seen  the  world’s  worst  cases  of  shingles  treated 

...  WEST  VIRGINIA  HILLYBILLY,  Richweod,  W.  Vo. 


(  A  dvertisement) 
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The  Globe  is  first  in  Boston  —  any  way  you  look  at  it.  The  Globe 
has  more  readers  and  carries  more  advertising  than  any  other 
Boston  newspaper.  And  The  Globe  is  growing  faster  than  any 
other  Boston  newspaper.  In  fact, The  Globe  has  just  had  one  of  the 
greatest  circulation  gains  in  its  history  —  all  without  contest  gim¬ 
micks.  No  doubt  about  it— The  Globe  is  the  paper  to  use  in  Boston. 
Publishers'  Statements  prove  it.  Media  Records  prove  it.  No  won¬ 
der  so  many  advertisers  are  using  The  Boston  Globe  these  days. 


MVhen 

SoectaColor 
in  Boston 

use  it  where 

ft  wW 


1!§00t0n 


The  Boston  Globe  —  Morning,  Evening,  Sunday.  A  Million  Market  Newspaper:  New  York,  Chicago,  Detroit,  Los  Angeles,  San  Francisco. 


For  the  finest  monotone  newspaper  printing 


and  the  greatest  spot  or  ROP  color  reproduction 


What  more 
can  we  say? 

Except  to  ask you 
to  let  us  prove 
these  statements.  R.  Hoe&Co.,  Inc. 

910  East  138th  Street, 
Bronx  54,  New  York 


$60  Million  Preprint 
Revenue  by  1970 


“A  $fi0  million  dollar  baby 
in  the  newspaper  store  by  1970” 
is  the  sonpT  lieinp  sung  these  days 
hy  Rruce  Lopan,  president  of  the 
Preprint  Corporation,  New 
York. 

“By  1970 — and  assuming  all 
other  things  beinpr  equal,  this  is 
our  conservative  estimate — we 
expect  preprint  advertising, 
principally  SpectaColor,  to  chan¬ 
nel  $60,000,000  in  revenues  to 
the  newspaper  field,”  is  how  he 
put  it  in  a  recent  address  before 
the  Financial  Advertisers  Asso¬ 
ciation. 

-Mr.  Logan  said  he  foresaw  a 
total  of  more  than  100  Specta¬ 
Color  newspapers  by  the  end  of 
this  year.  In  1961,  the  Mew  York 
Mews  was  alone  in  the  field. 
La.st  year  there  were  eight.  To¬ 
day  the  number  he  gave  was  80, 
with  ir»,000,000  circulation. 

“But  even  this  prediction  may 
be  on  the  low  side  as  a  result 
of  something  else  that  has 
happened,”  he  said,  calling  at¬ 
tention  to  the  $150  Stroboscopic 
device  developed  by  the  Gannett 
Newspapers  to  keep  preprint 
ads  in  register.  This  compares 


with  a  present  cost  of  $15,000. 

“Thus,  you  can  easily  see  that 
in  less  than  four  years,  Specta¬ 
Color  has  come  from  an  experi¬ 
mental  stage  to  a  point  where 
every  newspaper,  regardless  of 
how'  small  or  large — and  regard¬ 
less  of  whether  it’s  a  daily  or  a 
weekly — can  afford  to  offer 
SpectaColor,”  Mr.  Logan  .said. 

“Advertising  agency  chair¬ 
men  such  as  George  Grihbin,  of 
Young  &  Rubicam,  and  Norman 
Strouse,  of  J.  Walter  Thompson, 
have  pointed  to  SpectaColor  as 
perhaps  being  the  single  most 
important  re<-ent  development  in 
newspaper  advertising.  But,  at 
the  same  time,  because  they 
handle  clients  whose  distribu¬ 
tions  are  national,  Messrs.  Grib- 
bin  and  Strouse  have  said  that 
SpectaColor  will  never  get  to 
the  end  of  its  rainbow  until 
more  newspapers  are  e<iuipped 
for  the  medium.  .  .  . 

Hi-Fi  .Still  .Strong 

“From  1958  until  now,  the 
total  amount  of  revenue  gener¬ 
ated  by  the  preprint  industry 
has  l)een  slightly  more  than 


$30,0(»0,0(»(t.  Of  the  $30,00(l,(»()0, 
about  $26,000,000  has  l)een  in 
Hi-Fi  and  nearly  $4,000,000  in 
SpectaColor.  Putting  it  another 
way,  for  every  $7  worth  of  Hi- 
Fi  run,  there  has  lieen  $1  worth 
of  SpectaColor. 

“The  situation  is  changing 
rapidly.  Last  year,  of  a  total 
preprint  volume  of  about  $11,- 
000,000,  Hi-Fi  accounted  for 
alK)ut  $8,000,000  and  Specta¬ 
Color  $3,000,000.  The  gap  l)e- 
tween  the  two  has  narrowed; 
instead  of  the  7-to-l  relation¬ 
ship.  it  was  8-to-3. 

“For  1965,  our  company  is 
projecting  a  relationship  of 
1-to-l.  We  expect  total  preprint 
dollar  volume  to  increase  20*7r, 
to  $13,200,000  —  with  Specta¬ 
Color  and  Hi-Fi  sharing  in  this 
revenue  wjually. 

“After  this  year,  we  believe 
Spectacolor  will  outstrip  Hi-Fi 
in  dollar  volume  as  scores  of 
additional  papers  begin  offering 
the  medium.” 

Pcrcciilugc  Rise 

Then,  after  making  his  predic¬ 
tion  of  $60,000,000  in  preprint 
color  in  newspapers  by  1970, 
Mr.  Logan  suggested  it  would 
have  a  tremendous  Impact  on 
newspaper  advertising  as  a 
w’hole. 

“In  1964,  preprint  ads  account 
for  only  1.3%  of  the  $840,000,- 
000  which  newspapers  received 
from  national  adv’ertisers,”  he 
said.  “By  1970,  the  preprint 
percentage  will  rise  to  5%,  based 
on  a  national  advertising  projec¬ 
tion  of  $1.2  billion  for  news¬ 
papers  that  year. 

“In  other  words,  we  think 
that  five  years  from  now  five 
cents  of  every'  national  adver¬ 
tising  dollar  going  to  news¬ 
papers  will  be  in  the  form  of  a 
preprint  ad.” 

Describing  the  type  of  adver¬ 
tisers  currently  using  preprint, 
Mr.  Logan  said  last  year  the 
range  was  from  a  local  furniture 
store  buying  a  350,000  run  that 
cost  $4,000  to  a  soft  drink  manu¬ 
facturer  using  1,200,000  pre¬ 
prints  at  a  total  cost  of  $1,000,- 
000. 

In  1964.  he  said  there  were 
a  total  of  97  preprint  adver¬ 
tisers,  of  which  41  were  among 
j  the  top  100  in  the  country. 

The  Plus  t'aclors 

Mr.  Logan  listed  plus  factors 
of  SpectaColor  as:  “1.  Specta¬ 
Color  is  big — full  newspaper- 
page  size,  bigger  than  a  maga¬ 
zine  page,  bigger  than  a  tv 
screen. 

“2.  SpectaColor  deliv'ers  more 
impact  than  most  advertisers 
are  accustomed  to;  Coca-Cola 
obtained  a  Reader  Noted  score 
of  99%  out  of  a  possible  100%. 

“3.  SpectaColor  delivers  traf¬ 
fic.  All  things  being  equal  with 


a  specific  merchandisf  offer,  it 
has  been  our  experii  ,ce  that 
Sj)ectaColor  preprint  opy  will  I 
far  outpull  other  mt  ia.  And  ' 
here  I’m  tempted  to  use  the 
same  superlative — ‘fa  .tastic’-. 
reported  to  us  by  J.  P  Stevens 
Wunda  Wove  and  oth-  rs. 

“4.  Preprints  are  a  creative 
challenge  .  .  .  Liquor  c  mpanies 
have  run  cocktail  re.  ipes  on 
preprints  and  offered  them  as 
store  mailers.  Food  companie^ 
have  used  preprints  as  over-thi 
wire  hangers  in  supermarkets 
one  even  unrolled  the  j)rpprinted 
roll  along  the  floor  of  a  store 
from  the  front  door  to  the  prod-  i 
net’s  shelf  location.  Customers 
selling  to  department  stores 
offer  them  as  window  decora¬ 
tions  in  any  length.  A  soft  drink 
producer  had  his  preprint  lam¬ 
inated  and  made  into  ))lace  set¬ 
tings  for  soda  fountains.  And 
the  list  goes  on  and  on.” 

.Mr.  Logan  said  that  the  Pr^ 
print  Corporation  he  heads  acts 
as  “a  sort  of  nerv’e  center  in 
selling,  .servicing  and  coordin¬ 
ating  preprints,  i)articularly  in 
the  vast  array  of  technical  and 
.scheduling  details  involved  in 
SpectaColor.” 

“We  work  with  newspapers, 
their  representatives,  adver¬ 
tisers,  agencies  and  the  printers 
that  produce  the  preprint  rolls,” 
.Mr.  Logan  said.  “Of  the  ^ 
papers  now  offering  Specta¬ 
Color,  we  have  worked  with  all 
of  them,  and  32  of  these  have  ' 
contracts  with  Preprint  Corp. 

In  addition,  our  company  has 
worked  with  each  of  the  1400 
newspai)ers  which  have  carried 
Hi-Fi  advertising.” 

• 

Bread  to  Use 
Color  in  Drive 

San  Francisco 

Large  space  color  and  black 
and  white  ads  will  appear  in  40 
Pacific  Coast  newspapers  in 
Langendorf  Division  of  Ameri¬ 
can  Bakeries  Company  adver¬ 
tising. 

The  campaign  will  start  in  i 
April  and  run  through  the  end  ' 
of  the  year,  announces  Youn? 

&  Rubicam  Inc.,  here.  It  is  de¬ 
scribed  as  the  largest  outdoor 
and  newspaper  campaign  in  the 
company’s  60-year  history. 

The  outdoor  phase  of  the  drive 
will  provide  30-sheet  posters  in 
virtually  ev’ery  city  and  town 
in  California,  Oregon  and  Wash-  | 
ington  that  had  Langendorf 
bread  distribution. 

The  campaign  is  built  around  ; 
Langendorf’s  Gro,  Gro,  Grow 
slogan.  It  will  tie  in  with  the  M 
American  Baking  Association’s 
campaign  aimed  at  educating 
the  public  on  the  benefits  of 
enriched  bread. 


t'*  J:  co'o’ 
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The  BUFFALO  EVENING  NEWS 

Sweeps  Both  E«P  Color  Reproduction  Awards, 

FULL  and  SPOT  COLOR  I 


I 

CHECKERBOARD 


The  'Thunfieihitii  for  is  Friday/ 

So  diJ/rrvttt...ho  Ifeautijully  iliffrmtt 


1^*'^ 

-jm  ^ 

\  ■ 

xJV' 

-  1 

See  the  1964  T/iu'Utrrtmn  your  Fom  Dealers  Fridayl 


3/color  +  block,  full-pogo  od 
prtporcd  by  Th«  J.  Woltor  Thompson  Co. 
For  th*  Ford  Motor  Co. 


1 /color  +  block,  1500  lino  od 
proporod  by  N.  W.  Ayor  &  $on$ 
For  SoolUst  Foodt 


The  Buffalo  Evening  News  swept  top  honors  in  both  cate¬ 
gories  of  the  1963/64  Editor  &  Publisher  color  awards 
competition  for  advertisements  appearing  in  newspapers 
with  circulations  of  more  than  250,000.  The  NEWS  was 
awarded  a  "first”  for  an  outstanding  full-color  reproduction, 
and  shared  top  honors  with  Chicago  Daily  News  for  an  out¬ 
standing  reproduction  in  the  E&P  spot  color  classifications. 

We  ate  justifiably  proud  of  this  recognition  of  NEWS 
color  quality. 

We  say  thanks  also,  to  the  talented  teams  that  created 
these  award-winning  ads.  Such  dramatic  and  successful 
utilization  of  color  paves  the  way  for  outstanding  repro¬ 
duction  . . .  reproduction  that  reflects  product  quality  and 


increases  the  value  of  color  in  newspaper  advertising  today. 

This  creative  use  of  color  insures  success.  The  Ford 
and  Sealtest  color  applications,  combined  with  the  impact 
of  NEWS  timeliness  and  depth  of  coverage,  played  a  major 
role  in  the  highly-successful  introduction  of  the  1964  Ford 
Thunderbird  and  Sealtest  Checkerboard  ice  cream  in  Western 
New  York.  We  are  equally  proud  of  the  part  NEWS  color 
played  in  their  success. 

/fi  Buffmlo  MSWSpowr  /•  SALESpowmr 

BUFFALO  EVENING  NEWS 

Repreaented  Nationally  by  Kally-Smith  Co. 


Nearly 


Weeklies  of 


Lines  of 
Local 


Oregon  Area 
Using  Color 


Hillsboro,  Ore. 

Color  reproduction  is  common¬ 
place  for  weekly  newspapers  in 
this  section  of  Oregon  as  a  re¬ 
sult  of  the  establishment  of 
Tualatin-Yamhill  Press. 


coin) 


(1,404,858  Lines)  | 


Outstate  Nebraska’s 


The  multiple-owned  TYP 
organization  prints  13  weeklies, 
two  semiweeklies,  nine  shoppers, 
14  school  papers  and  seven  trade 
or  club  periodicals,  plus  miscel¬ 
laneous  special  sections  and 
commercial  jobs. 

It  is  owned  by  the  Hillsboro 
Argus,  300  shares;  McMinnville 
Register,  300;  Hugh  McGilvra, 
150  and  Times  Publications,  150 
shares. 


page  in  a  layout  displaying  the 
delicate  shades  of  each  type  of 
this  product. 

Only  the  larger  weeklies 
printed  by  TYP  generally  use 
color.  The  overall  result  is  34 
color  runs  an  average  month. 

The  Argus  uses  three  color 
reproductions  a  month.  It  pro¬ 
vides  full  color  a  couple  of  times 
a  year,  reports  Walter  McKin¬ 
ney,  publisher. 

The  Argus  has  been  printed 
from  offset  since  January,  1961. 
It  has  converted  to  cold  type 
and  pasteup  methods  except  for 
the  continued  use  of  hot  metal 
for  classifieds,  legals  and  dis¬ 
play  up  to  24  point. 

Aside  from  the  availability  of 
color,  the  advantages  of  offset 
include  improved  product  ap¬ 
pearance,  reduced  production 
costs,  and  fewer  production 
worries  for  the  publisher,  Mr. 
McKinney  reports. 


Cheese  in  Colors 


No.1 

Color 

Newspaper 


Its  four-unit  Goss  Suburban 
press  has  provisions  for  full 
color  reproduction.  Facilities 
were  demonstrated  graphically 
when  it  printed  Oregon  scenic 
views  in  full  color  offset  for  the 
cover  of  a  National  Newspaper 
Week  presentation  by  the  news¬ 
papers  using  its  facilities. 

Various  types  of  Tillamook 
cheese  were  photoed  on  the  back 


Sailg 


Eversrthiiig 
in  Baltimore 
revolves  around 


THE  SUN 


GRAND 

ISLAND 


ROOTY 
'  MARKET 


Morning 

Evening 

Sunday 


Full  or  Spot  Color 
Any  )yeekclay 
Except  Wednesday 


(Food  day,  color  capacity 
pratantly  limited) 


99.4%  City  Coverage 
66.2%  7-County  Trade  Area 


That’s  why 
The  Sunpapers 
carry  more  than 
70% 

of  all  advertising 
in 

Baltimore 

metropolitan 

newspapers. 


A  STAUFFER  PUBLICATION 

NELSON  ROBERTS  <,  ASSOCIATES 
Motional  RepresantoNve 


Natienil  Rapr«enbtiv«: 
Cmmar,  Woodward  O' Mara  &  Ormsbaa 
Naw  York,  Saa  Fraadsco,  Lot  Angalat, 
Chioca,  Dabait,  AUaaU,  PhlladaipliiA 
Mianaapolit 


Ollier  Factors 


Photo  Story  Used 


continued  through  operation!  to 
the  completed  product. 

The  Argus  and  TYP  c  ombinid 
employ  40  persons.  The  payroQ 
for  the  two  operation.s  is 
to  $250,000  a  year. 

Tualatin-Yamhill  Press  begu 
printing  from  a  Thatcher  \yeb 
offset  press.  The  Suburban  wii 
placed  in  operation  in  July,  196J, 


Color  on  Page  One 
And  for  Advertisers 


It  also  reduces  the  need  for 
highly  skilled  personnel,  pro¬ 
vides  highly  competent  produc¬ 
tion  people  after  a  minimum 
amount  of  training,  saves  pro¬ 
duction  time  and  gives  pub¬ 
lishers  more  time  to  produce 
better  editorial  and  advertising 
content,  he  has  found. 

As  a  further  benefit,  offset 
utilizes  relatively  inexpensive 
equipment,  Mr.  McKinney  said. 

The  improved  appearance  of 
the  Argus  is  reflected  in  many 
awards.  These  include  a  fii’st 
place  in  National  Editorial  As¬ 
sociation  competitions. 

Argus  equipment  includes 
Friden  Justowriters,  a  Filmo- 
type  photosetter,  and  a  Morisa- 
wa  machine  for  reducing  type¬ 
face  sizes. 


Worthington,  Mina. 

The  Worthington  Globe  feelt 
it  is  offering  its  advertisers  and 
readers  a  magazine  quality 
newspaper  with  installation  of 
a  new  Cottrell  Vanguard  six- 
unit  offset  press,  according  to 
Robert  M.  Vance,  general  man¬ 
ager. 

The  new  installation  enabla 
the  Globe  to  run  25,000  copies 
per  hour  holding  perfect  color 
register  for  the  entire  run,  Mr. 
Vance  said.  At  least  once  a  wedc 
the  paper  has  been  running 
process  color  on  page  one  and 
reader  response  has  been  grati¬ 
fying,  he  said. 

The  Globe  has  installed  a 
process  color  laboratory  to  do 
its  own  processing.  Two  staff 
members  attended  the  Eastman 
School  in  Rochester,  N.  Y.  The 
Globe’s  chief  photographer  is 
now  doing  color  separations  in 
the  paper’s  plant. 


In  a  Newspaper  Week  salute 
the  Argus  used  a  double-truck 
display  of  offset  newspaper  pro¬ 
duction.  A  series  of  18  photos 
began  with  a  view  of  edition 
planning  featuring  Don  Roberts, 
managing  editor.  The  sequence 


Dr.  Posner  Shoe  Co. 
Runs  Co-op  Campaign 

The  Dr.  Posner  Shoe  Co.  Inc., 
quality  children’s  shoe  manufa^ 
turer  since  1888,  has  undertaken 
a  co-operative  advertising  pro¬ 
gram  in  the  New  York  Metro¬ 
politan  Area. 

The  campaign  consists  of  6n 
near-full  page  advertisements  in 
the  Daily  News,  and  feature* 
the  theme  that  Dr.  Posner  Shoes 
are  the  only  truly  time-tested 
footwear  for  growing  feet 
having  been  offered  for  over  77 
years. 


Some  advertisements 
cry  for  color 


The  Trenton  Times  welcomes  them,  offer¬ 
ing  1-color,  2-color,  3-color  and  Specta- 
Color  at  rates  designed  to  keep  your 
advertising  investment  in  black  ink. 


A  small  point  perhaps,  but  then  this  is  a 
small  ad. 


tL,'  '/  TRENTON  TIMES 


Dominance  in  a  Rich  Market — Plus  Single 
Rate!  Represented  by  Sawyer-Ferguson-Walker 
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Electronic  Equipment  Manufacturer,  Motorola,  Inc.,  typifies  manufac¬ 
turing  facilities  abundant  in  the  Metropolitan  Phoenix  area.  This  facility 
is  further  extended  by  such  firms  as  General  Electric,  Kaiser,  Uni¬ 
dynamics,  Cannon  Electric  and  others.  An  impressive  complement  of 
aerospace  industries  such  as  AiResearch  Manufacturing  Co..  Goodyear 
Aircraft  Corporation,  Sperry  Phoenix.  Rocket  Power,  Inc.  help  illustrate 
the  dynamic  strength  and  scope  of  the  Phoenix  industrial  complex. 


ARIZONA  MANUFACTURING  NOW 


OBVIOUSLY  IT  S 


TOPS  BILLION  DOLLAR  MARKI 


Phoenix  —  the  near-million  Metropolitan  area  played  a  big  part  in 
helping  Arizona  reach  a  milestone  in  1964.  For  the  first  time,  Arizona 
had  a  manufacturing  output  exceeding  $1  BILLION.  By  coincidence, 
Arizona’s  Valley  National  Bank,  which  has  moved  up  to  37th  place 
among  more  than  14,000  commercial  banks  in  the  U.S. . . .  now  has 
resources  over  $1  BILLION.  ■  Put  your  media  dollars  to  work  in  the 
obvious  area,  where  the  impact  of  these  increases  is  felt  by  most 
Arizonans  —  where  there  are  nearly  a  million  consumers  in  homes 
receiving  The  Arizona  Republic  and  The  Phoenix  Gazette. 


Represented  Nationally  by  Kelly-Smith  Co. 


The  Arizona 

Republic 

Morning  and  Sunday 


The 


Phoenix 


Gazette 


PHOEN  X  WAY 


OUT 


An  invitation  to  on  unusual  gourmet  experience. 
Eastern  Airlines’  Famous  Restaurant  Flights 


4 

m 


AMOUS  RESTAURANT  FLIGHTS  add  a  new  ele¬ 
ment  of  pleasure  for  First  Class  passengers  on 
Eastern.  Now  they  can  enjoy,  while  flying,  the 
same  gourmet  specialties  served  with  the  same 
understanding  and  attention  as  in  the  most  fa¬ 
mous  and  elegant  restaurants  on  the  ground. 
We  have  made  exclusive  arrangements  with  the 
finest  restaurants  on  our  routes  . . .  Voisin  in  New 


York,  the  Pump  Room  in  Chicago,  Masson’s  in  New  Orleans, 
Jena  in  Mexico  City,  Swiss  Chalet  in  San  Juan  and  others  to  be 
announced.  The  specialties  of  these  great  restaurants  will  be 
served  on  selected  Eastern  First  Class  flights.  To  provide  the 
proper  setting  for  these  outstanding  dishes,  they  are  served  on 
specially  designed  imported  china,  accompanied  by  imported 
crystal,  silver  service  and  the  finest  linen.  Three  specially  trained 
flight  attendants  serve  this  unique  cuisine.  The  atmosphere  is  one 
of  leisure  and  elegance,  and  the  entire  service  is  so  carefully 
planned  that  it  proceeds  with  unhurried  smoothness.  From  the 
first  cocktail  through  all  the  sumptuous  courses  to  the  last  cordial, 
everything  is  served  with  the  same  graciousness  and  thought¬ 
fulness  that  would  accompany  such  dining  in  these  same  world- 
famous  restaurants. 


finest  china  and  crystal,  specially  created 
:rus  by  Rosenthal  of  Germany,  silver  service 
jjyReed  and  Barton  and  specially  designed 
t-en  complement  the  gourmet  cuisine. 


Your  Famous  Restaurant  Flight  service  begins 
as  your  Eastern  stewardess  prepares  your  indi¬ 
vidual  dining  table,  presents  you  with  a  re¬ 
fresher  towel  and  takes  your  cocktail  order. 


Mixed  to  your  order,  your  cocktail  is  accom¬ 
panied  by  an  appetizing  hors  d'oeuvre,  spe¬ 
cialty  of  the  famous  restaurant.  The  finest  name 
brand  liquors  are  served  in  cocktails. 


'Jow  your  master  setting  arrives,  including  crys-  Select  your  entree — if  you  can  bring  yourself  Choose  from  appropriate  imported  vintage 


I'd  salt  and  pepper  shakers,  wine  and  water  to  choose — from  such  epicurean  delicacies  as  v/ines  which  are  offered  in  abundance  at  your 


Josses  and  a  crisp  green  salad.  A  choice  of  Paupiette  de  Veau  Orloff,  Coq  au  Vin  and  Filet  table  to  accompany  the  entree.  Hot  rolls  are 
J'essings  is  offered  individually.  Mignon  Bordelaise.  served  to  you  throughout  dinner. 


0  new  table  setting  for  the  dessert  course  As  you  enjoy  dessert,  your  Eastern  stewardess 
‘~iinported  cheeses,  fresh  fruit  and  an  array  of  will  provide  the  ideal  accompaniment  .  .  . 


As  a  fitting  conclusion,  relax  with  a  demitasse 
and  a  choice  of  seven  cordials.  (Services 


'^■ench  pastries,  specially  created  by  the  bak-  Mumm's  Cordon  Rouge  Champagne,  served  to  pictured  are  on  international  flights.  On  shorter 


617  chef  of  the  famous  restaurant. 


you  in  crystal  designed  by  Rosenthal  for  Eastern.  domestic  flights  some  services  are  combined. | 


AMOUS  RESTAURANT  FLIGHTS  are  only  the 
Now  on  every  Eastern  First  Class 


^  beginning 

flight,  you'll  see  a  reflection  of  this  whole  new 
^  approach  to  in-flight  dining  services.  New  reci- 

▼  ^  pes  and  new  techniques  have  been  utilized  to 

^  ^  make  sure  that  every  flight  provides  truly  First 
Class  dining  enjoyment.  Newly  styled  place 
settings  and  special  stewardess  training  also 
contribute  to  the  pleasure  of  in-flight  dining.  Menus  are  more 
varied,  more  elegant  and  more  sumptuous  than  ever  before.  In 
brief.  Eastern  has  taken  the  pleasantest  features  about  dining 


anywhere  and  included  them  in  the  First  Class  service  of  all  our 
aircraft.  But  that's  only  part  of  the  New  Eastern.  Don’t  overlook 
our  new  fleet  of  fabulous  727  Whisperjets,  soon  to  number  50. 
The  fact  that  Eastern  is  Number  One  to  the  Sun  with  more  flights 
to  favorite  resort  areas  than  any  other  airline.  More  Eastern  peo¬ 
ple  to  serve  passengers  better  (we've  added  1,1  (X)  people  in¬ 
cluding  500  in  reservations  and  customer  service).  New  facilities. 
New  schedules.  And  most  of  all,  a  new  spirit  of  eagerness  to 


serve  you. 


*•; 

r~- 


^  EASTERN 

See  how  much  better  an  airline  can  be 


PRINTED 


NOW  YOU  CAN  BOOK  YOUR  CUENTS  ON  THESE  FAMOUS  RESTAURANT  FU6HTS 


FLIGHT 

FROM 

TO 

LEAVE 

ARRIVE 

635 

New  York 

Miami 

6:45  PM 

9:29  PM 

833 

New  York 

San  Juan 

9:40  AM 

2:00  PM 

830 

San  Juan 

New  York 

12:30  PM 

300  PM 

803 

New  York 

San  Juan 

1:15  PM 

5:30  PM 

808 

San  Juan 

New  York 

6:40  PM 

9:10  PM 

301 

New  York 

Mexico  City 

9:00  AM 

1 :00  PM 

300 

Mexico  City 

New  York 

10:30  AM 

3:23  PM 

305 

New  York 

New  Orleans 

5:30  PM 

7:39  PM  (EFF.  4/25/65) 

306 

New  Orleans 

New  York 

4:55  PM 

8:20  PM  (Eff.  4/25/65) 

507 

New  York 

Houston 

5:55  PM 

8:40  PM 

105 

Chicago 

Miami 

12:55  PM 

4:29  PM 

151 

Chicago 

Miami 

4:15  PM 

7:46  PM 

6 

Philadelphia 

San  Juan 

5:15  PM 

9:23  PM 

832 

San  Juan 

Philadelphia 

5:25  PM 

7:54  PM 

Other  Famous  Restaurant  Flights  are  being  added  to  this  initial  schedule.  Ask  your 
Eastern  Representative  for  details. 

9  EASTERN 

See  how  much  better  an  airline  can  be 


i 


I 


Taplinger’s  PR  Uses 
President’s  Daughter 


Luci  Baines  Johnson,  daughter 
of  the  President,  has,  as  Easter 
approaches,  been  named  a  “good 
egg.” 

Caricatures  of  her  and  a  dozen 
other  celebrities,  have  been 
drawn  by  Xavier  Cugat,  the 
band  leader  who  started  out  to 
be  a  newspaper  cartoonist.  Blow¬ 
ups  in  the  form  of  Easter  eggs 
with  Easter  seals  as  bodies,  will 
go  in  the  windows  of  150  Bond 
stores  in  60  cities,  March  31. 

“We  consider  it  excellent  pub¬ 
lic  relations,”  said  Sylvan  King, 
vicepresident  in  charge  of  adver¬ 
tising  for  the  Bond  stores.  He 
is  a  client  of  Robert  S.  Tap- 
linger  Associates,  New  York. 

“We  call  it  PRESStige  PR,” 
said  Bob.  He  likes  to  say  that, 
while  days  of  press  agentry  have 
passed,  “you  have  to  do  big, 
dramatic  things,  to  impress  the 
press  today.” 

Taplinger  has  23  accounts. 
They  range  from  tooth  brushes 
to  trucks,  from  blended  fabrics 
to  champagne.  Three  clients 
have  been  on  the  list  since  the 
firm  started  in  1949,  when  Mr. 


Taplinger  quit  Warner  Brothers 
and  motion  pictures. 

“Most  clients  appreciate  show 
business  techniques,”  Mr.  Tap¬ 
linger  said.  “They  like  excite¬ 
ment.  They  like  to  have  a  sense 
of  participation.” 

To  the  extent  of  a  $2,000, 
donation.  Bond  stores  are  par¬ 
ticipating  in  the  Easter  seal 
campaign  of  the  National  Asso¬ 
ciation  for  Crippled  Children 
and  Adults. 

First  step  was  the  approval 
of  Catherine  Bauer,  director  of 
the  association’s  PR  in  Chicago. 
Some  of  the  releases  go  out  as 
“Easter  Seal  News-Association 
for  Crippled  Children  and 
Adults.” 

Lucille  Ball,  the  tv  personal¬ 
ity,  is  this  year’s  national  Easter 
seal  chairman. 

Another  Taplinger  PRESS¬ 
tige  project  winning  space  on 
women’s  pages  are  the  “IMP” 
fashions  which  Dolly  Martin  had 
created  in  the  name  of  the  IMP 
sports  model  produced  by  Routes 
Motors.  Helen  Hennessy, 
women’s  editor  of  Newspaper 


Enterprise  Association,  by-lined 
a  four-column  mat  that  has 
three  pictures,  one  of  which 
shows  the  Routes  Sunbeam  Imp. 
Miss  Hennessy’s  story  includes 
this  paragraph: 

“Most  looks  come  from  Paris. 
But  in  the  case  of  the  Imp,  it’s 
strictly  American  with  a  dash  of 
British.  A  new  small  car 
(Rootes  Sunbeam  Imp)  started 
the  whole  trend.” 

PRESStige  for  TtHUlipasie 

How  do  you  give  PRESStige 
to  a  tooth  brush? 

Taplinger  has  the  Dr.  West 
account  (Chemway  Corp.).  First 
thing  was  creation  of  the  Na¬ 
tional  Council  of  Oral  Hygiene, 
“a  non-profit  group  dedicated  to 
better  dental  health  for  the 
nation.”  Dr.  Charles  F,  Mc- 
Khaan,  chairman  of  the  board  of 
Chemway,  heads  up  the  council. 
He  has  an  advisory  committee 
of  deans  from  eight  dental 
colleges. 

So  far  the  council  has  helped 
the  public  through  Dr.  West 
“brush  up  on  new  ways  to  use 
your  old  tooth  brush.”  A  recent 
release  listed  33  uses — from 
cleaning  typewriter  keys  to 
back-scratcher. 

“If  you  use  tooth  brushes  in 
any  of  these  ways,  you  have  to 
buy  a  new  one,”  Bob  said. 


4  AP  Writerj^ 
Have  New  oks 

Four  books  by  A  sociated 
Press  staff  men  will  be  on  book¬ 
store  shelves  this  spring. 

First  to  reach  the  lx  .ok  stalls 
was  Richard  Newcomb’s  “Iwo 
Jima”  ($5.95,  Holt,  Rinehart 
and  Winston)  on  Feb.  19,  the 
20th  anniversary  of  the  battle 
for  the  tiny  Pacific  island.  Mr. 
Newcomb  writes  for  AP  News- 
features.  The  book  was  three 
years  in  preparation. 

Morin  Writes  of  C.liiircliill 

AP  Special  Corespondent 
Reiman  (Pat)  Morin  prepared  a 
pictorial  biography  of  Winston 
Churchill  entitled  “Churchill: 
Portrait  of  Greatness”  ($3.95, 
Prentice-Hall,  Inc.).  It  came  out 
this  week. 

Saigon  Correspondent  Mal¬ 
colm  Browne  has  written  “The 
New  Face  of  War,”  ($5,  Bobbs- 
Merrill  Company  Inc.),  a  look 
at  the  conflict  in  Viet  Nam.  Pub¬ 
lication  date  is  April  26. 

Jack  Bell,  political  writer,  is 
author  of  “The  Johnson  Treat¬ 
ment:  How  Lyndon  B.  Johnson 
Took  Over  the  Presidency  and 
Made  It  His  Own”  ($4.95, 
Harper  and  Row,  Publi^ers). 
Publication  date  is  May  5. 


BUSINESS  is  on  the 

UPSWING 

DULUTH  .  . . 


Dow  Chemical 
To  Build 
Area  Plant 


IN 


Since  Minnesota  voters  approved  new  taxation 
for  the  Taconite  Industry  in  a  state  constitu¬ 
tional  amendment  last  November,  stories  on 
plant  openings  and  expansions  have  filled  the 
press  .  .  .  more  than  $310  million  in  new  indus¬ 
try  has  been  announced  .  .  .  foreshadowing  a 
new  era  of  industrial  and  commercial  develop¬ 
ment  for  the  area.  Your  products  or  services 
will  find  a  ready  market  in  the  revitalized  econ- 
of  Northern  Minnesota. 


DULUTH  HERALD 

^etD5-(ErU)une 

Represented  nationally  by 

SAWYER  •  HRGUSON  •  WALKER  •  COMPANY 

NEW  YORK  —  CHICAGO  —  DETROIT 
PHILADELPHIA  —  ATLANTA  —  MINNEAPOLIS 
LOS  ANGELES  —  SAN  FRANCISCO 


to  be  put  on  our  mailing  list  to  receive  copies  of  our  newsletter 
which  summarizes  new  developments  as  they  occur, 
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WHAT'S  ON  YOUR  MIND,  CLYDE? 


Well,  truthfully.  I'm  a  bit  envious  of  the 
way  the  Independent,  Press-Telegram 
prints  color  so  beautifully  ...  I  look  drab 
in  comparison.  Probably  this  is  one  rea¬ 
son  why  the  morning  Independent  and 
evening  Press-Telegram  consistently  rank 
among  the  top  ten  newspapers  in  color 
advertising  linage  in  the  U.S.  .  .  .  and 
second  on  the  Pacific  Coast. 


You’re  right.  Clyde 

And  there  are  OTHER  equally  important  reasons: 

r 

Metropoltan  Ljong  Beach  is  part  of  the  U.S.’s  secondl,  market  and  home  to 
1,336,000  people.  By  itself,  it  would  be  the  3rd  largest  market  in  California. 
So  big  it  would  be  the  largest  Metropolitan  Area  in  37  states.  Combined 
outside  newspaper  penetration  in  the  Long  Beach /Garden  Grove  City  Zones 
is  less  than  25%.  You  reach  Metropolitan  Long  Beach  only  through  the 
Independent,  Press-Telegram  &  The  News  .  .  .  That’s  a  pretty  colorful  (and 
able-to-buy)  group  to  reach. 


LONG  BEACH,  CALIFORNIA  /  REPRESENTED  BY  SAWYER,  FERGUSON,  WALKER  CO. 


We  do  your 

^  The  back  of  a  Bista  mat,  used  for  ROP  color  advertising,  looks  more 

like  a  jig-saw  puzzle  than  it  does  like  any  conventional  mat.  That  is 
because  of  our  exclusive  pre-makeready  material. 

These  pre-makeready  friskets  are  hand  cut  and  hand  fitted  to  the 
back  of  each  Bista  Pre-Madeready  mat  to  protect  highlights  and  keep 
halftone  areas  printing  cleanly. 

This  is  just  one  of  the  features  that  has  made  the  Super- Bista 
Pre-Madeready®  mat  the  most  widely  used  ROP  color  mat  in  the 
industry.  In  fact,  the  Bista  mat  is  used  by  more  national  and  regional 
advertisers  on  full-color  insertions  than  all  other  types  of  mats 
combined. 

Rreilly-lake  shore  graphics 

812  W.  Van  Buren  Street,  Chicago,  Illinois  60607 


Super-Bista  Pre-Madeready  mats  are  fully  protected  by  U.S.  patents.  They  are  available  from  the  following  Electrographic  Corporation 
divisions;  Reilly-Lake  Shore  Graphics,  Chiaago,  829-9700  •  Reilly  Electrotype  Division,  New  York  City,  MUrray  Hill  6-6350  •  Michigan- 
Northern  Division,  Detroit.  875-6780  •  Advance  Electrotype  Division,  Indianapolis,  MEIrose  2-1371  •  American-Western  Graphics 
Div.,  San  Francisco,  UNderhill  3-291 1 .  Also  from  Pacific  Press  Inc.,  Los  Angeles.  LUdlow  9-31 81  (Sales  Agent  for  Electrographic  Corp.) 
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Min.  Size 
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Min.  Size 
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Min.  Size 
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Ink 

Spot  Col. 

Proofs 

pg- 
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Accepted 

ALABAMA 

Annisun  Star 

moo 

$85 

1000 

$70 

moo 

$50 

All 

.All 

Yes 

6-3 

2-2 

Yes 

No 

HF&SP 

’Birmingham  News,  I’ost-llerald 

1000 

$500 

1000 

$450 

None 

$350 

.All 

All 

Yes 

4-4 

2-1 

No 

No 

Hi-Fi 

Cullman  Times 

None 

$15 

All 

Decatur  Daily 

loot) 

75% 

1 000 

.50% 

moo 

.10% 

All 

All 

Yes 

7-7 

1-1 

Offset  No 

Hi-Fi 

Dothai.  Kaple 

None 

$120 

None 

$80 

None 

$40 

All 

All 

Yes 

4-4 

2-2 

No 

Yes 

HF  &  SP 

FloreiKc  Times  &  Tri-C‘ities 
Daily 

1000 

$85 

moo 

$70 

moo 

$50 

All 

All 

Yes 

3-2 

1-1 

A'es 

No 

Hi  Ki 

ri;«ds<k‘n  'rimes 

500 

$70 

All 

Yes 

3 

2-2 

Hi-Fi 

Halevviile  Northwest  .Mahainian 

30  in. 

$15 

All 

Yes 

1-1 

1-1 

Hi-Fi  _ 

Huntsville  News 

1000 

$100 

1000 

.580 

None 

$60 

All 

All 

Yes 

3-3 

2-2 

Offset  Offset 

_ 

Huntsville  Times 

ICOO 

$125 

1000 

$100 

None 

$75 

SMTWTK 

SMTWTF 

A’cs 

3-3 

2-2 

No 

Yes 

Hi-Fi 

Mobile  Press  Uegister 

moo 

$220 

moo 

$205 

1000 

$165 

All 

All 

Yes 

2-2 

1-2 

Yes 

Yes 

Hi-Fi  _ 

MontR*'mery  Advertiser,  Alatiama 
linirn.il  1000 

$200 

moo 

$175 

1000 

$125 

.All 

All 

Yes 

4-3 

Yes 

Yes 

Hi-Fi 

TusialiMisa-Northport  News 

None 

$120 

None 

None 

$40 

S.MTWTK 

All 

Yes 

7-5 

2-2 

Yes 

Yes 

Hi-Fi 

ALASKA 

.AnchoraRe  News 

$104 

moo 

$56 

All 

All 

Yes 

5 

Yes 

Yes 

Hi-Fi  ' 

Fairbanks  News-Miner 

$185 

420 

$125 

Nune 

$40 

All 

All 

A'es 

5-3 

2-2 

Yes 

Yes 

ARIZONA 

FlapstatT  Arizona  Daily  Sun 

P.iRe 

75% 

'A  PK- 

50% 

None 

35% 

All 

All 

No 

6-.1 

2-1 

No 

No 

Hi  Ki 

Mesa  Tribune 

600 

$40 

AH 

Yes 

2-1 

2-2 

Offset 

Offset 

Phoenix  .American  (Tab.) 

None 

$130 

None 

$97.50 

None 

$65 

All 

All 

No 

4-3 

Offset  Offset 

Phoenix  .Arizona  Daily  News 

1000 

25% 

All 

7-5 

2 

Offset  Offset 

_  — 

Phoenix  Republic  (Gazette 

1000 

$500 

moo 

$400 

1000 

$300 

All 

All 

Yes 

5-3 

2-2 

ICS 

No 

Hi-Fi 

Scoltsilale  Progress 

1176 

$50 

All 

Yes 

1-1 

Temi>e  News 

700 

$120 

448 

$95 

70 

$45 

WK 

MTuS 

Yes 

4-2 

5-3 

Offset  Offset 

~HrFi 

Tucson  .Arizona  Star  &  Citizen 

1 000 

$150 

1000 

$130 

1000 

$110 

All 

All 

A'es 

5-3 

3 

Yes 

No _ 

Yuma  Sim  &  Arizona  Sentinel 

1000 

$135 

moo 

$90 

1000 

$15 

All 

.All 

Yes 

3-3 

2-2 

Yes 

No 

Hi-Fi 

ARKANSAS 


Blytheville  Courier  News 

H  PE- 

$30 

MTuFS 

No 

4 

3 

Hi-Fi 

tl  Dorado  News  Timet' 

1 000 

$130 

1000 

$90 

1000 

$50 

All 

.All 

No 

7-3 

Offset  No 

Hi-Fi 

Fayetteville  Northwest  Arkansas 
Times 

None 

$45 

All 

Yes 

3 

2 

Hi-Fi 

Forrest  City  Times-Herald 

None 

$.10 

All 

No 

3-3 

2-2 

No 

No 

Fort  Smith  Times  Record, 
Southwest  American 

1000 

$150 

1000 

$125 

1000 

$75 

All 

All 

Yes 

5-2 

2-2 

No 

Yes 

Hi-Fi 

Harrison  'Times 

1000 

$35 

All 

1 

Hot  Springs  Sentinel-Record 

N'ew  r>a 

lOOO 

33!4% 

All 

Yes 

5-5 

2-2 

Jonestioro  Sim 

noo 

SSViVo 

All 

Yes 

14-7 

2-2 

No 

No 

_ 

Little  Rock  .-Arkansas  Democrat 

1000 

$200 

1000 

$150 

1000 

$100 

All(l) 

All 

Yes 

6-6 

2-1 

Yes 

No 

Hi-Fi 

Uttle  Rock  .Arkansas  Gazette 

1000 

$235 

1000 

$185 

1000 

$135 

All 

All 

Yes 

7-4 

2-5 

Yes 

No _ 

Hi-Fi _ 

Pine  Bluff  Commercial 

1000 

100% 

1000 

66  % 

1000 

ii'A% 

All 

All 

Yes 

3-3 

2-2 

No 

Yes _ 

Offset 

Offset 

HF  &  SP 

Hi-Fi 

Hi-Fi 

Rogers  News 

1000 

$50 

1000 

$25 

All 

AH 

Yes _ 

2-2 

2-2 

Offset 

Offset 

Yes 

Sprinisdale  News 

None 

$105 

None 

$70 

None 

$35 

All 

All 

Yes 

5-2 

1000 

$130 

1000 

.595 

moo 

$65 

All 

All 

\  es 

7-7 

1-1 

No 

(1)  3-day  option  required  3  colors  Tliurs. 

CALIFORNIA 

Alameda  Times-Star 

1000 

$139.98 

1000 

$93.32 

moo 

$46.66 

.All 

All 

Yes 

4-4 

2-1 

Offset 

Offset 

~No 

Hi-Fi 

Hi-Fi 

Alhambra  Post-Advocate 

'A  PB 

.  $50 

MTuTF 

Yes 

5 

1-1 

No 

Anaheim  Bulletin 

1000 

$150 

1000 

$100 

1000 

$50 

All 

All 

Yes 

2-2 

2 

Yes 

No 

BakersHehl  Californian 

1000 

65% 

1000 

50% 

1000 

33 /j% 

All 

All 

Yes 

4-2 

2-1  _ 

No 

No _ 

Banning  Beaumunt  Record* 
Gazette 

560 

$40 

WFS 

Yes 

3 

2-2 

Offset 

Off.set 

Hi  Ki 

Berkeley  Gazette 

None 

$100 

None 

$75 

None 

$50 

M'FTFS 

All 

V'es 

5-3 

2-1 

Yes 

Yes 

Briwley  News,  Imperial  Valley 
News-Press 

980 

$45 

AH 

Yes 

3 

2-3 

Hi-Fi 

Burbank  Review 

588 

$90 

588 

$45 

All 

All 

2-2 

1-1 

_  _ 

_ _  _ 

Chico  Knterprise-Record 

560 

$120 

560 

$80 

560 

$40 

MTuF 

WTS 

Yes 

6-2 

2-1 

Yes 

No 

Hi-Fi 

"HiFi 

Concord  Transcript 

588 

$45 

MTWTF 

No 

2 

1-2 

No 

No 

Culver  C'ity  Star  News  & 
Vanguard 

Page 

$120 

A  PE. 

$90 

A  PE-  $50 

MTTFS 

VV 

Yes 

2-1 

3-3 

Yes 

No 

tl  Cajon  Valley  News 

1000 

$.32  li. 

1000 

$.24  li. 

All 

All 

El  Centro  Post,  Imperial  V'alley 
Press 

980 

30% 

SMTWF 

Yes 

3-3 

2 

Escondido  Times*Advocate 

800 

$40 

All 

No 

2-2 

1 

No _ 

No 

Hi-Fi 

Eureka  Humboldt  Standard  Times 

1000 

$55 

All 

Yes 

7 

1-1 

No 

~No 

No 

Hi-Fi 

Fiirheld-.Suisun  Republic 

1000 

$75 

1000 

$50 

All 

All 

No 

14-10 

2 

Yes 

Hi-Fi 

Fontana  Herald  News 

None 

$91 

None 

$59 

None 

$45 

All 

All 

Yes 

4 

3-2 

No 

No _ 

1  Fremont  News-Register 

lOOO 

75% 

1000 

50% 

1000 

25% 

All 

All 

_ 

_  _ 

_ _ _ 

Fresno  lire 

980 

$280 

980 

$220 

560 

$150 

All 

AU 

Yes 

3-3 

Yea 

No 

~Yes 

Hi-Fi 

Hi-Fi 

Fullerton  .News  Tribune 

980 

65% 

980 

50% 

980 

35% 

Atl 

AU 

No 

2-2 

Yes 

Gvden  Grove  Orange  County 
News 

None 

$150 

None 

$115 

None 

$75 

All 

All 

Yes 

2-2 

2-3 

Yes 

Yes 

Glendale  News-Press 

moo 

$150 

1000 

$100 

588 

$50 

MTuF 

WTS 

Yes 

3-3 

_ 2-2 _ 

Yes 

No 

Hi-Fi 
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CALIFORNIA  (Cont.) 

Grass  Vallcy-Nevada  City  I'nioii 

None 

$80 

None 

$-10 

All 

All 

No 

3-3 

1-2 

Offset  Offset 

Hanford  Sentinel 

600 

75% 

600 

50% 

<)00 

35% 

All 

All 

No 

3-3 

1-1 

No  No 

Hayward  Review 

560 

$60 

All 

Yes 

3-2 

2 

Hollywood  Citizen-News 

1000 

$575 

1000 

$575 

1200 

$375 

SMTTFS 

W 

No 

3-2 

4-3 

No  Yes 

Hi-Fi 

HuntinKton  Park  Signal 

1000 

75% 

1000 

50% 

790 

30% 

MTTFS 

W 

Yes 

2-2 

1-1 

No  No 

Indio  News 

Page 

$10U 

'A  I'g- 

$45 

'A  PH 

$.15 

All 

All 

Yes 

5-3 

2-2 

Yes  No 

Hi-Fi 

Inglewood  News 

60U 

$100 

600 

$70 

6(10 

$35 

All 

All 

Yes 

2-1 

1-1 

No  No 

Hi-Fi 

Lancaster  Antelope  Valley 
Ledger-Gazette 

(.00 

$45 

All 

No 

5 

2-2 

Hi-Fi 

Lodi  News-Sentinel 

None 

$70 

None 

$35 

All 

All 

Yes 

2-2 

1-1 

Yes  No 

Long  Beach  Independent  Press- 
Telegram 

1000 

$500 

1000 

$400 

1000 

$250 

All 

•All 

Yes 

3-3 

2-3 

Yes  No 

HiFi 

Los  Angfeles  Herald-Examiner 

1000 

$800 

1000 

$700 

1000 

$600 

.MTtiF 

SWTS 

Yes 

4-2 

3-3 

Yes  No 

Hi-Fi 

Los  Angeles  Times 

1000 

$925 

1000 

$800 

100(1 

$675 

.Ml 

All 

Yes 

2-2 

2-2 

Yes  No 

HiFi 

Los  Gatos  Times-Observer 

Nfme 

$90 

None 

$45 

All 

All 

2-2 

3-1 

Madera  Tribune 

(.00 

$37.50 

All 

No 

Hi-Fi 

Martinez  News-Gazette 

560 

75% 

5ti0 

60% 

5b0 

35% 

All 

All 

Yes 

7-7 

4-2 

Yes  Yes 

Marysville-Yuba  City  Appeal- 
Democrat 

None 

$40 

All 

Yes 

2 

1-1 

Hi-Fi 

Merced  Sun- Star 

600 

$48 

All 

Yes 

4 

1 

HiFi 

Modesto  Bee 

980 

$120 

980 

$100 

560 

$75 

All 

All 

Yes 

2-2 

2-1 

Yes  No 

HiFi 

Monrovia  News-Post 

560 

$90 

560 

$45 

All 

All 

Yes 

7-7 

2-2 

No  No 

Monterey  Peninsula  Herald 

%  PB 

75% 

%  W- 

50% 

Xw 

3S% 

All 

All 

Yes 

3-3 

1-1 

Yes  No 

Hi-Fi 

Napa  Register 

$75 

560 

$4.5 

All 

All 

Yes 

5-3 

2-1 

Yes  Yes 

HiFi 

Newport  Beach-Costa  Mesa 
Orange  Coast  Daily  Pilot 

1000 

$100 

1000 

$75 

1000 

$50 

All 

All 

Yes 

4-4 

4-4 

No  Yes 

HiFi 

Oakland  Tribune 

1000 

$600 

1000 

$600 

1000 

$269.50 

.SMTWTS 

K 

Yes 

4-4 

4-4 

Yes  Yes 

Hi-Fi 

Oceanside  Blade-Tribune 

588 

$50 

All 

Yes 

2 

Yes  No 

HiFi 

Oatario-Uidand  Report 

None 

$60 

All 

No 

3 

3-2 

HiFi 

Orange  News 

1000 

$50 

All 

Oroville  Mercury-Register 

500 

$40 

All 

Yes 

2 

1-1 

Hi-Fi 

Oxnard  Press-Courier 

None 

$125 

None 

$95 

None 

$65 

■Ml 

All 

Yes 

4-4 

2-2 

No  No 

None 

$45 

All 

Yes 

3-3 

1-2 

Palo  Alto  Times 

588 

$150 

588 

$90 

588 

$65 

All 

All 

Yes 

6-3 

3-1 

Yes  No 

Hi-Fi 

Pasadena  Independent,  Star- 
News 

1000 

$300 

1000 

$275 

1000 

$225 

All 

All 

Yes 

3-3 

2-2 

Yea  No 

Hi-Fi 

Petaluma  Argus-Courier 

1000 

$40 

All 

Yes 

2 

1-1 

Pomona  Progress-Bulletin 

None 

$110 

None 

$70 

All 

All 

Yea 

3 

2-2 

Hi-Fi_ 

Porterville  Recorder 

1000 

$50 

MTTFS 

No 

2 

1-1 

Offset  Offset 

RedBluff  News 

560 

$40 

-All 

No 

3 

Offset  Offset 

HiFi 

Redding  Record-Searchlight 

602 

$80 

None 

$60 

None 

$40 

MTWTF 

Sa 

Yes 

3-3 

2-2 

Yes  No 

Hi-Fi 

Redlands  Facts 

6(UI 

35% 

All 

Yes 

3 

2-1 

Hi-Fi 

Redwood  City  Tribune 

588 

$125 

588 

$75 

588 

All 

All 

No 

5-2 

3-2 

Yes  Yes 

Hi-Fi 

Rialto  Record-News 

None 

$80 

None 

$40 

All 

All 

Yea 

7-3 

Richmond  Independent 

560 

$135 

560 

$85 

560 

$65 

All 

All 

Yea 

2-2 

2-2 

Yes  No 

Hi-Fi 

kiverside  Press-Enterprise 

1000 

$325 

560 

$250 

None 

$150 

All 

All 

Yes 

2-2 

2-2 

Yes  No 

HFiSP 

Roseville  Press-Tribune 

Page 

$75 

560 

$40 

MTTF 

W 

No 

3-3 

2 

No  No 

Sacramento  Bee 

980 

$355 

9S0 

$27C 

560 

$190 

All 

All 

Yes 

7-7 

2-2 

Yes  No 

Hi-Fi 

Sacramento  Union 

980 

$130 

980 

$100 

560 

$70 

All 

All 

Yes 

3-3 

2-1 

Yes  No 

Hi-Fi 

Salinas  Californian 

560 

75% 

560 

50% 

560 

35% 

.All 

All 

Yes 

3-2 

1-1 

Yes  Yes 

Hi-Fi 

San  Bernardino  Sun-Telegram 

None 

$230 

None 

$165 

None 

$100 

All 

All 

Yes 

154-lH  2-2 

Yes  No 

Hi-Fi 

San  Clemente  Sun-Post 

None 

$35 

All 

2 

San  Diego  Union  Tribune 

1000 

$600 

1000 

$475 

1000 

$350 

All 

All 

Yes 

4-4 

2-2 

Yes  Yes 

Hi-Fi 

San  Fernando  Valley 

Valley  Times 

600 

$.16  li.  600 

$.12  li.  600 

$.09  li. 

MTWTF 

MTWTF 

Yes 

4-2 

2-2 

Yes  Yes 

Hi-Fi 

San  Francisco  Chronicle 

1000 

$650 

1000 

$650 

1000 

$300 

All 

All 

Yes 

2-2 

4-2 

Yes  No 

Hi-Fi 

San  Francisco  News-Call 
Bulletin  &  Examiner 

1000 

$920 

1000 

$920 

1000 

$427.50 

All 

All 

Yes 

7-5 

3-3 

Yes  No 

Hi-Fi 

San  Gabriel  Valley  Tribune 

600 

$225 

600 

$165 

600 

$110 

MTuFS 

All 

Yea 

7-3 

2-2 

No  No 

San  Jose  Mercury-News 

1000 

$400 

1000 

$335 

1000 

$325 

All 

AU 

Yes 

3 

3-4 

Yes  No 

Hi-Fi 

San  Leandro  News 

1000 

$45 

MTTFS 

No 

4-4 

2-2 

Offset  Offset 

San  Luis  Obispo  Telegram- 
Tribune 

None 

$80 

None 

$60 

None 

$40 

All 

All 

Yes 

4-3 

2-2 

Yes  Yes 

Hi-Fi 

San  Mateo  Times  &  News 
Leader 

1000 

75% 

1000 

50% 

600 

35% 

All 

All 

No 

3-3 

Yes  No 

HiFi_ 

San  Pedro  News-Pilot 

600 

$112.50 

600 

$75 

600 

$37.50 

MTuFS 

WT 

No 

2-1 

2-2 

Yes  No 

Hi-FJ _ 

San  Rafael  Independent- Journal  1000 

75% 

1000 

50% 

600 

35% 

All 

All 

Yes 

3-3 

2-1 

Yes  No 

Hi-Fi 

'^Hi-Fi(2) 

Santa  Ana  Register 

1000 

$325 

1000 

$250 

1000 

$175 

All 

All 

No 

7-3 

3-2 

Yes  No 

Santa  Barbara  News-Press 

iOOO 

75% 

1000 

50% 

588 

25% 

All 

All 

Yes 

7-7 

2-2 

Yes(l)No 

Santa  Cruz  Sentinel 

560 

$80 

560 

$40 

All 

All 

Yes 

3 

2-2 

Hi-Fi 

Santa  Maria  Times 

600 

$100 

600 

$75 

600 

$45 

All 

All 

Yes 

7-3 

2-2 

Offset  Offset 

Santa  Monica  Evening  Outlook 

588 

$150 

588 

$110 

588 

$70 

MTuFS 

WT 

Yes 

2-2 

1-1 

Yes  No 

Hi-Fi 

Santa  Paula  Chronicle 

None 

$105 

None 

$70 

None 

$40 

All 

All 

Yes 

3-2 

3-2 

No  Yes 

HF»iP 

Santa  Rosa  Press  Democrat 

1000 

75% 

1000 

50% 

600 

35% 

All 

All 

Yes 

7-4 

1-1 

Yes  No 

Hi-Fi  _ 

Stockton  Record 

1000 

$190 

$165 

$110 

All 

All 

Yes 

7-4 

1-3 

Yes  No 

Hi-Fi 

Sunnyvale  Standard-Reigster 
Leader 

588 

$50(3) 

All 

Yes 

2 

2-2 

Hi-Fi  _ 

Tahoe  Tribune 

600 

35% 

All 

7-3 

3-3 

Offset  Offset 

Thousand  Oaks  Chronicle 

K  PK 

$85 

54  pg.  $50 

All 

All 

No 

3-3 

1-1 

Offset  Offset 

Hi-Fi  _ 
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Most  Coloiul 


ONLY  THE  SAN  JOSE  MERCURY  AND  NEWS 
COVERS  NORTHERN  CALIFORNIA’S  PRIME  MARKET 


UP  16.9% 
UP  16.8% 
UP  16.5% 


SAN  JOSE 
MERCURY 
\  NEWS 

San  Jose.  California 

RLPRESENTED  NRTIONtUY  BY 
Sawyer-Ferguson-Walker  Company 


Daily  Newspapers  offering  ROP  color:  rotes  and  data  —  Cont'd. 

CompiUd  by  Editor  &  Publisher  end  Leke  Shore  Electrotype,  Chicago,  March,  l9iS 


3  Colors 
and  Black 
Min.  Size 

3-Color 

extra 

charge 

2  Colors 
and  Black 
Min.  Size 

2-Coior 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

1-Color 

rxtra 

charge 

Days 
of  Wk. 
Process 
color 
Avail. 

Days 
of  Wk. 
Spot 
color 
Avail. 

Mix 

Spec. 

Ink 

Closing 
days  for 
full& 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch  5th 
mats  Cyl. 

for-4  for-4 
color  color 
partial  partial 
pg.  pg. 

re-Prt  ; 
Insarti 
'cceptid  1 

CALIFORNIA  (Coat.) 

Thousand  Oaks  Concjo  News 

None 

$57 

All 

Yes 

3 

2-2 

Offset 

Offset 

Hi  Fi 

Torrancc-Redondo  Bcach-Hermosa 
Bearh-Nfanhattan  Beach  Breeze  520 

$180 

320 

$120 

None 

$60 

All 

AU 

No 

3-2 

2-2 

Yes 

No 

Hi-Fi 

Tulare  Advance-Register  & 

Times 

None 

$65 

None 

$50 

None 

$35 

All 

AH 

No 

3-3 

2-1 

No 

No 

HiFi 

Turlock  Journal 

None 

$60 

None 

$35 

All 

AU 

Yes 

2 

2 

No 

No 

Hi-Fi  1 

Vallejo  Times-Herald  & 
News-Chronicle 

560 

75% 

560 

60% 

560 

35% 

All 

AU 

Yes 

3-2 

3-3 

Yes 

No 

Hi-Fi 

None 

$130 

None 

$100 

None 

$65 

AU 

Yes 

2-2 

1-1 

Yes 

Yes 

Hi-Fi 

Visalia  Times-Delta 

None 

$90 

None 

$70 

None 

$45 

All 

AU 

Yes 

3-2 

1-1 

Yes 

No 

Hi-Fi 

Walnut  Creek  Contra  Costa  Times 

672 

$70 

SWTF 

Yes 

2 

hfTsF  j 

Watsonville  Register-Pajaronian 
&  Sun 

None 

$40 

All 

Yes 

2-2 

Hi-Fi  1 

Whittier  News 

1.320 

75% 

1320 

50% 

660 

25% 

All 

AU 

Yes 

10-3 

1-1 

No 

No 

Willows  lournal 

602 

$120 

602 

$80 

602 

$40 

MThF 

TW 

Yes 

10-3 

2-1 

Offset 

Offset 

HiFi 

Woodland  Democrat 

Page 

$100 

1000 

$70 

1000 

$40 

All 

All 

Yes 

7-3 

2-2 

Yes 

Yes 

1 

(1)  Except  Wed.,  Thurs.,  Sun. 
(21  Only  Mon.,  Tues.,  Fri. 

(3)  $r0  Wed.  only. 

COLORADO 

.\lamosa  Valley  Courier 

1176 

$50 

AU 

7-7 

Boulder  Camera 

1000 

$120 

1000 

$80 

1000 

$40 

All 

AU 

Yes 

5-3 

I-l 

Yes 

No 

Hi-Fi 

(?olorado  Springs  Free  Press 

Vi  Pg. 

$28 

AU 

No 

2 

1 

Colorado  Springs  Gazette- 
Telegraph 

Page 

$300 

Page 

$20)1 

1000 

$60 

All 

AU 

Yes 

4-3 

3-2 

Yes 

No 

Hi-Fi 

Denver  Post 

1000 

50% 

1000 

40% 

1000 

25% 

All 

AU 

Yes 

7-7 

1-1 

Yes 

No 

Denver  Rocky  Mountain 

News  (Tab.) 

1000 

$310 

1000 

$210 

1000 

$130 

All 

AU 

Yes 

5-2 

2-1 

HiFi  ^ 

Fort  Collins  Coloradoan 

None 

$80 

.None 

$40 

SMTT 

WF 

Yes 

2 

2-2 

Grand  Junction  Sentinel 

600 

$120 

600 

$80 

600 

$40 

AU 

AU 

Yes 

7-3 

2-1 

Greeley  Tribune  &  Republican 

Page 

$120 

1050 

$80 

1050 

$40 

MTWFS 

Th 

Yes 

3-3 

1-1 

Hi-Fi 

La  Junta  Tribune-Democrat 
( T  ab. ) 

600 

$35 

AU 

No 

3 

Offset 

Offset 

Hi-Fi 

Pueblo  Star- Journal  & 

(  hieftain 

600 

$175 

600 

$125 

600 

$75 

AU 

AU 

Yes 

8-3 

1-1 

No 

No 

HilFiJ 

Rocky  Ford  Gazette 

600 

$35 

AU 

No 

3 

Offset 

No 

Hi-Ff^ 

Sterling  Journal-Advocate 

1000 

$40 

AU 

No 

3 

2-2 

Hi-Fi 

CONNECTICUT 

Bridgeport  Post  &  Telegram 

Page 

$350 

Page 

$290 

1000 

$160 

All 

All 

Yes 

14-7 

3-3 

Bristol  Press 

8.50 

$85 

MTuFS 

Yes 

7-7 

1 

Danbury  News-Times 

1000 

$125 

1000 

$75 

MTuS 

MTuS 

Yes 

5-5 

2-1 

Greenwich  Time 

1000 

$70 

TT 

5 

2 

Offset 

Offset 

Hartford  Courant 

Page 

$405 

Page 

$290 

1000 

$150 

SMTWFS 

Th 

Yes 

7-7 

3-2 

■  !>*! 

Hartford  Times 

Page 

$420 

Page 

$305 

1000 

$165 

All 

All 

Yes 

14-7 

3-2 

Meriden  Morning  Record  & 
Journal 

1000 

$85 

AU 

No 

4 

1 

Middletown  Press 

1000 

$210 

1000 

$140 

1000 

$70 

All 

All 

Yes 

4-2 

2-2 

No 

No 

HirP' 

New  Britain  Herald 

None 

$75 

All 

Yes 

7 

1-1 

Hi-FP' 

New  Haven  Journal-Courier 

St  Register 

1000 

$3.50 

1000 

$2.50 

1000 

$150 

All 

AU 

Yes 

7-7 

2-5 

Yes 

No 

HF  4  SP 

New  Igmdon  Day 

Page 

$240 

1000 

$180 

1000 

$120 

All 

AU 

No 

7-5 

3-2 

Hi-Fi  ■ 

Norwich  Bulletin 

600 

$100 

AU 

Yes 

5 

2 

Hi-Fi  - 

Stamford  .\dvocate 

1000 

$100 

All 

Yes 

5 

1-2 

mam 

Torrington  Register 

1000 

$100 

1000 

$50 

All 

MTuFS 

No 

5 

2-2 

Hi-Fi  1 

Waterbury  Republican  & 
American 

1000 

$175 

1000 

$175 

1000 

$175 

All 

AU 

Yes 

7-7 

1-2 

Yes 

Yes 

Hi-Fi  J 

Willimantic  ('hronicle 

1000 

$.50 

All 

Yes 

3-2 

1 

Hi-FTJ 

DELAWARE 

■ 

Dover  Delaware  State  News 

Page 

$120 

Page 

$85 

1000 

$50 

All 

AU 

14-7 

2-2 

■P 

Wilmington  News  &  Journal 

1800 

$412 

600 

$294 

600 

$176 

All 

AU 

Yes 

6-3 

Yes 

Yes 

HF43M 

DISTRICT  OF  COLUMBIA 

Washington  News  (Tab.) 

600 

$350 

600 

$250 

600 

$150 

All 

AU 

Yes 

5 

2-2 

No 

Yes 

Hi-Fi  ! 

Washington  Post 

1000 

$600 

1000 

$400 

1000 

$275 

All 

AU 

Yes 

7-5 

2-6 

No 

Yes 

HF  4  SP 

Washington  Star 

1000 

$550 

1000 

$375 

1000 

$250 

All 

All 

Yes 

4-2 

2-6 

No 

No 

HF4S^ 

FLORIDA 

Bradenton  Herald 

1000 

$75 

AU 

Yes 

2 

2-2 

Clearwater  Sun 

None 

$60 

AU 

Yes 

3-3 

2-2 

Cocoa  Tribune 

1000 

$50 

AU 

Yes 

3 

2-2 

_ ^ 

Daytona  Beach  News-Journal 

600 

$156 

600 

$104 

600 

$60 

All 

AU 

Yes 

5-5 

2-2 

Yes 

No 

Hi-Fi  ^ 

DeLand  Sun-News 

600 

$25 

AU 

No 

1-3 

Fort  Lauderdale  News 

1000 

$300 

1000 

$300 

1000 

$175 

All 

AU 

Yes 

7-4 

2-2 

No 

No 

_ J 

Fort  Myers  News-Press 

840 

$140 

840 

$100 

840 

$55 

All 

AU 

Yes 

2-2 

2 

No 

No 

Hi-Fi 

Fort  Pierce  News  Tribune 

1000 

$100 

1000 

$50 

All 

All 

Yes 

3 

3-1 

Hi-Fi  ^ 

Fort  Walton  Beach  Playground 
Daily  News 

1000 

$75 

All 

Yes 

4 

2-2 

HF~43 

Gainesville  Sun 

1000 

$160 

1000 

$120 

1000 

$75 

All 

AU 

Yes 

5-3 

2-2 

Yes 

Yes 
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AROMUISION 


today^s  finest  newspaper  colors 


Your  Newspaper 
Deserves  the  Best 


STRONGER 

BRIGHTER 

MORE  MILEAGE 

LESS  OFFSET, 

rub-off  and  strike-through 


Flint  Ink  Corporation 

•  ^eCCerfotcAd  •  •  *picxd^ra^Acc 

ATLANTA  •  CHICAGO  •  CLEVELAND  •  DALLAS  •  DENVER  •  DETROIT  •  HOUSTON  •  INDIANAPOLIS 
JACKSONVILLE  •  KANSAS  CITY  •  LOS  ANGELES  •  MINNEAPOLIS  •  NEW  ORLEANS  •  NEW  YORK 
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3  Colors 

3-Color 

2  Colors 

2-Color 

1  Color 

1-Color 

Days 
of  Wk. 
Process 

Days 
of  Wk. 
Spot 

Mix 

Closing 
days  for 

No.  of 
Progs 

Patch 

mats 

for-4 

color 

5th 

Cyl. 

for-4 

color 

Pre-Prt. 

Inserts 

Accepted 

and  Black 

extra 

and  Black 

extra 

and  Black 

extra 

color 

color 

Spec. 

full  & 

and 

partial 

partial 

Min.  Size 

charge 

Min.  Size 

charge 

Min.  Size 

charge 

Avail. 

Avail. 

Ink 

Spot  Col. 

Proofs 

PB- 

PB- 

FLORIDA  (Coet.) 


Hollj-wood  Sun-Tattler 

7nn 

$185 

700 

$135 

700 

$75 

All 

All 

Yes 

3-2 

1-3 

No 

No 

Hi  Fi 

Jacksonville  Journal  & 
Times-Union 

None 

$700 

None 

$500 

None 

$300 

All 

All 

Yes 

10-10 

1-2 

Yes 

No 

Key  West  Citizen 

1000 

$.0334  li. 

All 

Yes 

2-2 

1-4 

- 

Page 

$195 

$140 

$85 

All 

All 

Yes 

5-5 

2-2 

TiFTSf 

Lake  Wales  Highlander 

None 

$80 

None 

$40 

Su 

W 

No 

3 

2-3 

Offset  Offser 

Hi-Fi 

Leesburg  Commercial 

one 

$120 

None 

$80 

None 

$40 

All 

All 

10-4 

Offset  Offset 

HF  & 

Marianna  Jackson  County 
Floridan 

1000 

30% 

All 

No 

4-4 

1 

Hi-Fi 

Miami  Herald 

.None 

$450 

None 

$300 

None 

$175 

All 

All 

Yes 

10-4 

5 

Ves 

No 

HFRSP 

Miami  News 

None 

$400 

None 

$350 

Non  • 

$200 

All 

All 

Yes 

7-4 

2 

No 

Yes 

Hj.f;  '  1 

Miami  Beach  Sun  (Tab.) 

None 

$125 

None 

None 

All 

All 

Yes 

2-2 

2-2 

Naples  (Tollier  Ceunty  News 

1000 

$100 

lOOO 

$50 

All 

All 

7-4 

2-2 

■slisn 

Offset 

~  1 

■Mm 

105% 

35% 

All 

All 

Yes 

4-2 

2-2 

Ho 

No 

"hTf 

Orlando  Sentinel  &  Star 

None 

$275 

None 

$225 

None 

$175 

All 

All 

Yes 

Yes 

No 

Hi-Fi 

30% 

All 

Yes 

10-2 

1-4 

$250 

■■ECSl 

All 

All 

Yes 

2-2 

1-2 

Yes 

No 

Hi-Fi 

980 

980 

^KIsS^I 

$55 

•All 

All 

Yes 

7-4 

2-2 

No 

No 

St.  Augustine  Record 

$50 

SMTTF 

Yes 

3-2 

Hi-Fi 

St  Petersburg  Times  ft 
Independent 

lOOU 

$400 

1000 

$300 

1000 

$200 

All 

All 

Yes 

4-4 

1-4 

Yes 

Yes 

HF  &  SP 

Sarasota  Herald-Tribune  & 
journal 

1000 

$90 

1000 

$70 

All 

All 

Yes 

2-2 

l-I 

HF  &  SP 

Tallahassee  Democrat 

1000 

$125 

1000 

$95 

1000 

$60 

All 

All 

Yes 

2-2 

2-2 

Yes 

No 

Hi-Fi 

Tampa  Tribune  &  Times 

1000 

$550 

1000 

$450 

1000 

$325 

All 

All 

Yes 

7-4 

2-2 

Yes 

No 

HF&SP 

Titusville  Star-Advocate 

1000 

$50 

All 

3-3 

2-2 

West  Palm  Beach  Patt.Tiines 

■on 

$200 

1250 

$125 

All 

All 

Yes 

7-7 

7-9 

Yes 

No 

Winter  Haven  News-Chief 

None 

$30 

All 

No 

4 

2-1 

Offset  Offset  Hi-Fi 

GEORGIA 


Albany  Herald _ 

Americus  Timee-Recorder 
Atlanta  Journal  Constitution 


500(1)  $75 

$5^ 


All(l)  Yes  10-4 

All 

All  Yes  10-5 


2-2  Yes  No  Hi-Fi 
T2  No  No  Hi-Fi 


Dalton  Citizen-News 


(jainesville  Times 


LaGrani^e  News 


Macon  Telegraph  &  New 


Marietta  Journal 

1000 

$175 

1000 

$125 

1000 

$75  i 

All 


All  No 


All 


All  Yes 


Savannah  News  &  Press  1000  $290 


Times- Enterpns 


\  ahiosta  Times 

W'aycrosh  lournal-Henld  1000  $120 

West  Point  Valley  Ttmes-News 


(1)  2  ft  3  colors  avail.  May  1*  1965;  Wed.,  Thur» 


1000  $230 


1000  $85 


Sun.  Contact  Pub. 


_1 _ Hi-Fi 

_ Yes  Xo  Hi-Fi 

2-1  Offset  Offset 


iinn»aniHiiii..uJ.'i.w 


Idaho  Falls  Post  Regi.ster 


Lewiston  T ribune  600 


Moscow  Idabonian  None 


Nampa-Caldwell  Free  Press  & 
News-Tribune  560 


Pocatello  State  Journal  600 


ILLINOIS 

Alton  Telegraph 


Aurora  Beacon-N 


Belvidere  Republican 


Bloomington-Normal  Pantagrapb  1000 


Canton  Ledge 


Centralia-Central  City-Wamac 

Sentinel _ 

Champaign-Urhana  Courier 


Champaign-Urbana  News 
Gazette 


Chicago  Calumet 


4« 


600  $110 


None  $90 


560  $75 


60U  $75 


1000  $150 


1000  $80 


1000  $50 


All  Yes  3-3  2-2 


All  Yes 


MTWFS  Yes 


1-1  Offset  Offset  Hi-Fi 


2-2  Hi-Fi 


1000  $85 


1000  $40 

1000  $60 


1000  $60 


STWTF  All  Yes 


All  AU  Yes 

All  Yes 


SMTWF  Yes 


1-1  (1)  (1)  Hi-Fi_ 

■m  Hi-Fi 
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435  North  Michigan  Ave. 
Chicago.  Illinois  60611 
(312)  467-4441 


85  rue  Gaucheret 
Brussels.  Belgium 
(02)  15.48.67 


1850  North  St.  Paul 
Wichita.  Kansas  67213 
(316)  942  6225 


from  '  SjAHU  research  in  print . . . 


A  70M  per-hour  Counter- Stacker! 


This  Sta-Hi/ Bonnier  Metro  Stack  ' 
Master  is  a  fully  automatic  Counter- 
Stacker  developed  specifically  to  meet  the 
demanding  retpiirements  of  American 
newspapers. 

At  its  capacity  of  70,000  copies  per  hour, 
this  stacker  more  than  matches  the  speed 
of  the  fastest  presses.  But  you  get  more 
than  fast  stacking  in  the  Stack  Master. 
It’s  Milgo  counter  erpiiiiiied  for  precise 
control  of  delivered  quantities ...  it’s 
portable  for  service  at  more  than  one 
press  location  . . .  and  it  delivers  to  either 
side,  or  right  and  left  alternately. 

All  features  of  the  Sta-Hi  ,  Bonnier  Metro 
Stack/Master  help  you  save  valuable 
mail  room  space,  and  provide  flexibility 
you  wouldn’t  have  thought  possible 
before.  The  costs?  Rather  modest, —  for 
proven,  “made  in  U.S.A.’’  equipment  like 
this.  Get  all  the  facts  on  this  advanced 
counter  stacker  today.  Call  the  nearest 
Sta-Hi  office,  your  headquarters  for  auto¬ 
matic  mail  room  equipment. 


.SiAfii 


STA-HI  CORPORATION 


2601  Campus  Drive 
Newport  Beach,  (^alif.  92663 
(714)  546-8000 


16611  Ventura  Blvd. 
Encino.  Calif.  91316 
(213)  788-8313 


Daily  Newspapers  offering  ROP  color:  rotes  and  data— Cont'd. 
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Spot  Col. 

Proofs 
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PR- 
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ILLINOIS  (Coat.) 


Chicago  Daily  Drtrndcr  (Tab.) 

1000 

35% 

1000  25% 

MTWTS 

All 

No 

7-5 

Hi-Fi 

Chicago  News 

Rage 

*725 

Page 

$725 

1000  $425 

All 

AU 

Yes 

7-3 

2-2 

HF&SP 

^Chicago  Sun-Times  (Tab.) 

Rage 

$550 

Page 

$550 

I'age  $375 

All 

All 

Yes 

7-3 

2-2 

HF4SP 

Chicago  Tribune 

Rage 

$1055 

Page 

$1055 

1000  $795 

All 

All 

Yes 

7-S 

2-3 

Hi-Fi 

Danville  Commercial-News 

1000 

$150 

1000 

$110 

1000  $65 

All 

All 

Yes 

6-5 

1 

No 

Yes 

Hi-Fi(2) 

Dixon  Telegraph 

H  PC 

$120 

!4  i>g- 

$80 

•/4  pg.  $40 

-MTuF 

MTuF 

No 

10-5 

2 

No 

No 

Hi-Fi 

DuQuoin  Call 

A  pg-  $25 

MTTFS 

Yes 

5 

3 

Hi-Fi 

Klhngftiam  News 

Vi  IW.  $45 

AU 

No 

5-3 

2-2 

No 

No 

Hi  Fi 

Klgin  Courier-News 

Page 

$140 

Va  I»g- 

$125 

/i  pg.  $105 

All 

All 

Yes 

6-6 

1-1 

Hi-Fi 

Freeport  Journal-Standard 

Page 

$8U 

Page 

$60 

1000  $40 

.\li 

All 

Yes 

3-3 

1-2 

HF  &  SP 

Galesburg  Register-Mail 

1000 

$100 

K.OO 

S75 

1000  $50 

All 

All 

Yes 

4-2 

2-2 

No 

Yes 

Hi-Fi 

Harrisburg  Regi.ster 

1000  $.15 

All 

No 

2-2 

1 

Hi-Fi 

Herrin  Spokesman 

None  $30 

All 

No 

3-3 

Hoopeston  Chronicle- Herald 

None  $35 

All 

7-3 

2-3 

Joliet  Herald-News 

Page 

$175 

1000 

$155 

1000  $135 

SMTuFS 

SMTuFS 

Yes 

6  6 

2-2 

HiFi 

Kankakee  journal 

1200 

$160 

1200 

$95 

1000  $65 

All 

All 

Yes 

4-3 

2-2 

Yes 

No 

Hi-Fi 

Kewanee  Star-(^urier 

Page 

$100 

1500 

$100 

loot)  $100 

All 

All 

Yes 

10-3 

2-2 

Yes 

No 

LaSalle-Peru-Oglesby  News- 
Tribune 

l.SOO 

$140 

1 500 

$100 

1000  $60 

All 

All 

No 

4-3 

1-1 

No 

No 

Hi-Fi 

MTWTF 

Yes 

12-9 

2-2 

Offset 

Offset 

Hi-Fi 

•All 

No 

3 

2-2 

No 

No 

HF&SP 

$85 

All 

All 

Yes 

3 

2-2 

Hi-Fi 

Moline  Dtst>atch  (3) 

1000 

$240 

1000 

$212 

1000  $102 

All 

All 

Yes 

5-3 

2-2 

Yes 

Yes 

Hi-Fi 

Monmouth  Review  .\tlas 

Page 

$105 

None 

$70 

None  $35 

All 

All 

Yes 

2-2 

1-1 

Hi-Fi 

Mount  Vernon  Revistcr-News 

Page  $60 

.Ml 

Yes 

3 

1-2 

No 

No 

Ottawa  Republican-Times 

1000 

1000  $50 

All 

All 

No 

3 

2-1 

Hi-Fi 

1000  $65 

MTuFS 

No 

6-6 

Peoria  Journal-Star 

1000 

1000 

$242.50 

1000  $175 

All 

All 

Yes 

S-S 

1-1 

Yes 

No 

HF  &  SP 

(jnincy  Herald-Whig 

ICOO 

HRiTim 

$80 

1000  $50 

All 

All 

Yes 

7-5 

1 

Yes 

No 

Hi-Fi 

KocAcford  Star  &  Register- 
Ke})ubltc 

$240 

$185 

None  $130 

All 

All 

Yes 

7-5 

2-2 

HF  &  SP 

Rock  Island  a^rgus  (4) 

■nm 

KS&^I 

■■liTim 

$212 

All 

All 

Yes 

5-3 

2-2 

Yes 

Yes 

Hi-Fi 

Springfield  State  Journal  & 
Register 

1000 

$265 

$215 

All 

All 

Yes 

2-1 

3-3 

Yes 

Yes 

Sterling-Rock  Falls  Gazette 

‘/t  pg.  $45 

All 

Yes 

4-3 

1-1 

No 

No 

Hi-Fi 

'A  pg- 

$50 

54  pg.  $25 

All 

All 

Yes 

7-3 

1-1 

HF  &  SP 

Waukegan-North  Chicago 
News-Sun 

1000 

$113 

1000 

$91 

1000  $70 

MTWTF 

MTWTF 

Yes 

S-S 

2-2 

Yes 

No 

Hi-Fi 

Wheaton  lournal 

1000  $60 

All 

4-4 

Offset 

Offset 

(1)  Offset  starting  May  1, 

(2)  Spectacolor  starting  May 

1965 

1,  1965 

(3)  Comb,  with  Rock  Ifiland  Areus. 

(4)  Comb.  With  Moline  Dispatch. 


INDIANA 


Anderson  Herald  &  Bulletin 

980 

$180 

980 

$120 

All 

All 

Yes 

2 

2-4 

Hi  Fi 

Bloomington-Bedford  Herald- 
Telephone  &  Times-Mail 

Page 

$135 

Page 

$90 

1000 

$45 

TWTFS 

M 

Yes 

3-2 

2-2 

Hi-Fi 

Clinton  Clintonian 

None 

$75 

None 

$50 

None 

$25 

All 

All 

No 

1-1 

2-2 

No 

Yes 

Hi-Fi 

Columbus  Republican 

None 

$85 

None 

$50 

All 

All 

Yes 

3-3 

1-1 

Hi-Fi 

C^nersville  News- Examiner 

1000 

$50 

WTS 

Yes 

3 

Offset 

Offset 

Hi-Fi 

Crawfordsville  Journal- Review 

None 

$130 

None 

$90 

None 

$50 

MTWTF 

MTWTF 

No 

3 

1-1 

No 

No 

Hi-Fi 

EUchart  Truth 

1000 

$115 

1000 

$70 

MTWTF 

MTWTF 

Yes 

3 

2-2 

Hi-Fi 

Klwood  Call-Leader 

600 

$50 

All 

7-4 

_ _ 

Evansville  Courier  &  Press 

Page 

$325 

1500 

$275 

1000 

$225 

AU 

All 

No 

5-5 

2-2 

Yes 

HiFi 

Fort  Wayne  Jouriial-(.»azette 
&  News-Sentinel 

1000 

$530 

1000 

$425 

1000 

$150 

All 

All 

Yes 

10-5 

1-2 

Yes 

Yes 

Hi-Fi 

Frankfort  Times 

700 

$35 

STWS 

No 

3-3 

1 

Hi-Fi  . 

Franklin  lournal 

Page 

$105 

Page 

$70 

.None 

$35 

MTWTF 

Sa 

No 

4-3 

2-2 

Offset 

Offset 

Hi-Fi 

Franklin  Star 

None 

$90 

None 

$70 

None 

$35 

MTuFS 

WT 

Yes 

3-2 

2-2 

No 

No 

Hi-Fi  . 

Gary  Post-Tribune 

1120 

$175 

1120 

$150 

1120 

$115 

All 

All 

Yes 

5-4 

2-2 

No 

No 

Hi-Fi 

(^hen  News 

A  pg. 

$195 

A  pg 

$1.10 

A  !'g-  J65 

All 

All 

Yes 

6-3 

Yes 

No 

Hi-Fi 

Hammond-East  Chicago  Times 

1000 

$235 

1000 

$190 

1000 

$130 

All 

AU 

Yes 

7-4 

2-2 

No 

No 

Hi-Fi 

Indianapolis  Star  &  News 

1000 

$500 

1000 

$400 

1000 

$300 

AU 

All 

Yes 

5-4 

2-4 

No _ 

No 

HF  &  SP 

Indianapolis  Times 

1000 

$300 

1000 

$230 

1000 

$160 

MTWTFS 

Sun. 

Yes 

2-2 

2-1 

Yes 

No 

Hi-Fi 

Jasiier  Herald  (Tab.) 

None 

$57.50 

None 

$35 

AU 

All 

Yes 

3 

Offset 

(Jffsef 

Hi-Fi 

Kokomo  Times 

1000 

$120 

1000 

$80 

1000 

$40 

All 

All 

7-3 

2 

Offset 

Offset 

_ 

Kokomo  Tribune 

1000 

$140 

1000 

$105 

1000 

$60 

All 

All 

No 

7-4 

2-2 

Yes 

No 

Hi-Fi  _ 

Lafayette-West  Lafayette 
Journal  &  Courier 

1000 

$160 

1000 

$120 

600 

$80 

All 

All 

Yes 

3-3 

2-2 

Yes 

No _ 

Hi-Fi  _ 
Hi-Fi  , 

La  Porte  Herald-.Argus 

1000 

$150 

1000 

$100 

1000 

$50 

All 

All 

Yes 

5-3 

2-2 

No 

Yes 

I..ebanon  Reporter 

1000 

$40 

MTuFS 

Yes 

7 

2-2 

Hi-Fi  _ 

Logansport  Pharos-Tribune  & 
Press 

1000 

$135 

1000 

$90 

1000 

$50 

All 

All 

Yes 

4-2 

2-2 

Yes 

Yes 

Hi-Fi _ 

Hi-Fi  _ 

Madison  Courier 

1000 

$40 

All 

Yes 

3-2 

3-2 

Marion  Leader-Tribune  & 
Chronicle 

None 

$100 

None 

$80 

None 

$50 

-Ml 

All 

Yes 

4-2 

1-1 

No 

No  _ 

Martinsville  Rcjwrter 

None 

$40 

MTTFS 

Offset 

Offset _ 

Michigan  Citv  News-Dis|katch 

1000 

$150 

1000 

$100 

1000 

$50 

AU 

AU 

No 

5-5 

2-2 

No _ 

No _ 

Mishawaka  Tinic^ 

1000 

$115 

1000 

$70 

MTWTF 

MTWTF 

Yes 

3 

2-2 
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ONE  TO  FIVE  COLORS 
OF  YOUR  CHOICE 


ON  THE  NEW  WOOD  5-COLOR  UNIT 


This  entirely  new  unit,  with  its  almost  limitless  Color  flexibility,  adds 
variety  and  depth  to  color  combinations,  impossible  to  produce 
with  4-Color  Units.  Advertisements  come  alive  where  natural  colors 
are  essential  to  present  food,  beverages,  fruits,  etc.  in  their  most 
appetizing  manner.  You  can  obtain  faithful  color  reproduction  and 
maximum  eye-appeal. 

Five-Page  console  height  Control  Panels  —  one  for  each  color 
—  permit  simple,  accurate  fingertip  ink  adjustments  in  black,  spot 
and  multicolor  printing  for  single  column  or  page  wide  makeup. 
Print  one  to  five  Colors  with  full  console  control. 


Send  for  our  latest  Catalog  describing 
WOOD-SCOTT  Presses  and  equipment. 


WOOD  NEWSPAPER  MACHINERY  CORPORATION 

PLAINFIELD.  NEW  JERSEY 


Daily  Newspapers  offering  ROP  color:  rotes  and  data — Cont'd. 
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INDIANA  (Coot.) 

Muncic  Star  &  Press 

lOUU 

$225 

1000 

$150 

1000 

$75 

All 

AU 

Yes 

7-7 

3-3 

Yes 

Yes 

SP 

New  Albany  Tribune 

1000 

$65 

MTuWF 

No 

5-5 

2-2 

libR 

New  Castle  Courier-Times 

None 

$120 

None 

$60 

All 

All 

No 

3 

2-1 

Hi-Fi 

Noblesville  Ledger 

630 

$45 

All 

No 

5 

1 

Peru  Tribune 

None 

$I15.5U 

None 

$77 

None 

$38.50 

All 

All 

No 

8-3 

2-1 

Yes 

Yes 

Hi-Fi 

Plymouth  Pilrt-Ncws 

I'age 

$120 

'A  PB- 

$80 

'A  Pg. 

$50 

WTFS 

MT(1) 

No 

6-3 

3-1 

Hi-Fi 

Portland  Commercial-Review 

1000 

$35 

.MTWFS 

Rusbville  Republican  &  Teleg 

ram 

400 

$35 

MTWTF 

No 

2 

Hi-Fi 

Seymour  Tribune 

None 

$80 

None 

$45 

All 

All 

Yes 

3 

3-1 

Hi-Fi 

Shelbyville  News 

1000 

$80 

1000 

$40 

All 

All 

Yes 

4-3 

2-2 

Hi-Fi 

South  Bend  Tribune 

1 0(HI 

$300 

1000 

$250 

1000 

$135 

AU 

All 

No 

7-4 

2-1 

Yes 

No 

Hi-Fi 

Terre  Haute  Tribune-Star 

1000 

$110 

AU 

Yes 

7-7 

2-2 

Union  City  Times-Gazette 

1000 

$40 

All 

Vincennes  Sun-Commercial 

1000 

$50 

AU 

Yes 

3 

Hi-Fi 

Wabash  Plain  Dealer 

None 

$70 

None 

$35 

All 

AU 

Yes 

4 

2-2 

Hi-Fi 

Warsaw  Times-l'nion 

'<  pg- 

$60 

W 

Yes 

6 

1 

No 

No 

Hi-Fi 

Winchester  News  &  Journal- 
Herald 

1000 

$40 

AU 

(1)  Spot -color  $25.  J 


IOWA 


Ames  Tribune 

420 

$30 

All 

Yes 

3 

2-2 

HiFi 

Boone  New>>*Kepublican 

1000 

$35 

AU 

No 

2 

1-2 

Hi-Fi 

Burlington  Hawk-Eye 

lOOU 

$120 

1000 

$90 

1000 

$60 

All 

AU 

Yes 

6-4 

Yes 

No 

Hi-Fi 

Carroll  Times  Herald 

1000 

$40 

AU 

No 

1 

3 

Hi-Fi  : 

Cedar  Rapids-Marion  Gazette 

I  QUO 

$250 

1000 

$200 

1000 

$100 

All 

AU 

Yes 

3-3 

2-2 

Yes 

No 

Hi-Fi 

Centerville  lowegian  &  Citizen 

840 

$27.50 

AU 

No 

2 

2-2 

Yes 

Hi-R 

Clinton  Herald 

lOOO 

$60 

AU 

Yes 

3 

2-1 

usmm 

Council  Bluffs  Nonpareil 

1000 

$160 

1000 

$110 

1000 

$60 

AU 

AU 

Yes 

7-3 

3-3 

Yes 

No 

Hi-Fi 

Davenport-Bettendorf  Times* 
DemocTat 

1000 

$238 

1000 

$238 

600 

$110 

AU 

AU 

Yes 

6-4 

2-2 

Yes 

No 

Hi-R  i 

Des  Moines  Register  &  Tribune  Page 

$500 

Page 

$500 

1000 

$350 

All 

AU 

Yes 

6-5 

1-2 

Dubuque  Telegraph-Herald 

Page 

$175 

1000 

$85 

MTuF(l) 

MTuF(l) 

Yes 

5-5 

1-1 

No 

No 

Hi-R  1 

Fort  Dodge  Messenger  & 
Chronicle 

1000 

$160 

1000 

$110 

1000 

$60 

.Ml 

AU 

14-7 

1-1 

Fort  Madison  Democrat 

600 

$35 

MTWTF 

No 

3 

2-2 

iTra» 

Iowa  City  Press-Citizen 

Page 

$405.76 

54  pg. 

$200 

54  pg. 

$175 

AU 

AU 

Yes 

7-4 

3 

No 

No 

Keokuk  Gate  City 

Page 

$75 

Page 

$55 

None 

$35 

AU 

AU 

Yes 

3-2 

2-2 

i;tB4W 

Marshalltown  Times-Republican 

1000 

$110 

1000 

$80 

1000 

$50 

AU 

AU 

No 

5 

1 

Mason  City  Globe  Crazette 

None 

$135 

None 

$105 

None 

.«75 

AU 

AU 

Yes 

7-7 

I-l 

No 

Yes 

Muscatine  Journal 

1000 

$50 

1000 

$.30 

1000 

$35 

All 

AU 

Yes 

3-3 

2-2 

Yes 

Yes 

Newton  News 

1000 

$40 

.Ml 

Yes 

7-7 

^■1 

Oelwein  Register 

1000 

$35 

All 

2 

Oskaloosa  Herald 

1000 

50% 

AU 

Yes 

2-2 

2-2 

HH 

t!fB  jlW 

Ottumwa  Courier 

Page 

$90 

1000 

$80 

1000 

$70 

TWTF 

AU 

Yes 

3-3 

2-2 

No 

No 

A 

Perry  Chief 

588 

$25 

AU 

No 

2 

Sioux  City  Journal 

Page 

35% 

Page 

35% 

1000 

25% 

All 

AU 

Yes 

7-5 

Hi-R  H 

Spencer  Reporter  Sr  Times 

1000 

$46 

AU 

No 

5 

2 

No 

No 

Washington  Journal 

672 

$22 

AU 

No 

1 

W aterloo-Cedar  Falls-  E vansdale 
Courier 

1500 

$250 

1500 

$175 

1000 

$85 

AU 

All 

Yes 

4-2 

2-2 

Yes 

Yes 

Hi-R  M 

(1)  Occasionally  Wed.,  Thur.,  Sun.  on 

request. 

KANSAS 

1 

Arkansas  City  Traveler 

54  pg. 

$35 

AU 

No 

3 

1 

Hi-Fi  M 

Atchison  Globe 

1000 

$60 

1000 

$30 

All 

A 11 

Yes 

2-1 

2-2 

USm 

Augusta  Gazette 

500 

$30 

AH 

2 

Offset 

Offset 

Coffeyrille  Journal 

None 

$50 

None 

$25 

AU 

All 

No 

3-3 

No 

Em 

Dodge  City  Globe 

600 

$35 

.Ml 

Yes 

3 

3 

El  Dorado  Times 

1000 

$142.95 

1000 

$9  5.  .10 

1000 

$47.65 

All 

All 

Yes 

3-3 

3-1 

Yes 

Yes 

IR 

Emporia  Gazette 

1000 

$50 

All 

No 

2 

2-1 

Fort  Scott  Tribune 

1000 

$25 

All 

No 

3 

2-2 

Garden  City  Telegram 

1000 

$25 

■CnT!||H 

$25 

HEESH 

$25 

AU 

AU 

Yes 

5-2 

3-1 

Yes 

Yes 

Hi-R  ; 

Great  Bend  Tribune 

Page 

Page 

$75 

$30 

AU 

AU 

Yes 

7-4 

4-4 

HUH  J 

Great  Bend  Western  Kansas 
l^ess 

1000 

$35 

All 

7-3 

1-1 

Hays  News 

■TTiTjlB 

$90 

$50 

AU 

All 

Yes 

2-2 

Ht-R  ^ 

Hutchinson  News 

None 

$235 

None 

$180 

None 

EniaH 

All 

AU 

Yes 

6-5 

1-2 

No 

No 

Hi-R_ 

Independence  Reporter 

HESSHI 

$35 

All 

No 

14-7 

M 

_ 

Junction  City  Union 

$125 

I^EESIH 

$85 

$45 

AU 

AU 

Yes 

3-3 

1-1 

Yes 

No 

Hi-R 

Kansas  City  Kansan 

ari?i!ii 

$185 

1000 

$125 

None 

$65 

AU 

AU 

Yes 

3-2 

1-1 

Yes 

No 

Hi  R  _ 

I.awrence  Journal-World 

$1.30 

TilMI 

$95 

HEHllBi 

Ml 

AU 

Yes 

4-2 

1-1 

Yes 

No 

HiR^ 

hesqh 

25% 

AU 

No 

4-4 

2 

HiTij 

liberal  Southwest  Times 

378 

$.30 

AU 

Yes 

3-3 

1 

Hi-Fi 

Manhattan  Mercury 

loon 

30% 

,>MTTF 

No 

3-3 

M 

Hi-Fi  ^ 

Newton  Kansan 

lOOO 

$35 

AU 

Yes 

4 

2-2 

Hi-Fi 

CMathe-Overland  Park  News 

None 

$70 

None 

$52.50 

None 

$35 

AU 

All 

No 

6-2 

Offset  Offset 

HFil 

Ottawa  Herald 

None 

$70 

Non- 

$52.. so 

None 

$35 

AU 

All 

No 

6-2 

Offset  Offset 

hfH 

Parsons  Sun 

54  I>g. 

$35 

AU 

No 

5-5 

2-2 

nffih 

52 
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AMKKICAX  TYI’E  KOrXDEKS 

Web  Division 

200  FIniora  Avenue.  F.li/abeth.  Ne^  Jersey 
f  Li^abeth  3  1000  (Area  Code  201) 


Why  should  a 
daily  newspaper 
buy  Photo -Lathe 

anyhow? 

You  can  save  hundreds 
of  dollars  a  year  .  .  . 

If  you  have  another  electronic  engraver  You  can  own  a  new  Photo-Lathe 

now,  you  can  save  up  to  50%  on  your  about  $25  a  week! 

plate  costs  alone.  You  can,  you  know.  One 

publisher  told  us  he  saved  32.8%  in  one  That’s  right.  Photo-Lathe  is  introducing 

year.  Not  surprising  when  you  consider  a  new  time  purchase  plan  that  enables 

Photo-Lathe  plate  costs  are  just  ^  cent  you  to  reduce  your  payments  to  as  low  as 

per  square  inch  .  .  .  and  nobody  delivers  $25  a  week  with  only  a  nominal  down 

halftones  at  those  prices  but  Photo-Lathe.  payment.  And  remember :  the  standard 

black-and-white  Photo-Lathe  is  only 
$3750  complete.  The  INSTANT  COLOR 
You  get  good  .  .  .  big  halftones  Photo-Lathe  just  $4000.  As  always,  these 

.  .  .  f€tst!  prices  F.O.B.  LaSalle,  Illinois  for  instal¬ 

lation  anywhere  in  the  United  States. 

See  the  picture  on  the  opposite  page?  One 
is  a  new  Photo-Lathe  Duo-Tone  .  .  .  the 
other  a  110  line  screen  plate  that  will  run 
on  newsprint  .  .  .  direct  or  matted.  You 
can  get  last  minute  news  pictures  ready 
within  a  half  hour  of  press  time  .  .  .  and 
you’re  not  limited  to  4  column  sizes  be¬ 
cause  Photo-Lathe  plates  measure  a  full 
12x18  inches.  (Photo-Lathe  makes  line  is  the  registered  name  of  the  electronic  en- 

engravings,  too  —  but  that’s  another  graver  manufactured  by  Graphic  Electronics^ 

story).  Inc.,  LaSalle,  III. 
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3  Colors 
and  Black 
Min.  Size 

3-Color 

extra 

charge 

2  Colors 
and  Black 
Min.  Size 

2-Calor 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

1-Color 

extra 

charge 

Days 
of  Wk. 
Process 
color 

Avail. 

Days 
of  Wk. 
Spot 
color 
A«a(l. 

Mix 

Spec. 

Ink 

Closing 
days  for 
full  & 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch  5th 
mats  Cyl. 
for-4  for-4 
color  color 
partial  partial 
pg.  pg- 

Pre-Prt. 

Iniertj 

AcetptW 

KANSAS  (Cont.) 

Pittsburg  HeadliKlit  &  Sun 

Page 

25% 

TuF 

No 

14-7 

1-1 

No 

No 

Pratt  Tribune 

588 

$50 

All 

No 

7-3 

' 

Salina  Journal  None 

$225 

None 

$175 

None* 

$85 

All 

All 

Yes 

6-4 

1-1 

No 

Yes 

Hi'rj 

Topelca  Capital-Journal  None 

$300 

None 

$2 12.  .50 

None 

$125 

All 

All 

A'es 

4-3 

2-1 

V’es 

No 

Hi-Fi 

Wichita  Eagle  &  Beacon  500 

$300 

500 

$275 

500 

$175 

All 

All 

Yes 

7-4 

2-1 

Yes 

No 

Hi-Fi 

Winfield  Courier 

None 

$30 

All 

No 

2 

2-2 

No 

No 

KENTUCKY 

Ashland  Independent  l*age 

$177.83 

15C0 

$105 

1000 

$35 

All 

All 

No 

4-4 

3-2 

No 

No 

Hi-Fi 

Bowline  Green  Park  City  News 

1000 

25% 

All 

No 

3 

2 

No 

Corbin  Tribune  &  Times 

1000 

ii'A% 

-All 

Ves 

12-12 

2-2 

No 

No 

HiFi 

Danville  Advocate- Messenger 

1000 

$25 

All 

No 

1 

Offset  Offset 

Frankfort  State  Journal  1000 

$100 

1000 

$75 

1000 

$50 

All 

All 

Yes 

5-3 

2-1 

Yes 

No 

Hi-Fi 

Glasgow  Times 

None 

$30 

None 

$20 

All 

All 

Yes 

2-2 

2-2 

Offset 

Offset 

Henderson  (jleaner-joumal 

None 

$35 

TWFS 

No 

6-6 

2-2 

No 

No 

llbFi 

Hopkinsville  Kentucky  New  Era 

1000 

$50 

All 

Yes 

5-4 

2-2 

Hi-Fi 

Lexington  Herald-Leader 

1000 

$125 

All 

Yes 

7-7 

2-2 

HiFi 

Louisville  Courier-Journal  & 

Times 

1000 

$275 

-All 

Yes 

10 

2-1 

HF&SP 

Madisonville  Mes>enger  Page 

$130 

Page 

$90 

‘/2  PK- 

$50 

MTWFS 

Th 

Yes 

4-3 

1 

Offset 

Offset 

Hi-Fi 

Midd!e«boro  News 

loot) 

$30 

.All 

Yes 

2 

2-1 

Hi-Fi 

Owensboro  Messenger  &  Inquirer 

1000 

33!/j% 

All 

No 

7-3 

2-2 

Paducah  Sun-Democrat  Page 

$140 

Page 

$120 

1000 

$60 

All 

All 

Yes 

7-3 

1-1 

Hi-Fi 

Paris  Enten»rise 

1000 

$25 

All 

7-3 

2-2 

Offset 

Offset 

LOUISIANA 

.\lexandria-Pinevi!le  Town  Talk  1000 

$90 

1000 

$72 

1000 

$45 

All 

All 

Yes 

4-2 

2-2 

Yes 

No 

Hi-Fi 

Bastrop  Enterprise 

None 

$65 

None 

$40 

MTTF 

All 

Yes 

2 

2-2 

Offset 

( )ff  set 

Hi-Fi 

Baton  Rouge  Advocate  &  State 

Times  1000 

$300 

1000 

$225 

1000 

$150 

All 

-All 

Yes 

4-4 

2-2 

Yes 

Yes 

Hi-Fi 

Bogalusa  News 

■4  I'K- 

$70 

4  pg- 

$35 

MTuF 

SWT 

Ves 

3-2 

Hi-Fi 

Crowley  Signal 

1000 

$50 

All 

No 

3 

1 

Hi-Fi 

Franklin  Banner-Tribune 

None 

$50 

Offset 

Offset 

Hammond  Star  None 

$75 

None 

$50 

None 

$25 

All 

All 

Yes 

3-1 

1-1 

Offset 

Offset 

Hi-Fi 

Jennings  News  1000 

$85 

1000 

$t>5 

1000 

$45 

All 

-All 

Yes 

4-4 

3-1 

No 

Yes 

Hi-Fi 

Lafayette  -Advertiser 

1000 

35% 

All 

Yes 

7-3 

2-2 

Lake  Charles  -American  Press  1000 

$160 

1000 

$120 

1000 

$80 

All 

All 

Ves 

7-3 

3-3 

No 

No 

Hi-Fi 

Monroe  World  &  News-Star  1000 

$130 

1000 

$105 

600 

$75 

WT 

All 

Yes 

4-3 

1-2 

No 

No 

Morgan  City  Review  1000 

$220 

1000 

$180 

1000 

$40 

STuF 

STuF 

No 

5-2 

2-2 

Offset 

Off.set 

Hi-Fi 

New  Iberia  Iberian  & 

Jeanerette  Enterprise 

1000 

$50 

Th 

No 

3 

1-1 

Yes 

No 

New  Orleans  Times-l’icayune  & 

States- Item  '  1000 

$490 

1000 

$490 

1000 

$250 

All 

All 

Yes 

7-7 

1-1 

No 

No 

Hi-Fi 

Opelousas  World 

1000 

$35 

All 

Yes 

4-4 

2-1 

Offset 

Offset 

Hi-Fi 

Shreveport  Journal  &  Times  1000(1)  $275 

looot  n 

i  $225 

1000(1 ) 

$150 

All 

All 

Yes 

7-5 

2-2 

Yes 

No 

Hi-Fi 

(1)  400  li.  min.  accepted  with  3-day  leeway. 

MAINE 

-Augusta  Kennet>ec  Journal 

1000 

$75 

1000 

$50 

TnF 

MWTS 

Yes 

3-2 

2-2 

Hi-Fi 

Bangor  News  Page 

$300 

100) 

$250 

1000 

$200 

All 

All 

Yes 

6-6 

2-2 

Hi-Fi 

Biddeford-Saco  Journal 

1000 

$50 

All 

No 

10-7 

2 

No 

No 

I.ewiston-.4uburn  Sun  &  Journal  None 

$175 

None 

$1.50 

None 

$125 

All 

All 

Yes 

5-5 

1-1 

Yes 

Acs 

Hi-Fi 

Portland  Press  Herald, 

Express  &  Telegram  1000 

$350 

1000 

$375 

1000 

$200 

All 

All 

Yes 

7-4 

2-2 

No 

Ves 

Hi  Fi 

Waterville  Sentinel 

10(10 

$137.50 

1000 

$ion 

MTWFS 

Th 

No 

6-6 

1-1 

Hi  Fi 

MARYLAND 

-Annapolis  Capital 

1000 

.50% 

All 

No 

5-3 

No 

No 

Hi-Fi 

Baltimore  News  American  loOO 

$615 

100(1 

$515 

1000 

$350 

.MTWTFS 

Su 

Yes 

3-3 

1-3 

No 

No 

Hi  Fi 

Baltimore  Sun  Page 

$980 

Page 

$830 

1000 

$580 

All 

All 

No 

5-3 

2-2 

No 

No 

HF&SH 

Cambridge  Banner 

1000 

$70 

1000 

$45 

All 

All 

No 

3-2 

2-2 

No 

A'es 

H-Fi 

Cumberland  News  &  Times  980 

$100 

980 

$70 

980 

$50 

SMTWTF 

SMTWTF 

Yes 

7-7 

2-2 

No 

No 

Hi-Fi 

Frederick  Post  &  News 

None 

$55 

All 

Yes 

7-3 

2-4 

Yes 

No 

Hagerstown  Herabl  Mail  2408 

$190 

2408 

$150 

1000 

$75 

All 

All 

Yes 

7-4 

2-1 

HF&sr 

Salisbury  Times  Page 

$1.50 

Page 

$100 

1000 

$50 

All 

All 

Acs 

5-3 

2-2 

Hi  Fi 

MASSACHUSETTS 

Attleboro  Sun 

840 

$60 

MTWTF 

No 

4 

2-2 

Hi-Fi 

Bostem  Christian  Science 

Monitor  1000 

50% 

1000 

40% 

1000 

25% 

All 

All 

Ves 

5-5 

4-4 

Yes 

No 

Hi-Fi 

Boston  Globe  1000 

$650 

1000 

$600 

1000 

$450 

SMTWTF 

SMTWTF 

Yes 

3-2 

3-3 

No 

Yes 

HF& 

Boston  Herald  Traveler  1000 

$675 

1000 

$600 

600 

$450 

SMTWTF 

SMTWTF 

Yes 

14-5 

3-3 

No 

Yes 

HK&  SP 

Boston  Record  American  (Tab.) 

1000 

$400 

All 

Yes 

5 

1-1 

Hi  Fi 

Brockton  Enterprise  &  Times  1000 

$225 

1000 

$175 

1000 

$60 

MTTFS 

W 

Yes 

5-3 

3-1 

Yes 

Yes 

Hi-Fi 

Fall  River  Herald-News 

None 

$60 

All 

Yes 

7-3 

3-4 

No 

No 

Fitchburg  Sentinel 

* 

1000 

$75 

All 

Yes 

5 

1 

Hi-Fi 

Gardner  News 

y2  pg- 

$L50 

'A  pg. 

$75 

All 

All 

A’es 

2-2 

1-1 

Hi-Fi 
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Lures  that  capture  the  big  action  usually  offer  color.  Same  with  ads— just  ask  our  color 
advertisers.  They  consider  the  Free  Press  newspaper  color  headquarters  in  Detroit  and 
Michigan.  They’re  right.  We’re  the  only  Detroit  paper  offering  full  color  every  day  of 
the  week.  We’re  the  only  one  equipped  to  publish  the  brilliant  color  reproduction 
process  of  SpectaColor.  That’s  not  all.  We  offer  full  technical  assistance  on  any  and  all 
color  problems.  You  can  ask  Production  Manager  William  Coddington  about  that. 
Lots  of  our  best  advertisers  do,  and  they’re  happy  with  his  answers. 

JJetroit 

MICHIGAN'S  ONE  AND  ONLY  MORNING  NEWSPAPER;  DAILY,  513,410:  SUNDAY,  5n,4ra 
RtptntnM  bf  Story,  Broobt  tnd  Unity 
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3  Colors 
and  Black 
Min.  Size 

3-Colar 

extra 

charge 

2  Colors 
and  Black 
Min.  Size 

2-Color 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

1-Color 

extra 

charge 

Days 
of  Wk. 
Process 
color 

Anil. 

Days 
of  Wk. 
Spot 
color 
Anil. 

Mix 

Spec. 

Ink 

Closing 
days  for 
full& 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch 
mats 
for -4 
color 
partial 
PO- 

Sth 

Cyl 

for-4 

color 

partial 

PO 

Pre-Prt. 

Inserts 

"ccepted 

MASSACHUSETTS  (Cont.) 

Ciloucester  Times 

600 

$75 

AU 

No 

5-5 

2-2 

IIP  &  CP 

Gremticld  Recordcr-Ga/ette 

1000 

$160 

MTWTF 

No 

3 

2-2 

Hi-Fi 

Haverhill  Journal 

500 

$100 

500 

$75 

All 

All 

Yes 

No 

Holyoke  Transcript-Telegram 

Page 

$403.20 

1000 

$135 

1000 

$100 

AU 

All 

Yes 

7-5 

2 

HF  & 

Caiie  Cod  Standard- 

Ttnie*- 

«100 

600 

n0(t 

$50 

All 

\” 

Nn 

2-2 

No 

No 

Lawrence  Eagle-Tribune 

1000 

25% 

SMTWFS 

Yes 

3 

1-1 

lli-Ki 

lajwell  >un 

oon 

$100 

oOO 

$75 

All 

\-! 

\n 

2-2 

2-1 

iirFi 

Malden  Nfw> 

5b0 

$75 

All 

\o 

7-5 

2-2 

Medford  Mercury 

560 

$75 

All 

No 

7-5 

2-2 

Yes 

Yes 

Milford  News 

10011 

$65 

All 

Offset 

Offset 

New  Bedford  Standard-Time- 

600 

$110 

All 

No 

3 

2 

iii-hi 

North  Adams  Transcript 

750 

$60 

All 

No 

5 

2-1 

III  Ki 

I'ittsfield  Berkshire  Eaele 

1000 

SJOo 

1000 

ClhO 

1000 

$100 

All 

All 

Nes 

3-1 

No 

No 

Hi-Fi 

kjuincy  Patriot-Leslger 

1000 

$150 

1000 

$125 

All 

AU 

No 

4-4 

Hi-Fi 

Salem  News 

H  pa 

50 '15. 

■4  pg.  35% 

MTWFS 

Th 

Yes 

4 

2-2 

Hi-Fi 

Southbndge  News 

600 

$30 

All 

Yes 

2 

Springfield  Ciiion,  News  X 
Republican 

1000 

$250 

MTTF.S 

Yes 

5 

HF&  SI’ 

rauntoti  Ciazeite 

moo 

$50 

MTwr 

4 

Waltham  News-Tribune 

(•00 

$140 

(lOo 

$90 

600 

$.50 

All 

AU 

No 

3-3 

2-2 

Yes 

NVs 

HF&SI’ 

Wolmni  Time* 

1000 

$75 

AU 

No 

2 

1-1 

Worcester  Telegram  &  Gazette 

1000 

S3(K» 

1000 

$250 

1000 

$200 

All 

All 

Yes 

5-5 

2-2 

No 

Yes 

Hi  Fi 

MICHIGAN 

Albion  Recorder 

1000 

$50 

AU 

No 

6 

ili-Fi 

Alpena  News 

1000 

$60 

All 

Yes 

5-3 

2-1 

Hi  Fi 

Ann  Arlior  News 

1000 

$60 

AU 

Yes 

3 

2 

HF  &  c|’ 

Battle  Creek  Emiuirer  &  New 

-  1000 

$120 

noo 

$90 

1000 

$50 

All 

AU 

Yes 

7-3 

2-2 

No 

No 

Hi-Fi 

Bay  City  Times 

1000 

$117 

AU 

Yes 

3 

2 

Benton  Harbor  News-Palladium  Page 

$432.77 

Pace 

$324 

1000 

$84 

Ml 

All 

No 

3-2 

2-2 

No 

No 

Hi  Fi 

('adillao  News 

1000 

$60 

AU 

5es 

4 

Hi  Fi 

Detroit  Free  Fress 

Page 

$1000 

Pege 

$1000 

1000 

$550 

Ml 

AU 

NVg 

7-3 

6-6 

HFSSI’ 

Detroit  News 

P-ige 

$1000 

l*n*7r 

«1000 

1000 

$650 

W 

SMTTFS 

Yes 

5-2 

4-6 

Hi-Fi 

Dowagiac  News 

500 

$40 

AU 

No 

5 

2-2 

HFSr  SI’ 

Kscanaba  Press 

1000 

$60 

All 

6 

Flint  Journal 

Page 

S.LS0 

Page 

$375 

1000 

$150 

MTWTFS 

Sun. 

Yes 

5-3 

I-l 

HF  &  SP 

tiratid  Haven  Tribune 

1000 

$65 

MTAVTK 

Nc 

3 

2-1 

Hi-Fi 

(erand  Rapids  Press 

1000 

25% 

AH 

Yes 

4-4 

2-1 

HF*  SP 

Greenville  News 

1000 

$7.S 

1000 

$50 

1000 

$25 

All 

AU 

No 

3-2 

2-1 

Offset  Offset 

Hi-Fi 

Hillsdale  News 

560 

$40 

WTTFS 

No 

3 

Hi-Fi 

Holland  Sentinel 

Page 

$2f.O 

1501 

$185 

lOCO 

$85 

All 

AU 

No 

7-7 

4 

No 

No 

Hi-Fi 

Iron  Mountain-Kingsford  New 

S 

600 

$50 

MTTFS 

lackson  ('itizen  Patriot 

Page 

$200 

Page 

$175 

1000 

$60 

All 

AU 

Yes 

4-4 

2-4 

HF&SP 

Kalamazoo  (iazette 

1000 

25% 

AU 

Yes 

3 

2-2 

HF4SP 

Lansin?  State  journal 

Page 

$275 

Page 

$250 

1000 

$118 

All 

AU 

3-2 

2 

Hi-FidI 

Ludington  News 

1000 

$60 

AU 

No 

7-4 

2-2 

Manistee  News-Advocate 

1000 

$50 

AU 

No 

3 

1-1 

No 

No 

Marquette  Mining  Journal 

600 

$50 

AU 

No 

5-4 

2-2 

Hi-Fi 

Menominee  Herald-I^ader 

602 

$80 

602 

*40 

All 

AU 

Yes 

3-3 

1 

Offset  Offset 

Hi-Fi 

Midland  News 

560 

$60 

AU 

Yes 

4 

2-2 

Hi-Fi 

Mount  Clemens  Macomb  Dail 

1000 

$105 

All 

Yes 

6 

Hi-Fi 

Mt.  Pleasant  Times  News 

Page 

$100 

1000 

$50 

All 

.\U 

No 

3-3 

Hi-Fi 

Muskegon  Chronicle 

Page 

$225 

Page 

$200 

1000 

$75 

All 

All 

Yes 

4-4 

1-2 

HF&SP 

Niles  Ster 

840 

$60 

All 

No 

3 

3-1 

Hi-Fi 

Owosso  Argns-Press 

1000 

$75 

AU 

No 

3 

3 

No 

No 

Hi-Fi 

Petoskey  News-Review 

700 

$75 

MTTFS 

No 

3 

Offset  Offset 

HF&SP 

60 
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It's  no  wonder  the  St.  Paul  Dispatch-Pioneer 
Press  is  right  up  among  the  leaders  in  HOP  color. 

Success  stories  by  the  score  imderline  the 
impact  oi  color  advertising  in  these  two  out¬ 
standing  newspapers— and  one  advertiser  after 
another  reports  "results  even  beyond  our  most 
optimistic  expectations." 

What's  more,  virtually  unlimited  flexibility 
enables  advertisers  to  get  the  color  the  day 


the  want  it.  the  way  they  want  it. 

With  a  press  capacity  of  eight  full  color 
positions  and  16  spot  color  positions  available 
in  a  single  issue,  the  Dispatch-Pioneer  Press  is 
nationally  recognized  for  its  versatility  and 
color  excellence. 

That's  why  we  soy,  "To  sell  'em  in  St.  Paul, 
soy  it  in  COLOR  ...  in  the  St.  Paul  Dispatch- 
Pioneer  Press." 


ST.  PAUL 


DISPATCH 
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NEWSPAPER 


PIONEER  PRESS 


Representatives 

SAWYER-FERGUSON-WALKER,  INC. 

New  York  •  Detroit  •  Chicago  •  Philadelphia  •  Atlanta 
Los  Angeles  *  San  Francisco  *  Minneapolis  *  St.  Paul 
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3  Colors 

3-Color 

2  Colors 

2-Color 

1  Color 

1-Color 

Days 

ofWk. 

Process 

Days 
of  Wk. 
Spot 

Mix 

Closing 
days  for 

No.  of 
Progs 

Patch 

mats 

for-4 

color 

5th 

Cyl. 

for-4 

color 

Pre-Prt. 

and  Black 

extra 

and  Black 

extra 

and  Black 

extra 

color 

color 

Spec. 

full& 

and 

partial 

partial 

Inserts 

Min.  Size 

charge 

Min.  Size 

charge 

Min.  Size 

charge 

Avail. 

Avail. 

Ink 

Spot  Col. 

Proofs 

PB. 

PB- 

Accepted 

MINNESOTA  (Cont.) 

Moorhead  News  (1) 

New  Ulm  Journal 

None 

$90 

None 

$60 

None 

$30 

All 

All 

Yes 

10-5 

1-1 

Offset 

Offset 

Hi-Fi 

Uwatonna  t'eople’s  I'ress 

None 

$50 

AU 

Yes 

3 

2-2 

Hi-Fi 

Ked  VV  in(;  Kepublican-Eagle 

1000 

$45 

All 

Yes 

2 

1-1 

Hi-Fi 

Rochester  Post- bulletin 

Page 

$155 

lOCO 

$115 

1000 

$75 

All 

AU 

Yes 

7-3 

2-2 

Yes 

No 

St.  Cloud  Times 

1000 

$130 

1000 

$100 

1000 

$70 

All 

AU 

Yes 

10-4 

2-2 

No 

Yes 

St.  Paul  Pioneer  Press  & 
Dispatch 

1000 

$450 

1000 

$450 

1000 

$325 

All 

AU 

Yes 

4-2 

2-2 

Yes 

Yes 

Hi-Fi 

Wilmar  West  Central  Tribune 

1500 

$50 

MTTFS 

No 

4 

1 

No 

No 

W'inona  News 

1000 

$.05  li. 

SMTTF 

Yes 

5 

3-1 

Hi-Fi 

Worthington  Globe 

980 

$120 

980 

$80 

980 

$40 

MTTFS 

W 

Yes 

3-2 

4-1 

Offset 

Offset 

Hi-Fi  , 

(1)  See  Fargo  (N.D.)  Forum. 

MISSISSIPPI 

Biloxi-Gulfport  Herald 

1000 

55% 

1000 

45% 

1000 

30% 

All 

.\U 

Yes 

4-3 

1-2 

Yes 

No 

Hi-Fi 

Clarksdale  Press  Register 

1000 

$30 

All 

Yes 

3 

2 

Columbus  Commercial  Disjatch 

1000 

30% 

AU 

Yes 

4 

1 

Hi-Fi 

Corinth  Corinthian 

1000 

$20 

MTTF 

Yes 

2 

1 

Hi-Fi 

Greenville  Delta  Democrat-Times 

1000 

30% 

SMTWF 

No 

7-7 

3-4 

No 

No 

Greenwood  Commonwealth 

lOOO 

33  54% 

All 

Yes 

5 

2-2 

Ye.s 

No 

Hi-Fi 

Hattiesburg  American 

1000 

$160 

1000 

$120 

1000 

$80 

All 

AU 

No 

4-2 

M 

No 

No 

Hi-Fi 

Jackson  Clanon-Ledger  &  Sun 

1000 

$300 

1000 

$200 

1000 

$125 

All 

All 

Yes 

7-5 

2-2 

Yes 

No 

Hi-iFi(l) 

Laurel  Leader-Call 

1000 

$90 

1000 

$60 

MTuFS 

WT 

Yes 

3 

M 

Hi-Fi 

Meridian  Star 

1120 

30% 

1120 

25% 

1120 

20% 

AU 

All 

Yes 

2-2 

1 

Yes 

No 

Hi-Fi 

Natchez  Democrat 

1000 

3354% 

All 

7-7 

2-2 

Hi-Fi 

Pascagoula- Moss  Point  Chronicle  None 

$110 

None 

$75 

None 

$40 

All 

All 

Yes 

3-1 

1-2 

No 

Yes 

Hi-Fi 

Storkville  News 

1000 

$35 

All 

Yes 

2 

2-1 

Tupelo  Journal 

1000 

25% 

All 

No 

2 

2 

Vicksburg  Post 

Page 

$105.84 

1500 

$60.75 

1000 

$31.50 

All 

All 

No 

7-7 

2-2 

Hi-Fi 

West  Point  Times  Leader 

1000 

$35 

AU 

Yes 

2 

2-1 

(1)  Accepted  Mon.,  Tues.,  Wed.  &  Fri.  only. 

MISSOURI 

Boonville  News 

None 

$35 

AU 

No 

4 

2-1 

Offset 

Offset 

Hi-Fi  ' 

Brookfield  News-Bulletin 

1000 

$35 

All 

2 

Offset 

Offset 

Caw  Girardeau  Southeast 
Missourian 

1000 

$120 

1000 

$60 

All 

All 

Yes 

5 

2 

Hi-Fi 

Carthage  Press 

1000 

$35 

AU 

No 

2-2 

2 

Hi-Fi 

Chillicothe  Constitution- 
Tribune 

1000 

$70 

1000 

$35 

All 

AU 

Yes 

4-4 

2-1 

Hi-Fi 

Columbia  Missourian 

1000 

$60 

1000 

$30 

All 

All 

No 

3-3 

1-1 

Hi-Fi 

Columbia  Tribune 

1000 

$120 

1000 

$80 

1000 

$40 

AU 

AU 

Yes 

3-3 

1-2 

No 

Yes 

Hi-Fi  _ 

Flat  RiTcr  St.  Francois 

County  Journal 

1000 

$50 

All 

No 

2 

2-2 

Independence  E^xaminer 

1000 

$105 

1000 

$75 

1000 

$40 

All 

All 

Yes 

7-3 

2-2 

No 

No 

_ _ 

Jefferson  City  Capital  News 
&  Post-Tribune 

1000 

$170 

1000 

$145 

1000 

$90 

All 

AU 

Yes 

7-5 

2-2 

No 

No 

Hi-Fi 

lofilin  Globe  &  News  Herald 

1000 

$175 

1000 

$125 

All 

AU 

Yes 

3-3 

1 

No 

Yes 

Hi-Fi 

Kansas  City  Times  &  Star 

1000 

$6/5 

1000 

$675 

1000 

$375 

All 

AU 

Yes 

7-3 

2-2 

Yes 

No 

Hi-Fi 

Kennett  Democrat 

1000 

$75 

1000 

$60 

1000 

$40 

All 

AU 

Yes 

7-3 

2 

Yes 

Yes 

_ _ 

Marwille  Forum 

600 

$25 

All 

4 

_ 

Mexico  Ledger 

1000 

$120 

1000 

$85 

1000 

$50 

MTWFS 

MTWFS 

No 

5-4 

1 

No 

No 

Hi-Fi 

Neosho  News 

1000 

$120 

1000 

$80 

1000 

$40 

All 

AU 

Yes 

3-2 

2 

Yes 

Yes 

Hi-Fi _ 

Nevada  Mail 

None 

$25 

All 

Yes 

3 

1-1 

HF&SP 

St.  Charles  Banner-News 

1000 

$60 

AU 

No 

5 

1-1 

Offset 

Offset 

St.  Jos^h  Gazette  & 

News-Press 

1000 

$285 

1000 

$205 

1000 

$125 

All 

All 

Yes 

3-3 

2-1 

Yes 

No 

Hi-Fi 

St  l.ouis  Globe- Democrat 

1000 

$575 

1000 

$425 

1000 

$325 

All 

All 

Yes 

7-4 

3-2 

No 

No 

St.  I.vOuis  Post-Dispatch 

Page 

$600 

1000 

$450 

1000 

$350 

SMTWTF 

SMTWTF 

Yes 

7-2 

3-3 

No 

No 

Hi-Fi 

Sedalia  Democrat -Capital 

1000 

$110 

1000 

$75 

1000 

$50 

All 

All 

Yes 

7-7 

2-2 

Yes 

Yes 

Hi-Fi 

Sikeston  Standard 

1000 

$75 

1000 

$60 

1000 

$40 

All 

All 

No 

3-3 

2-2 

Offset 

Offset 

_ _ _ 

Springfield  News,  Leader  & 
Press 

1000 

$250 

1000 

$175 

1000 

$100 

All 

All 

Yes 

4-4 

2-1 

Yes 

No 

Hi-Fi 

Trenton  Republican-Times  & 
Gazette 

Page 

$30 

MTTFS 

No 

7 

1 

Offset 

Offset 

Hi-Fi _ 

West  Plains  Quill 

1000 

$30 

All 

Yes 

1-1 

2-1 

Offset 

Offset 

HF&SP 

MONTANA 

Billings  Gazette 

None 

$130 

None 

$110 

None 

$90 

All 

All 

Yes 

2-2 

2-2 

No 

Yes 

HhFi 

Butte-Anaconda  Montana  Standard 
&  Butte  Post  1000 

$148.50 

1000 

$121.50 

1000 

$94.50 

MTWTFS 

Su 

Yes 

7-2 

1-2 

No 

No 

Hi-Fi 

Great  Falls  Tribune  &  Leader 

IGOO 

$135 

1000 

$105 

1000 

$75 

All 

AU 

Yes 

5-3 

2-1 

Yes 

No 

_ _ 

Havre  News 

600 

$35 

WF 

Yes 

4-2 

2-2 

Offset 

Offset 

HijFi _ 

Helena  Independent  Record 

1000 

$100 

1000 

$75 

1000 

$60 

All 

All 

Yes 

7-4 

2-2 

Yes 

No 

Hi-Fi  ( 

KaHvjirn  Inter  Lake 

600 

$185 

600 

$165 

SMTWF 

Th. 

No 

3-3 

1-1 

No 

No 

Hi-Fi _ 

Miles  City  Star 

560 

25% 

MTWF 

No 

3-2 

2-2 

No 

No 

Hi-Fj _ 

Missoula  Missoulian  & 

Sentinel 

1000 

$70 

1000 

$60 

1000 

$45 

AH 

AU 

Yes 

2-2 

1-1 

Yes 

Yes 

Hi-Fi  _ 
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General  Advertising 
Retail  Advertising  .  . 


976,943  Lines  of  Color  Advertising 
Bdsed  On  6  Dtiys  a  Week  Publientionl 


People  who  buy  color  advertising  in  The  Pontiac  Press  know  they  get  more  than  the  usual  return  on  their 
advertising  investment.  That's  why  they  used  more  color  in  1964  than  in  1963  in  this  $310,000,000 
market. 

The  pages  of  The  Pontiac  Press  carried  a  BIG  976,943  lines  of  ROP  color  in  1  964  — and  we're  not  counting 
Sundays  or  supplements.  Who  else  in  Michigan,  or  in  a  metropolitan  market  of  our  stature,  can  match 
51  5  color  advertisements  in  some  326  publishing  days? 

Only  the  daily  panes  of  The  Pontiae  Press,  valor  or  no,  van  offer  the  romplete  metropolitan  Pontiav 
market  of  330,000  people.  Only  The  Pontiav  Press  offers  73^/c  home  voverane,  OOVf  home  delivery  and 
30%  non-duplicated  audienve. 


THE  PONTIAC  PRESS 


Pontiac,  Michigan  —  Circulation  66,976 

ABC  Statement,  September  30,  1  964 

Sowyer-Ferguton-Wolker  Co. 

Detroit  —  New  York  —  Chicago  —  Philadelphia 
Minneapolis  —  Atlanta  —  Los  Angeles  —  San  Francisco 


Daily  Newspapers  offering  ROP  color:  rotes  and  data— Cont'd. 

Compiled  by  Editor  A  Publisher  and  Lake  Shore  Electrotype,  Chicago,  March,  IfiS 


3  Colors 
and  Black 
Min.  Size 

3-Color 

extra 

charge 

2  Colors 
and  Black 
Min.  Size 

2-Color 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

1-Color 

extra 

charge 

Days 
of  Wk. 
Process 
color 

Avail. 

Days 
of  Wk. 
Spot 
color 
Avail. 

Mix 

Spec. 

Ink 

Closing 
days  for 
full& 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch  5th 
mats  Cyl. 

for-4  for-4 
color  color 
partial  partial 
pg-  pg 

Prt-Prt. 

Instrts 

Acttptd 

NEBRASKA 

Beatrice  Sun 

luuo 

25% 

All 

No 

3 

1-2 

Columbus  Telegram 

Page 

$100 

lOO'J 

$75 

1000 

$35 

.MTTKS 

W 

Yes 

3-3 

1 

Hi-Fi 

Fremont  Tribune 

■■■■1 

1000 

$35 

All 

Yes 

3 

1-2 

No 

No 

Hi-Fi 

Grand  Island  lnde}>en<lciit 

1500 

MiniiM 

$70 

1000 

$40 

All 

All 

Yes 

3  3 

2-2 

Yes 

Yes 

pg-  75% 

None 

None 

25% 

All 

All 

Ves 

3-2 

2-2 

Yes 

No 

Hi-F'i 

Kearney  Hub 

1000 

$35 

All 

Yes 

2-2 

1-1 

Eismi 

Page 

$327 

Page 

$245 

1000 

$102 

SMTTFS 

W 

Yes 

7-3 

1-2 

Hi-Fi 

Nebraska  City  News-Press 

a  pg 

50% 

All 

No 

2 

1-1 

Offset  Offset  Hi-Fi 

Norfolk  News 

1000 

$100 

1000 

$70 

1000 

$40 

All 

All 

Yes 

5-2 

2-2 

No 

No 

Hi-Fi 

North  Platte  Telegraiih- Bulletin 

1000 

$35 

All 

No 

3-3 

No 

No 

Hi-Fi 

Omaha  World-Herald 

Page 

$485 

Page 

$370 

1000 

$230 

All 

All 

Yes 

4 

2 

No 

No 

Srottsbiuff  Star-Herald 

Page 

$117.60 

Page 

$94.08 

1000 

$30 

All 

All 

No 

4-3 

2-2 

Mi-Fi 

York  News-Times 

1000 

$50 

1000 

$30 

MThKS 

TW 

5-3 

Offset 

Offset 

Hi-Fi 

NEVADA 

Carson  City  Nevada  AiH^cal 

None 

$75 

None 

$50 

.None 

$25 

All 

All 

No 

3  1 

1-1 

Offset 

Offset 

IIF&SF 

Las  Vegas  Review- Journal 

1000 

t>6^% 

1000 

50% 

1000 

25% 

S.MTTFS 

w 

Yes 

6-3 

2-2 

Yes 

No 

Hi-Fi 

Las  Vegas  Sun 

1000 

669i% 

1000 

50% 

1000 

25% 

All 

All 

Yes 

2-7 

2-4 

Yes 

No 

Reno  Nevada  State  Journal  & 
Gazette 

1000 

$150 

1000 

$120 

1000 

$70 

All 

All 

No 

3-3 

2 

Yes 

No 

Winnemuoca  Humbiddt  Star  & 
Battle  Mountain  Scout  (Tab.) 

H  I>K-  75% 

'A  PB 

50% 

fi  PB 

25% 

All 

All 

Yes 

7-7 

Offse 

Offset  Hi-Fi 

NEW  HAMPSHIRE 

Dover  Foster’s  Democrat 

1000 

$130 

1000 

$65 

MTulS 

.MTuKS 

14-7 

1-1 

Keene  Sentinel 

1000 

$50 

All 

No 

5 

1 

HF  k  .SH 

l^eonia  Citizen 

980 

$50 

All 

Yes 

3 

1 

Hi-Fi 

Lebanon  Valley  News 

588 

50% 

All 

No 

5 

2-2 

No 

No 

HK&SI> 

Manchester  Union  Leader 

500 

$170-$225 

500 

$115-$I70 

All 

All 

Yes 

3-3 

2-2 

No 

No 

Hi-Fi 

Nashua  Telegraph 

bOO 

$50 

All 

No 

3 

2 

Portsmouth  Herald 

1000 

100% 

1000 

50% 

MTWTK 

MTWTF 

No 

4-4 

2-2 

NEW  JERSEY 

Asbury  Park  Press 

.None 

$135 

None 

$75 

All 

All 

Yes 

2-2 

No 

No 

Hi  Fi 

.Atlantic  City  Press 

1000 

35% 

All 

Yes 

7-4 

1-1 

Hi  Fi 

Bayonne  Times 

None 

50% 

None 

30% 

All 

All 

No 

6 

3-3 

Hi-Fi 

Bricktown  Point  Pleasaiit-LakewoiKl 
Ocean  County  Observer  (Tab.) 

None 

$35 

All 

Yes 

2 

1-1 

Offse 

Offset 

HF&5P 

Bridgeton  News 

None 

$60 

All 

No 

1 

HF&SP 

Camden  Courier- Post 

P.igc 

$285 

Page 

$220 

lOUO 

$145 

All 

All 

Yes 

5-3 

3-1 

Hi-Fi 

Dover  Advance 

1000 

$100 

.MTWT 

No 

5 

2-1 

Hi-Fi 

Elizabeth  Journal 

1000 

$155 

1000 

$130 

1000 

$95 

.MTWTF 

MTWTK 

No 

5-3 

2-2 

No 

Yes 

Hi-F'i 

Jersey  City  Jersey  Journal 

Page 

$.150 

Page 

$250 

1000 

$150 

All 

All 

Yes 

3-2 

1 

Hi-Fi 

Long  Branch  Record 

1000 

$50 

MTTFS 

No 

3-2 

3-2 

Morristown  Record 

1000 

$100 

All 

7-5 

Newark  News 

1000 

$250 

All 

Yes 

5 

3 

Hi-Fi 

Newark  Star-Ledger 

Page 

$500 

1000 

$350 

1000 

$200 

Ml 

.Ml 

Yes 

3-3 

3-3 

Hi-Fi 

New  Brunswick  Home  News 

600 

$72 

All 

Yes 

2 

2 

Hi-Fi 

Passaic-Oifton  Herald-News 

roo 

$290 

1000 

$220 

1000 

$150 

Ml 

All 

No 

5-5 

3-3 

No 

No 

Hi-Fi 

Paterson  C^ll 

1000 

$00 

All 

Yes 

5-3 

2-4 

Paterson  News 

MYitimi 

All 

V>s 

5 

Hi-Fi 

Perth  Amboy  News 

$80 

•Ml 

Yes 

5 

2-2 

Hi-Fi 

Red  Bank  Register 

$75 

Ml 

Yes 

3 

2-2 

No 

No 

Hi-Fi 

Trenton  Times-Advertiser 

Page 

$2.10 

Page 

$175 

$125 

All 

All 

Yes 

7-7 

1-1 

HF4SP 

Trenton  Trentonian  (Tab.) 

All 

No 

7-3 

1-1 

Union  Citv  Hudson  Dispatch 

None 

$100 

All 

Yes 

5 

3-3 

Hi-Fi 

Vineland  Times-Joumal 

TTin 

$150 

.MTWTF 

Sa 

Yes 

2-2 

1 

Offset  Offset  Hi-fi 

Willingboro-Burlington 
Burlington  County  Times 

S1.S0 

$130 

1000 

$70 

All 

All 

Yes 

2-2 

1-1 

No 

No 

HF&5P 

NEW  MEXICO 

•Mbuquerque  Tournal  4  Tribune 

1000 

55% 

1000 

45% 

1000 

35% 

All 

All 

No 

5-3 

2-2 

Yes 

No 

Hi-Fi  _ 

None 

$84 

None 

$42 

All 

All 

No 

2-2 

Yes 

No 

Hi-Fi  . 

Carlsbad  Current-Argus 

10C0 

$86 

1000 

$43 

All 

All 

No 

5-5 

2-2 

No 

No 

Hi-Fi  _ 

Clovis  NeW'lournal 

500 

50% 

All 

No 

3 

1-1 

No 

No 

_ _ 

Farmington  Tiroes 

294 

$110 

294 

$85 

294 

$45 

All 

All 

No 

3-2 

2-2 

Yes 

Hi-Fi  _ 

Page 

$135 

Page 

All 

All 

No 

3-3 

3-3 

Hi-Fi 

Hobbs  News-Sun 

None 

$70 

None 

$35 

All 

All 

Yes 

5-5 

1-1 

No 

No 

_ 

50% 

TTF 

No 

No 

No 

HI-Fi 

None 

All 

Yes 

3 

Offset  Offse 

t _ 

Roswell  Record 

None 

$60 

All 

Yes 

3 

1-1 

Santa  Fe  New  Mexican 

',000 

$150 

1000 

$125 

1000 

S75 

All 

All 

No 

3-3 

1-3 

No 

No 

Hi-Fi 

Tucumcari  News 

600 

35% 

All 

No 

2 

2-2 

Offset  Offset  Hi-n  _ 

NEW  YORK 

Albany  Times-Union  & 
Knickerbocker  News 

Page 

$350 

1000 

$275 

1000 

$200 

All 

All 

Yes 

10-5 

2-2 

No 

No 

Hi-Fi  _ 
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STAR  ROP  COLOR  LINEAGE 
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CLINGS  TO  NEW  HIGHS 


QUALITY  COLOK  FIUNTLNG, 
combined  with  saturation  cover- 
aKc  of  the  Kansas  City  market, 
makes  color  increasingly  popular 
with  advertisers.  In  19(i4,  IU)P 
color  lineage  totaled  1,945,982 
lines  — almost  half-a-million  more 
than  two  years  before. 

Sharp,  bright  color  in  The  Star  is 
the  result  of  eonstant  plates-to- 
presses  control;  has  earned  two 
Editor  and  Publisher  color  excel¬ 
lence  awards  in  the  last  four  years. 

The  Star  employs  a  full-time  color 
processing  erew,  master-matehing 


equipment  in  the  stereotype  room, 
eleetric-eye  registration  on  the 
presses.  Free  consultation  service 
is  available  to  help  agencies  and 
engravers  produce  color  art  and 
plates  that  will  have  maximum 
impact  in  the  newspaper. 

In  the  relatively  new  field  of  roll- 
fed  preprints.  The  Star’s  1964  line¬ 
age  was  77,128  lines,  more  than 
double  the  1965  total. 

Right  now,  teehnicians  are  adapt¬ 
ing  Star  presses  to  handle  in-regis¬ 
ter  preprint  material  — a  new  print¬ 
ing  facility  soon  to  he  available  to 
Star  advertisers. 


THE  KANSAS  CITY  STAR 


Offices  in  Sew  York,  21  E.  4Ulh,  MV  3-6I6I  •  ChicuRo,  202  S.  Stale,  939-0532 

San  Francisco,  625  Market,  VA  1-2003  •  Los  AtiRelea,  609  S.  Orand,  MA  3-H151  •  Miami,  311  Lincoln,  JE  S-6614 


Daily  Newspapers  offering  ROP  color:  rotes  and  data-— Cont'd. 

Compilad  by  Editor  C  Publishor  and  Laka  Short  Elactrotypo,  Chicago,  March,  IfiS 


3  Colors 
and  Black 
Min.  Size 

3-Color 

extra 

charge 

2  Colort 
and  Black 
Min.  Size 

2-Cotor 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

1-Color 

extra 

charge 

Days 
of  Wk. 
Process 
color 

Avail. 

Days 
of  Wk. 
Spot 
color 
Avail. 

Mix 

Spec. 

Ink 

Closing 
days  for 
full  & 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch  5th 
mats  Cyl. 

for-4  for-4 
color  color 
partial  partial 
pg.  PB- 

Pre-Pft. 

Inserts 

Accepted 

NEW  YORK  (Cent.) 

Biny^hamton  Press 

Paged)  $300 

1000(1) 

$225 

1000 

$125 

All 

AH 

Yes 

5-3 

Yes(l)Yes(l)Hi.Fi 

Buffalo  Courier-Express 

None 

$350 

None 

$225 

None 

$175 

Ali 

AH 

Yes 

7-5 

3-3 

No 

No 

Hi-Fi 

Buffalo  News 

500 

$500 

500 

$375 

500 

$250 

All 

All 

Ye^ 

7-7 

2-2 

No 

Yes 

Hi-Fi 

Corning  I.eader 

None 

$85 

None 

$50 

.MTuFS 

WT 

Yes 

2-2 

1-1 

Hi-Fi 

Dunkirk- Kredonia  Observer 

1000 

$100 

1000 

$50 

MTuFS 

Th 

_No_ 

6 

2-2 

Hi-Fi 

Elmira  Mar-Gazette  & 
Advertiser 

1000 

$150 

1000 

$100 

All 

_ AH _ 

Yes 

5 

2 

HF  &  SP 

(iloversville-Johnstown  I-eacler- 
Heralii 

1000 

$80 

1000 

$65 

1000 

$50 

TuF 

M 

_No_ 

7 

Offset 

Offset  Hi-Fi 

Herkinier-Ilion  Telejfram 

1000 

$50 

.MTTFS 

No 

3 

2-2“ 

HF4SP 

Hornell  Tribune 

14  li. 

$195 

14  li. 

$125 

14  li. 

$55 

All 

AH 

No 

3 

1-1 

Offset 

Offset 

Hi-Fi 

Hudson  Register-.Star 

1000 

$90 

1000 

$50 

All 

All 

No 

5 

Offset 

Offset 

Hi-Fi 

Ithaca  Journal 

1000 

$105 

1000 

$85 

1000 

$60 

All 

AH 

No 

6-6 

1-1 

“Offset 

Ciffset 

HF  &  SP 

Jamestown  Post-journal 

1000 

$75 

MTTFS 

Yes 

5 

I 

Hi-Fi 

Kingston  Freeman 

630 

$55 

630 

$45 

630 

$35 

MTuFS 

MTuFS 

Yes 

3-3 

1-1 

“nS 

No 

HiFi 

Lockport  Union  Sun  & 

Democrat 

1000 

$50 

MTWFS 

Yes 

6 

1-1 

Hi-Fi 

Middletown  Times  Herald-Record 

1050 

$112.50 

1050 

$75 

.MTWTF 

MTWTF 

Yse 

2 

2-2 

Offset  Offset 

Newburgh- Beacon  News 

1000 

IIMKI 

*'  50 

1000 

$75 

All 

All 

Yes 

4-4 

1-1 

No 

No  IIK&SPl>) 

New  York  Herald  Tribune 

1000 

$750 

All 

No 

7 

3-1 

New  York  Journal  .\merican 

1000 

45% 

MTT 

No 

5 

2-2 

No 

No 

New  York  Post  (Tali.) 

1000 

$800 

600 

$400 

MTT 

WF 

^•es 

2-1 

Yes 

Yes 

Hi-Fi 

New  York  World-Telegram 
&  Sun 

1000 

$900 

.MTTFS 

Y«s 

5 

2-4 

HF4SP 

Daily  News  Reconl 

300 

$1100 

300 

$800 

300 

$500 

All 

All 

No 

6-6 

1 

No 

JVo_ 

HF4SP 

Home  Furnishings  Daily  (Tab.) 

300 

$1100 

300 

$800 

300 

$500 

All 

All 

6-6 

1 

No 

No 

HF  4  SP 

Women's  Wear  Daily 

300 

$1 100 

300 

$800 

300 

$500 

All 

All 

_No_ 

6-6 

1 

No 

'n^ 

HF  4  SP 

Ltmg  Island  Press 

Page 

$800 

Page 

$700 

1000 

$450 

MTWTFS 

Sii 

Yes 

5-3 

1-3 

Hi-Fi 

Long  Island  Star-Journal 

Page 

$330 

Page 

$250 

1000 

$150 

All 

AH 

Yes 

3 

2-3 

No 

Yes 

Staten  Island  .Advance 

Page 

$200 

Page 

$150 

1000 

$100 

All 

All 

Yes 

3-2 

HiFi 

Niagara  F.alls  Garette 

Page 

$200 

1000 

$135 

1000 

$85 

All 

All 

Yes 

7-4 

2-2 

Ogdensbiirg  Journal  & 
.\dvance-News 

1000 

$40 

AH 

Yes 

3 

1-1 

No 

No 

Hi-Fi 

Oneida  Dispatch 

1000 

$45 

All 

No 

3-3 

1-1 

Hi-Fi 

Oneonta  Star 

1001) 

$45 

MTTFS 

Yes 

4 

2 

Hi-Fi 

Oswego-Fulton  Palladium-Times 

1000 

$40 

All 

No 

6 

1 

Hi-Fi 

Plattsburgh  Press-Republican 

100(1 

$110 

1000 

$85 

1000 

$60 

All 

AH 

7-7 

2-2 

Port  Jervis  I’nion-Gazette 

1000 

50% 

AH 

Offset 

"Offset 

Poughkeepsie  Journal 

lOOO” 

$100 

AH 

No 

7 

2-2 

Hi-Fi 

Rochester  Democrat  &  Chionicle, 
Times-l'^nion 

1000 

$357.50 

1000 

$292.50 

1000 

$227.50 

All 

All 

No 

7-5 

6-6 

Yes 

No _ 

Hi-Fi 

Rome  Sentinel 

1000 

$80 

1000 

$65 

1000 

$50 

All 

All 

Yes 

3-3 

2-4 

Yes 

Yes 

HF4SP 

Schenectady  Gazette 

Page 

$200 

Page 

$170 

1000 

$125 

Alt 

AH 

Yes 

7-5 

2-2 

Hi-Fi 

Schenectady  I'nion-Star 

1000 

25% 

All 

_yes_ 

5 

2-3 

HF4SP 

Syracuse  Herald-Journal  & 
Post-Standard 

Page 

$774.47 

Page 

$602.36 

1000 

$200 

All 

All 

Yes 

3 

4-4 

Hi-Fi 

Troy  Record  &  Times  Reconl 

1000 

$195 

600 

$165 

600 

$125 

All 

All _ 

Yes 

6-4 

_ 2:1 

Yes 

No' 

Hi-Fi 

Utica  Press  &  Observer- 
Dispatch 

1000 

$225 

1000 

$150 

AH 

AH 

Yes 

3 

?-2 

Hi- Ft 

Watertown  Times 

Page 

'~$J91 

Page 

$165 

1000 

$125 

.-Ml 

All 

~\>s” 

7-7 

Hi  Fi 

(1)  Available  June  1,  19h5. 

(2)  Sitectacolor  May  15,  1965. 

NORTH  CAROLINA 

.\.sheville  Citizen-Times 

1000 

$100 

All 

Yes 

2 

1-2 

Hi-Fi 

Burlington  Times-News 

1008 

$50 

.Ml 

Yes 

3 

2-2 

Hi-Fi 

('harlotte  Observer  &  News 

None 

$550 

.None 

$350 

None 

$175 

All 

All 

Yes 

7-7 

1-2 

Yes 

No~ 

HF4SP 

Concord  Tribune 

1000 

$40 

All 

No 

3 

2-3 

Hi-Fi 

Durham  Herald  &  Sun 

1000 

$325 

1000 

$200 

1000 

$100 

AM 

All 

Yes 

3-3 

1-1 

Yes 

"nS 

Hi-Fi 

Elizabeth  City  Advance 

1000 

550 

MI'WTF 

Yes 

4 

1-1 

Offset 

Offset 

Hi-Fi 

Fayetteville  Observer 

1000 

$125 

1000 

$90 

1000 

$65 

MTWFS 

STh 

Yes 

3-3 

3-1 

3No__ 

Yes 

Hi-Fi(l) 

Gastonia  («azette 

1000 

$100 

1000 

$75 

1000 

'  $50 

All 

All 

Yes 

3-3 

1-1 

Yes 

No 

Hi-Fi 

(Joldsboro  News- Argus 

1000 

$75 

1000 

$50 

All 

All 

Yes 

3 

1 

Hi-Fi 

Greensboro  Record  &  News 

Page 

$300 

1000 

$200 

1000 

$100 

MTW'TFS 

Sun 

Yes 

4-3 

1-1 

Hi-Fi 

Greenville  Reflector 

1000 

_ $_75 

1000 

$55 

lOOO 

$35 

All 

AH 

Yes 

3-2 

1-1 

L  No  “ 

No 

Hi^Fl _ 

Hickory  Record 

1 1 76 

$50 

All 

Yes 

3 

2-2 

Hi-Fi 

High  Point  Enterprise 

1000 

$80 

1000 

$50 

Ml 

Al! 

Yes 

3 

2-2 

"Hi-Fi 

Jacksonville  News 

1000 

$45 

All 

Kannapolis  Independent 

1000 

$45 

MTWT 

No 

7 

2 

No  “ 

'No 

Kinston  Free  Press 

1000 

$40 

All 

Yes 

5 

2 

Hi-Fi _ 

Lexington  Dispatch 

1000 

$35 

MTWF 

No 

3 

1 

Hi-Fi 

Luml)erton  Rohesonian 

None 

$35 

All 

No 

3 

1 

Morganton  News-Hcrald 

None 

$35 

.Ml 

No 

3 

_______ 

_New  Bern  Sun-Journal 

Too^o 

$35 

.Ml 

No 

“No 

Y^T” 

Hi-Fi 

Raleigh  News  Ob.scrvcr  &  Times 

“rooo”" 

$325 

1000 

$225 

1000 

$125 

Ml 

All 

Yes 

7-4 

2-2 

Yes 

No 

Hi-Fi _ 

Reidsville  Review 

'A  Pg. 

$35 

SMTWT 

No 

2 

1-1 

~?Jo _ 

No 

Hi-F'i 

Roanoke  Rapids  Herald 

None 

$35 

AH 

Yes 

2 

HiJ) _ 

Rockingham  Richmond  County 
Journal 

1120 

$75 

1120 

$45 

All 

All 

Yes 

3-2 

1-1 

Offset 

Offset 

Hi-Fi 
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ELIMIHA  TE 
BAKING 
WITH 
WOOD 
R.O.P. 

SUPER  FLOHGS 

This  development  in  molding  R.O.P.  color  can  save  you  as  much  as  15 
minutes  per  mat.  And  it  makes  no  difference  whether  you  use  a  mat 
roller  or  a  direct  pressure  press— you  can  cold  mold  color  with  Wood 
R.O.P.  Super  Flongs. 

Plus— get  uniformly  level  printing  surfaces,  longer  wearing  plates 
and  no  progressive  shrinkage  in  the  casting  box.  Ask  your  Wood  Flong 
field  representative  to  show  you  how  to  save  time  and  improve  your 
color  work  with  Wood  R.O.P.  Super  Flongs. 


On«-pi«c*  SUPER  FLONG  no  pack  mat-A  NEW  ERA  IN  STEREOTYPING 

WOOD  FLONG  CORPORATION 

H008ICK  FALLS.  NEW  YORK  N«w  York  Offloo:  881  Fifth  Avo.,  Phono:  MU  7>2S80 


SenVINO  THE  GRAPHIC  ARTS  INDUSTRY  EXCLUSIVELY  SINCE  1911 


1 


Daily  Newspapers  offering  ROP  color:  rates  and  data  —  Cont'd. 

Compiled  by  Editor  t  Pubtithar  and  Lake  Shore  Electrotype,  Chicago,  March,  I9i5 


3  Color; 
and  Black 
Min.  Size 

3-Color 

extra 

charge 

2  Colors 
and  Black 
Min.  Size 

2-Color 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

1-Color 

extra 

charge 

Days 
of  Wk. 
Process 
color 

Avail. 

Days 
of  Wk. 
Spot 
color 
Avail. 

Mix 

Spec. 

Ink 

Closing 
days  for 
full  & 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch  5th 
mats  Cyl. 

for.4  for-4 
color  color 
partial  partial 
PR-  PR- 

J 

Inserts 

■cceptid 

NORTH  CAROLINA  (Coat.) 

1 

Rocky  Mount  Telegram 

Page 

$90 

1000 

$70 

1000 

$50 

MTWFS 

STh 

2-1 

2-2 

1 

Salisbury-Spcaccr-Eaat  Spencer 
Post 

None 

$100 

None 

$75 

None 

$50 

-MI 

All 

Yes 

3-3 

2-3 

No 

Ye« 

Hi-Fi  1 

l^BH 

None 

$35 

TTF 

MW 

Yes 

2-2 

2-2 

s 

^b^b 

IBHH 

1000 

$45 

All 

Yes 

5 

3-3 

Hi-Fi  1 

Statesville  Record  &  Landmark 

1008 

$10J 

1008 

$70 

1008 

$40 

All 

All 

Yes 

3-2 

2-2 

Hi-Fi  % 

Tarboro  Southerner 

None 

$40 

All 

No 

4-3 

Offset  Offset 

it 

Thomr.  vllle  Times 

1000 

$80 

1000 

$50 

All 

All 

Yes 

3 

2-2 

.Hi-Fi  1 

Wash::  .-ton  News 

^bih 

54  Pg. 

$95 

.■Ml 

No 

2 

2-2 

No 

Yes 

Willi  .  ;on  Star-News 

■nsni 

$100 

$75 

All 

All 

Yes 

2-2 

2-1 

No 

No 

Hi-Fi  11 

Wilson  I’lmes 

bhh 

HBESSB 

$50 

MTuFS 

WT 

No 

3-2 

3 

hTfTi 

Winston-Salem  Journal  &  Twin 

City  Sentinel  1 000 

$225 

1000 

$165 

None 

$ss 

All 

All 

Yes 

1-2 

Yes 

No 

HiFi  1 

(1)  Th  &  Sa  only. 

NORTH  DAKOTA 

1 

Bismark  Tribune 

1000 

$50 

All 

Yes 

4 

3-1 

Hi-Fi  1 

Fargo  Forum  &  Tribune  & 
Moorhead  (Minn.)  News 

1000 

40% 

1000 

35% 

1000 

25% 

All 

All 

Yes 

4-4 

2-2 

Yes 

Yes 

Hi-Fi  1 

Grand  Forks  Herald 

1000 

$150 

1000 

$105 

1000 

$75 

All 

All 

Yes 

10-5 

2-2 

Yes 

Yes 

Hi-Fi  1 

Mandan  Pioneer 

li  J’K. 

$30 

MTWFS 

Yes 

3 

2-1 

Hi-Fi  1 

Minot  News 

560 

$130 

560 

$100 

560 

$65 

All 

All 

Yes 

4-4 

1-1 

Yes 

Yes 

Hi-Fi  g 

WiUiston  Herald 

54  pg. 

3354% 

All 

No 

3 

1 

Hi-Fi  T 

f 


Akron  Beacon  Journal 
AlUaBC€  Review 


Titnes-Gazette 


Page  $300  1000 

1000 


600  $115  600 


[  Bowlin?  Green  SentinehTribune 

1000 

$75 

1000 

$50 

All 

All 

Yes  A 

Cambridge  Jeffersonian 

588 

$100 

588 

$75 

588  $50 

All 

All 

Yes  : 

Canton  Repository 

Page 

$300 

Page 

$200 

1000  $100 

SMTuF 

WTS 

Yes  ; 

Crlina  Standard 


Conneaut  News-Herald _ 

Coshocton  Tribune _ 

Dayton  Journal  Herald  &  News 


_ 980 

_ 1000 

1000  45%  1000 


MTWTF  No 


1' '  Cincinnati  Enquirer 

1000 

$400 

1000 

$290 

600 

$180 

All 

All 

Yes  : 

MTTFS  No 


All  All  Yes 


I  Columbus  Citizen\Toumal 

1000 

$200 

1000 

$150 

1000 

$100 

All 

All 

Yes  ( 

1-  Columbus  Dispatch 

1000 

$425 

1000 

$325 

1000 

$225 

All 

All 

SMTuFS  Yes 


Dorer  Reporter _ 

East  Liverpool  Review 
Elyria  Chronicle-Telegram 


Fairborn  Herald _ 

Findlay  Republican-Courier 
Foetoria  Review-Times 
Frefiiont  News  Me»»s 


Geneva  Free  Press _ 

Hamilton  Journal-News 
T ronton  Tribune 


Kenton  Times 


Lancaster  Eagle-Gazette 
Lima  News 


Lufain  Journal 


Mansneld  News-Journal 


_ H  Pg- 

_ 1000 

600  $135  600 


_ 1000 

1000  $75 _ 1000 

_ 1000 

1000  $75  1000 


_ 1008 

1000  $120 _ 1000 

1000 


All(l)  Yes 
All  No 


Yes _ 4_ 

No _ 4 

No _ SJ 


No 

Yes _ 

No 

Yes 


Yes  7- 

Yes  4- 

Yes 


MTTFS  No 
All  Yes 


Offset  Offset  Hi-Fi 


Offset  Offset  Hi-Fi 


I^der  Post  (Tab.) 

None 

$135 

None 

$90 

None 

$45 

All 

All 

No 

3-2 

2-2 

Middletown  Journal 

2000 

$175 

1500 

$125 

1000 

$75 

SMTuFS 

All 

Yes 

2-3 

1-1 

Mount  Vernon  News 

None 

$50 

MTTFS 

No 

6-6 

2-2 

Napoleon  Northwest  Signal 


Newark  Advocate  &  American 
Tribune 


tu.’Jiry.BHWiiHaa 


Painesville  Telegraph 


Piqua  Call _ 


1000  $105 


1000  $60 


1000  $60 


Offset  Offset  Hi-Fi 
No  No  _ 

“HiFi _ 

HF  &  SP 
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Now  you  can  afford  to  accapt 
Spactacoior  Preprints 
...tha  low  cost  Fincor  way 


New  Spectasetter  uses  your  press  to  control  page 
register— doesn’t  rely  on  external  equipment— More 
and  more  advertisers  are  budgeting  for  Spectacolor  pre¬ 
prints  in  their  newspaper  advertising.  And  for  good  reason. 
Spectacolor  preprints  offer  brilliant  color  reproduction,  full 
color  coverage  per  page,  greater  selling  power.  Newspapers 
equipped  to  handle  Spectacolor  preprints  are  profiting  with 
increased  advertising  volume. 

Now,  there’s  a  low  cost  way  for  you  to  equip  your  presses 
to  handle  Spectacolor  preprints.  It's  Fincor's  new  Specta¬ 
setter,  a  simplified  device  that  works  with  your  press  to 
maintain  page  register. 


Spectasetter  is  a  fully  transistorized  electronic  control.  It 
connects  to  the  existing  tension  system  of  your  press  .  .  . 
with  a  minimum  of  press-mounted  components  for  easy, 
low  cost  installation.  The  Fincor  Spectasetter  doesn't  rely 
on  external  equipment  to  control  page  register.  Instead,  an 
electronic  eye  constantly  scans  and  adjusts  for  perfect 
register  between  preprint  and  printing  unit. 

Spectasetter  can  be  used  on  any  press  . . .  and  can  be  easily 
moved  from  unit  to  unit  to  meet  different  position  require¬ 
ments.  For  full  information  on  this  simplified,  inexpensive 
way  to  profit  with  Spectacolor  preprints,  write:  Fincor,  Inc., 
3100  S.  Central  Ave.,  Chicago,  Illinois  60650. 


FINCOR,  INC. 
diSl  MIEHLE-GOSS-DEXTER.  INC 


Daily  Newspapers  offering  ROP  color:  rotes  and  data — Cont'd. 

Compiled  by  Editor  t  Publithor  and  Lake  Shore  Electrotype,  Chicago.  March,  l9iS 


3  Colors 
and  Black 
Min.  Size 

3-Color 

extra 

charge 

2  Colort 
and  Black 
Min.  Size 

2-Color 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

l-Color 

extra 

charge 

Days 
of  Wk. 
Process 
color 

Avan. 

D»s 

Of  Wk. 
Spat 
color 
Avail. 

Mix 

Spec. 

Ink 

Closing 
days  for 
fullA 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch 

mats 

for-4 

color 

partial 

pg- 

5th 

Cyl- 

for-4 

color 

partial 

pg- 

■"re-Prt 

Inserts 

'Accepted 

OHIO  (Coat.) 

Portsmouth  Times 

1000 

$75 

All 

Yes 

3 

2-2 

HF4SP 

Ravenna-Kent  Record-Courier 

1000 

$175 

1000 

$125 

1000 

$75 

All 

All 

Yes 

10-3 

2-1  Offset(2)Ofrset(2)Hi-Fi 

Salem  News 

1000 

$50 

All 

No 

3 

2 

Hi-Fi 

Sandusky  Register 

lOOJ 

$110 

1000 

$75 

MTuS 

WTF 

No 

3 

2-2 

llTFi 

Sidne>'  News 

1000 

$120 

1000 

$60 

All 

All 

No 

4-3 

2-2 

Springtield  News-Sun 

Page 

$325 

Page 

$275 

1000 

$225 

All 

All 

Yes 

7-7 

2-2 

Hi-Fi 

Steubenville  Heraid-Star 

1000 

$75 

All 

Yes 

5 

2-2 

HF&SP 

Tiffin  .\dvertiser-Tribune 

980 

$100 

980 

$50 

MTTFS 

W 

No 

7-5 

2-2 

Hi-Fi 

T<dedo  Times  &  Blade 

1000 

$450 

1000 

$350 

1000 

$250 

SMTTFS 

W 

Yes 

S-S 

2 

No 

No 

HF  &  SP 

Tro>-  News 

None 

$50 

All 

No 

7-3 

2-2 

Van  Wert  Times-Bulletin 

1000 

$50 

All 

No 

5 

1-1 

Hi-Fi 

Warren  Tribune  Chronicle 

1000 

$110 

1000 

$85 

All 

All 

No 

3-3 

2-2 

Hi-Fi 

Washington  Court  House  Record- 

Herald 

1000 

$50 

All 

No 

5-5 

2 

Hi-Fi 

Willousdiby  News-Herald 

1000 

$75 

All 

Yes 

7-7 

2-2 

No 

No 

Wilmington  News-Journal 

1000 

$50 

All 

No 

14-7 

1-1 

No 

No 

Wooster  Record 

840 

$150 

840 

$100 

840 

$150 

MTTFS 

W 

No 

10-7 

3 

No 

No 

Hi-Fi 

Xenia  Gazette 

Page 

$165 

I’age 

$115 

1000 

$60 

•All 

All 

Yes 

5-3 

1 

Youngstown  Vindicator 

Page 

$340 

Page 

$270 

1000 

$125 

All 

Su 

Yes 

7-7 

2-2 

Zanesville  Recorder 

600 

$125 

600 

$75 

600 

$65 

All 

.Ml 

Yes 

5-3 

1-2 

Yes 

No 

Hi-Fi 

(1)  Sat.  edition  tabloid. 

(2)  Offset  June  1,  1965. 


OKLAHOMA 


Ada  News 

1000 

$50 

All 

No 

3 

Altus  Times- Democrat 

1000 

25% 

All 

No 

3 

Ardmore  Ardmoreite 

1000 

$50 

All 

No 

3-2 

2-2 

Bartlesville  Examiner- Enterprise 

1000 

$46.60 

MTWTF 

No 

BS! 

Blackwell  foumal-Trihune 

None 

$25 

All 

Yes 

warn 

(  hickasha  Express 

1000 

$75 

1000 

$40 

All 

■Ml 

Yes 

BOH 

ma 

BBIB 

Clinton  News 

None 

$75 

None 

$40 

All 

All 

1 

Offset 

Offset 

Duncan  Banner 

None 

$75 

None 

$40 

All 

All 

Yes 

3-3 

2-2 

Elk  City  News 

'-4  pg 

.  $75 

'A  t«- 

$40 

All 

All 

Offset 

Offset 

1000 

$150 

1000 

$120 

1000 

$85 

All 

All 

No 

10-6 

1-1 

No 

No 

Hi-Fi 

Holdenville  News 

$35 

.Ml 

2-1 

Offset 

Offset 

Hugo  News 

1000 

$210 

■liiiiiH 

$70 

.Ml 

All 

3 

. . . 

Lawton  Constitution  Press 

1000 

$150 

1000 

$120 

1000 

$85 

MTuS 

SWTF 

Yes 

3-2 

2-2 

Yes 

Hi-Fi 

McAlester  News-Capital 

None 

$50 

AH 

Yes 

4 

1-2 

No 

No 

Miami  News-Record 

588 

50% 

All 

No 

6 

1-1 

No 

No 

Muskogee  Phoenix  &  Times 
Democrat 

14  li. 

$125 

14  li. 

$90 

14  li. 

$50 

All 

All 

Yes 

4-4 

2-2 

No 

No 

HF&SP 

Norman  Transcript 

1000 

$100 

1000 

$70 

1000 

$50 

All 

All 

Yes 

6-6 

1-3 

No 

Yes 

Hi  Fi  _ 

Oklahoma  City  Oklahoma 

Journal 

1000 

$180 

1000 

$108 

1000 

$78 

All 

All 

7-5 

2-2 

Offset 

Offset 

Oklahoma  City  Oklahoman  & 
Times 

Page 

$650 

Page 

$525 

1000 

$310 

-Ml 

All 

Yes 

8-3 

2-2 

Hi-Fi_ 

Okmulgee  Times 

1000 

$26.67 

All 

Yes 

4-3 

1-1 

Yes 

Yes 

Pauls  Valley  Democrat 

1000 

$60 

1000 

$30 

All 

All 

Yes 

2-1 

2-1 

Offset 

Offset 

HFSi^ 

Ponca  City  News 

1000 

$100 

1000 

$70 

1000 

$40 

All 

All 

Yes 

7-4 

1-1 

Yes 

No 

Sapulpa  Herald 

None 

$35 

All 

No 

6-6 

1 

Hi-Fi 

Seminole  Producer 

1000 

$75 

1000 

$40 

All 

All 

Offset 

Offset 

Shawnee  News-Star 

1008 

$110 

1008 

$75 

1008 

$45 

All 

All 

Yes 

6-6 

1-2 

Yes 

Yes 

Hi-Fi _ 

Tulsa  World  &  Tribune 

1000 

$400 

1090 

$300 

1000 

$200 

All 

All 

Yes 

4-3 

2 

Yes 

Yes 

Hi-Fi 

(1)  Offset  for  color  only. 

OREGON 

Albany  Democrat-Herald 

1000 

$126 

600 

$84 

600 

$42 

All 

All 

No 

5-3 

2-2 

No 

Yes 

Hi-Fi 

Ashland  Tidings 

588 

$130 

588 

$90 

588 

$50 

All 

All 

Yes 

3-1 

4-3 

Offset 

Offset 

Hi-Fi 

Astoria  Astorian 

560 

$120 

560 

$80 

560 

$40 

.Ml 

All 

Yes 

3-3 

2-2 

Yes 

No 

HF&SP 

Bend  Bulletin 

None 

$65 

None 

$47.50 

None 

$30 

All 

All 

Yes 

3-3 

2-2 

Yes 

Yes 

Hi-Fi 

Coos  Bay-North  Bend  World 

588 

$150 

588 

$100 

588 

$50 

All 

All 

Yes 

3-3 

1-1 

No 

No 

Hi-F  _ 

Corvallis  Gazette-Times 

560 

$126 

560 

$84 

560 

$42 

All 

All 

Yes 

3-2 

2-1 

Yes 

Yes 

Hi-Fi 

Eugene  Register-Guard 

None 

$140 

None 

$110 

None 

$75 

-Ml 

All 

Yes 

3-3 

2-1 

Yes 

No 

Hi  Fi  _ 

Grants  Pass  Courier 

y*  pg 

$120 

%  PK 

.  $80 

y*  PR- 

$40 

.\ll 

All 

Yes 

2-2 

1-1 

Yes 

No 

_ 

Klamath  Falls  Herald  &  News 

600 

$100 

600 

$75 

600 

$45 

All 

All 

Yes 

3-3 

1-1 

No 

No 

Hi-Fi 

Medford  Mail  Tribune 

660 

$110 

660 

$80 

660 

$50 

All 

All 

Yes 

2-2 

1-1 

Yes 

Yes 

HiFi 

Oregon  City  Enterprise-Courier 

1000 

$452.76 

1000 

$288.75 

1000 

$210 

All 

All 

No 

3-2 

2*2 

Offset 

Offset 

_ _ 

Pendleton  East  Oregonian 

840 

$135 

840 

$90 

840 

$45 

All 

All 

No 

2-2 

1-1 

Offset 

Offset 

Hi-Fi  _ 

Portland  Oregonian  &  Oregon 
Toumal 

Page 

50% 

Page 

45% 

1000 

50% 

All 

■Ml 

Yes 

5-3 

2-2 

Hi  Fi 

Roseburg  News-Review 

600  " 

$100 

600 

$75 

600 

$42 

All 

All 

Yes 

3-3 

2-2 

No 

No 

Hi-Fi 

Salem  Oregon  Statesman  & 
Capital  Toumal 

1000 

$280 

1000 

$195 

600 

$100 

All 

All 

Yes 

3-3 

2 

Yes 

No 

Hi-Fi _ 

The  Dallas  Chronicle 

IE« 

$100 

mum 

$75 

$42 

All 

All 

No 

2-1 

^ _ _ 

PENNSYLVANIA 

Allentown  Chronicle 

Page 

$300 

Pa»e 

$250 

1000 

$150 

MTWFS 

STh 

Yes 

7-5 

2-2 

Hi-Fi  _ 

Altoona  Mirror 

55% 

45% 

1000 

35% 

All 

All 

Yes 

3-3 

2-3 

_ 

Hi-Fi  _ 

70  EDITOR  ac  PUBLISHER  for  March  27,  1965 

_ _ _  ^ 


:::  “  ::::  t-in  color.. .to 


iiiiiii 


Daily  Newspapers  offering  ROP  color:  rotes  and  data  —  Cont'd. 

Compiled  by  Editor  t  Publisher  end  Lake  Shore  Electrotype,  Chiceqo,  March,  I9i5 


3  Colors 
and  Black 
Min.  Size 

3-Color 

extra 

charge 

2  Colors 
and  Black 
Min.  Size 

2-Calor 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

L-Cdlor 

extra 

charge 

Days 
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Process 
color 

Avail. 

Days 
of  Wk. 
Spot 
color 
Avail. 

Mix 

Spec. 

Ink 

Closing 
days  for 
full& 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch 

mats 

for-4 

color 

partial 

pg. 

5th 

Cyl 

for4 

color 

partial 

PO- 

Prt-Prt. 

Inserts 

Uctplco 

PENNSYLVANIA  (Coni.) 

.Ashland 

liOO 

$75 

All 

2-1 

ilcaver*Kochester*a\liquippa* 

Ambndge  Beaver  County  Times  lOOU 

$185 

lOOU 

$135 

1000 

$85 

All 

AU 

Yes 

3-3 

2-2 

Yes 

Yes 

Ili-Ki 

beaver  iralls-aNew  Brighton 
Newb-Tnbune 

800 

25% 

TWS 

Yes 

7-4 

2-2 

Yes 

No 

Berwick  Enterprise 

y*  P£. 

$50 

AU 

No  ■ 

5 

HiFr~ 

Bcthlebem  Globe-Times 

1000 

$80 

All 

Yes 

6 

Hi-Fi 

Bloomsbiirg  Press 

1000 

$50 

•MTT 

Yes 

6 

2-2 

Hi-Fi 

Brownsville  Telegraph 

1000 

$1UU 

1000 

$50 

All 

AU 

No 

3-2 

1 

Offset  Offset 

Butler  Eagle 

I’agc 

$150 

1000 

$110 

None 

$70 

All 

AU 

Yes 

3-3 

3-3 

HiFi 

Carlisle  Sentinel 

None 

$50 

All 

No 

3 

1-1 

Chambersburg  Public  Opinion 

1000 

$80 

All 

No 

2-1 

Hi-Fi 

Chester  Delaware  County  Time 

1000 

$95 

AU 

Yes 

4 

2-2 

Hi-Fi 

1.  olumbia  News 

500 

$50 

AU 

No 

5 

3-3 

Hi-Fi 

C  uimelUville  Courier 

None 

$120 

None 

$60 

All 

AU 

No 

3-3 

Hi-Fi 

Donora  Herald-American 

1000 

$60 

1000 

$50 

All 

AU 

Yes 

5-5 

2-2 

No 

Yes 

L>oylestown>Uatboro  Intelligencer 

1000 

$.03511. 

MTWTF 

Yes 

10-4 

1-1 

Yes 

Yes 

UuBois  Courier^Kxpress 

mm 

'A  !«. 

$50 

tvvt 

No 

4 

2 

Hi-Fi 

$210 

1000 

$160 

1000 

$80 

All 

AU 

Yes 

6-4 

2-1 

No 

No 

Hi-Fi 

Ellwood  City  Ledger 

1000 

$85 

1000 

$55 

1000 

$40 

MTTKS 

W 

Yes 

4-4 

1-1 

No 

Yes 

Hi-Fi 

■iiMM 

$150 

$125 

.S.MTTFS 

w 

Yes 

5-5 

2-2 

Yes 

No 

Hi-Fi 

Oreensbuig  Tribune^Review 

1000 

$195 

$65 

TWTF 

.MS 

Yes 

7-3 

3-1 

No 

Yea 

Hi-Fi 

trreenville  Record-Argus 

$45 

.mtwts 

Yes 

6 

No 

No 

Hanover  Sun 

1000 

$65 

AU 

Yes 

3-3 

2-2 

Hi-Fi 

Harrisburg  Patriot-News 

lOUO 

$.150 

lOOC 

$275 

1000 

$175 

All 

AU 

Yes 

7-4 

1-1 

Yes 

No 

Hi-Fi 

Hazleton  Standard-Speaker 

1000 

$75 

AU 

Yes 

7 

2-1 

Hi-Fi 

Homestead-West  Homestead- 
Munhall  Messenger 

1000 

$50 

MTWFS 

Yes 

3 

2-1 

Huntingdoii'Mount  Union  News 

None 

$103 

None 

$84 

None 

$50 

All 

All 

V^s 

7-4 

2-2 

No 

No 

HF4SP 

Jeannette  News-Dispatch 

■■■HI 

14  li. 

$50 

No 

5-3 

2-2 

JohnstoHn  Tribune- Democrat 

lOOC 

$115 

AU 

Yes 

3 

1-1 

Hi-Fi 

Kiltanning  Leader-Times 

A  I**. 

$65 

MTuFS 

Yes 

5-5 

1 

Hi-Fi 

Lancaster  Intelligencer  Journal 
&  New  Era 

$350 

1500 

800 

$150 

All 

All 

Yes 

7-7 

2-1 

Hi-Fi 

Lansdale  North  Penn  Reporter 

UHiliH 

$50 

AU 

No 

3 

2-2 

Hi-Fi 

Lansford  Record 

1000 

$35 

AU 

Page 

$75 

1000 

$50 

$25 

All 

All 

Yes 

5-3 

1-1 

No 

No 

None 

$125 

None 

$85 

None 

$60 

All 

All 

Yes 

3-2 

No 

Yes 

Hi-Fi 

Lrvtttcmn  Tiroes  &  Bristol 
Count  r 

$215 

1000 

$160 

1000 

$90 

All 

AU 

Yes 

2-2 

1-1 

No 

No 

HF&SP 

Lewistown  Sentinel 

1000 

$50 

MTuFS 

Yes 

3 

2-2 

HF&SP 

Luck  Haven  Express 

A  P*. 

$50 

MTTFS 

Yes 

4 

1 

McKeesport-Duquesne-Clairton 

News 

lOon 

50% 

1000 

40% 

1000 

25% 

All 

AU 

Yes 

7-4 

1-1 

Yes 

No 

Milton  Standard 

None 

$45 

AU 

Yes 

4 

2 

Offset  Offset 

HF4SP 

1000 

$75 

All 

No 

5-5 

2 

Hi-Fi 

1000 

$50 

All 

AU 

Yes 

5-5 

2-2 

No 

Yes 

HHl 

600 

$75 

AU 

No 

3 

1 

New  Castle  News 

Page 

$150 

Page 

1000 

$80 

AU 

AU 

Yes 

5-3 

1-2 

Hi-Fi 

New  Kensington-Amold  Disiiatcb 

600 

All 

Yes 

2 

2 

TiMiM 

$145 

1000 

$115 

1000 

$85 

All 

AU 

Yes 

6-5 

2 

Yes 

No 

HF4SP 

Oil  City-Franklin  Derrick 
&  News-Herald 

Page 

$145 

1000 

$100 

1000 

$65 

All 

AU 

Yes 

4-2 

2-2 

HiFi 

Philadelphia  Bulletin 

Page 

$775 

Page 

$775 

1000 

$425 

All 

All 

Yes 

10-10 

2-11 

HFiiSP 

Philadelphia  Inquirer 

Page 

S650 

Page 

$650 

1000 

$475 

AU 

AU 

Yes 

2-5 

HF&SP 

Philadelphia  News  (Tab.) 

Page 

$300 

Page 

$300 

'A  pg. 

$175 

All 

AU 

No 

10-10 

2-5 

HF&SP 

Phoenixville  Republican 

A  PS- 

AU 

No 

2 

2 

Hi-Fi 

Pittsburgh  Post-Gazette 

Page 

$575 

Page 

$575 

1000 

$375 

TWTFS 

TWTFS 

Yes 

3-2 

2-5 

Hi-Fi 

Pittsburgh  Press 

Page 

Page 

$400 

MTTF 

MTTF 

Yea 

3-2 

2-5 

Hi-Fi 

Pottstown  Mercury 

$85 

$68 

$42.50 

MTWS 

F 

Yes 

3-3 

"TJT" 

Yes 

Hi-Fi 

Pottsville  Republican 

500 

$80 

MTuFS 

No 

5 

2-1 

Hi-Fi 

Scranton  Times 

1000 

$300 

1000 

$225 

1000 

$150 

MTTFS 

MTTFS 

Yes 

3-3 

2.2 

No 

No 

Hi-Fi 

Scranton  Tribune  &  Scrantonian 

1000 

$225 

1000 

$175 

1000 

$125 

AU 

AU 

Yes 

5-3 

1 

No 

No 

Hi-Fi 

Sbamokin  News-Dispatcb 

600 

$75 

AU 

No 

3 

1 

Sharon-Farrell-SbarpsTiUe- 
Wheatland  Herald 

1500 

35% 

.\U 

Yes 

7 

I-l 

Hi-Fi 

Sbenandoab  Herald 

1000 

$50 

AU 

Yes 

5 

2-1 

Hi-Fi 

State  Collegc-BcUefonte  Centre 
Times 

None 

$115 

None 

$100 

None 

$50 

AU 

All 

7-7 

1-1 

No 

No 

Stroudsburg-East  Stroudsburg 
Pocono  Record 

2352 

$180 

1500 

$120 

1000 

$60 

TWFS 

MTb 

No 

7-7 

2-2 

Offset  Offset  Hi-Fi  _ 

Sunbury  Item 

Page 

$120 

1500 

$100 

1000 

$80 

MTTFS 

w 

Yes 

7-3 

M 

No 

No 

HF&SP 

Tarentum-Brackenridge  Valley 
News 

600 

$90 

AU 

Yes 

5 

1-1 

Towanda  Review 

None 

$50 

AU 

Offset 

Offset 

L'^niontown  Herald  &  Standard 

' 

1000 

$60 

AU 

No 

5 

2-1 

Hi-Fi 

TiTiM 

1000 

KIESflH 

IBEHUHI 

$50 

All 

All 

Offset 

Offset 

1 


Offset  Oflfset 


As  illustrated  by  Director  of  Advertising  Jane  Roggers'  letter  of  appre¬ 
ciation  at  left,  part  of  the  excitement  of  Neiman-Marcus'  recent 
“Danish  Fortnight"  was  the  superior  ROP  color  reproduction  of  dra¬ 
matic  advertisements  in  The  Dallas  Times  Herald.  In  Dallas,  you  can 
look  to  The  Times  Herald  for  leadership  in  color  as  in  everything  else. 
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LIKES  IT! 
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Mr.  Jim  Chambers 
c/o  The  Times  Herald 
Herald  Square 
Dallas,  Texas 
Dear  Mr.  Chambers; 

I  don't  feel  that  the  files  should  be  closed  on  our 
recently  completed  Danish  Fortnight  without  a 
letter  of  congratulation  and  thank  you  for  the 
ROP  color  job  done  by  your  organisation  for  us 
in  the  past  two  weeks. 

I  feel  the  Times  Herald  played  a  very  important 
part  in  the  overall  success  of  our  Fortnight. 

We  are  extremely  grateful  for  your  extra  care 
in  handling  our  three  color  ads,  and  the 
reproduction  was  a  joy  to  behold  when  you 
opened  the  paper. 

With  this  kind  of  cooperation  there  is  no  end 
to  the  ROP  color  excitement  we  can  create  in  the 
future.  Thank  you. 

Sincerely, 

JANE  B.  ROGGERS 


The  Dallas  Times  Herald 

Where  Color  Receives  Careful  Attention  /  Represented  Nationally  By  the  branham  company 


T 

I 

■j  What  do  your  readers  look  for  in  your  responsible  for  this  matchless  color-  uniform  distribution  of  inkin  proportion 

I  color  pages?  Fun,  interest,  excitement?  ability.  One  is  Tension-Plate  Lockup  to  press  speed. 


Well,  you  can  add  fun  to  your  comics,  which  makes  plate  and  cylinder  prac-  The  Headliner's  low  operating  cost, 
interest  to  editorial  features,  excite-  tically  one  unit  .  .  .  improves  register  high  productivity  and  Goss’ round-the- 

,  ment  to  ads  when  you  print  color  pages  and  quality  of  reproduction  ...  in-  clock  service  insure  maximum  return 

*f'  on  a  Goss  Headliner.  creases  blanket  and  roller  life.  on  your  investment.  No  wonder  three 

6  The  Headliner's  superb  engineering  Another  feature  is  Colortrol  working  out  of  four  U.  S.  dailies  rely  on  Goss 
gives  you  more  than  spot  color  and  in  conjunction  with  the  Goss  Flo-Matic  equipment  to  put  sparkle  into  color, 

multi-color.  It  provides  unlimited  color  recirculating  ink  system  which  gives  snap  into  features,  sell  into  advertising, 

arrangements,  adaptation  to  any  ROP  precise  ink  flow  control.  The  Flo-Matic  To  find  out  how  profitably  a  Goss 
requirement  .  .  .  even  lets  you  change  system  permits  you  to  make  every  unit  Headliner  fits  into  your  newspaper 

color  positions  within  the  same  sec-  a  color  unit— lets  you  change  to  color  operation,  write  today  for  full,  descrip¬ 
tion  .  .  .  all  this  plus  top  reproduction  in  minutes.  tive  literature.  Address:  The  Goss 

and  accurate  register.  In  addition,  you  get  a  Continuous  Ink  Company,  5601  West  31st  Street, 

Many  outstanding  Goss  features  are  Feed  System.  This  feature  assures  Chicago,  Illinois  60650. 

the  goes  company 

^  MIEHLE-GOSS-DEXTER.  INC. 


Specialists  in  Newspaper,  Magazine  and  Roto  presses 


The  South\A/est’s  Great¬ 
est  NeyA/spaper  With 
More  Weekend  Circu¬ 
lation  Than  any  other 
publication 


Plan  now  to  be  in  — 

First  Sunday  in  August 
And  every  Sunday  Post 
thereafter 


RAVURE  SECTION  OF 


The  Houston  Post 
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Proofs 
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Bif  Sprinr  Herald 

2408 

*90 

2408 

$60 

1000 

$35 

All 

All 

Yes 

5-3 

2-2 

HiFi 

Brownsville  Herald 

None 

50% 

None 

40% 

None 

25% 

All 

All 

Yes 

3-3 

3-3 

Yes 

Yes 

Hi  Fi 

Bryan  Eagle 

1000 

!S0 

1000 

$25 

All 

All 

Yes 

3-3 

2-2 

No 

No 

Cleburne  Times-Res-iew 

1000 

$10.5 

moo 

$70 

1000 

$35 

All 

All 

Corpus  Christ!  Caller-Times 

1000 

$200 

1000 

$150 

1000 

$100 

All 

All 

Yes 

4-2 

2 

Yes 

Yes 

Hi-Fi 

Cuero  Record 

1000 

25% 

All 

Yes 

3-2 

2-2 

Dallas  News 

1000 

$4.50 

1000 

$350 

1000 

$250 

All 

All 

Yes 

7-7 

2 

Yes 

Yes 

HiFi 

Dallas  Times  Herald 

1000 

$400 

moo 

$300 

1000 

$200 

SMTWTF 

SMTWTF 

Yes 

3-1 

2-3 

Yes 

No 

HF&SP 

Denison  Herald 

1000 

$95 

1000 

$75 

1000 

$40 

All 

All 

7-3 

22 

No 

No 

Denton  Record-Chronicle 

1000 

$80 

moo 

$60 

1000 

$40 

All 

All 

Yes 

3-1 

2-1 

Yes 

Yes 

Hi-Fi 

Edinburft  Review 

None 

$90 

None 

$60 

None 

$30 

All 

All 

Yes 

3-2 

2-2 

Offset 

Offset 

Hi-Fi 

El  Pa.so  Times  &  Herald- Post 

1000 

$300 

moo 

$250 

moo 

$1.50 

All 

All 

Yes 

7-4 

1-2 

Yes 

No 

Hi-Fi 

Fort  Worth  Press  (Tab.) 

600 

$1.50 

WK) 

$110 

600 

$80 

All 

All 

Yes 

2-2 

2-2 

No 

No 

Hi  Fi 

Fort  Worth  Star-Telegram 

1000 

$61.2  30 

1000 

$463.54 

loot) 

$331.10 

All 

All 

Yes 

7-3 

2*2 

No 

No 

HF&SP 

Freeport-Clute-Lake  Jackson 
Brazosport  Facts 

1000 

$120 

moo 

$80 

loot) 

$40 

All 

All 

No 

7-5 

2-2 

Offset 

Offset 

HF&SP 

Cainesville  Register  & 
Messenger 

$105 

588 

$70 

588 

$35 

All 

All 

No 

2-1 

No 

No 

(lalveston  News  &  Tribune 

1008 

4.5% 

1008 

35% 

1008 

25% 

All 

All 

Yes 

2-2 

No 

Yes 

Hi-Fi 

(iarland  News 

loot) 

$120 

lono 

$80 

mon 

$40 

All 

All 

No 

3-2 

1-2 

Offset 

Offset 

Hi-Fi 

tirand  Prairie  News-Texan 

1000 

$132 

100(1 

$88 

moo 

$44 

All 

All 

Yes 

7-4 

4 

(Ireenville  Herald-Banner 

1000 

$90 

1000 

$70 

1000 

$40 

All 

All 

Yes 

7-3 

2-1 

Yes 

No 

Hi-Fi 

Harlingen  Valley  Morning  Star 

Nine 

.50% 

None 

40% 

None 

25% 

All 

All 

Yes 

3-3 

3-3 

Yes 

Yes 

Hi  Fi 

Henderson  News 

1(100 

s*40 

MTWF 

Yes 

3 

3-2 

t)ffset 

Offset 

Hi-ti 

Houston  Chnmicle 

moo 

$525 

1000 

$350 

1000 

$235 

All 

All 

Yes 

7-3 

1-4 

Yes 

No 

Houston  Post 

1000 

$400 

1000 

$275 

moo 

$165 

All 

All 

Yes 

7-3 

1-5 

Yes 

•'>'o 

Hi-Fi 

Hurst  Mid-C'itics  News  Texan 

1000 

$1.12 

1000 

$88 

1000 

$44 

All 

All 

Yes 

7-4 

4 

Offset 

Offset 

Irving  News-Texan 

1000 

$120 

moo 

$8fl 

mon 

$44 

All 

.\11 

Yes 

7-4 

4 

Offset 

Offset 

Kermil  Sun 

HMIO 

$80 

moo 

$40 

All 

All 

Offset 

Offset 

Kilgore  News  Herald 

1000 

$70 

1 000 

$35 

All 

All 

Yes 

2 

2-2 

Hi-Fi 

Killeen  Herald  Eartdo  Times 

1000 

50% 

1000 

40% 

1000 

25% 

All 

All 

Yes 

3-3 

1-1 

No 

No 

Hi-Fi 

Hi-Fi 

l^evelland  Sun  News 

1008 

$25 

All 

No 

3 

2-2 

Offset 

Offset 

l,iongview  Journal-News 

1000 

$1.50 

1000 

$100 

1000 

$60 

All 

All 

Yes 

7-2 

2-2 

_ 

_ _ 

LublxH'k  Avalanche- lounial 

s-sn 

$145 

850 

$115 

850 

$75 

All 

All 

Yes 

5-3 

2-2 

Yes 

Yes 

Hi-Fi 

Cufkin  News 

1000 

$90 

1000 

$60 

1000 

$30 

All 

All 

Yes 

2-1 

1-1 

No 

No 

_ _ 

Marshall  News  Messenger 

moo 

$90 

moo 

$7.) 

1000 

$40 

All 

All 

Yes 

3-2 

1-1 

Yes 

No 

Hi-Fi 

McAllen  V’alley  Monitor 

Notie 

,50% 

None 

40% 

None 

25% 

All 

All 

Yes 

3-3 

3-3 

Yes 

Yes 

Hi-Fi 

Midland  Reporter-Telegram 

None 

65% 

None 

40% 

None 

25% 

All 

All 

Yes 

3-3 

2-2 

Yes 

No 

Hi-Fi _ 

Mineral  Wells  Index 

loot) 

$35 

All 

No 

2 

2-2 

Hi-Fi 

Odessa  American 

moo 

$120 

moo 

$90 

1000 

$60 

-Ml 

All 

Yes 

3-2 

2-2 

Yes 

No 

_ 

Orange  Leader 

14  li. 

$105 

14  li. 

$70 

14  li. 

$35 

All 

All 

Yes 

2-2 

1-1 

Yes 

No 

Hi-Pi 

Palestine  Herald-Press 

None 

$30 

All 

Yes 

1 

1-1 

Hi-Fi 

Pampa  News 

None 

$35 

All 

^•es 

3 

1-1 

_ 

Paris  News 

moo 

$90 

1 000 

$70 

moo 

$40 

All 

All 

Yes 

1-1 

1-1 

No 

No 

_ 

Pasadena  Star  News  Citizen 

1000 

$132 

mon 

$88 

1000 

$44 

All 

All 

Yes 

7-4 

4 

Offset 

Offset 

Plainview  Herald 

moo 

$30 

All 

Yes 

3 

Hi-Fi 

Port  Author  News 

moo 

10 

1000 

$95 

moo 

$70 

All 

All 

Yes 

3-3 

2-1 

Yes 

Yes 

Richardson  News 

1000 

$120 

moo 

$80 

1000 

$40 

All 

All 

No 

3-2 

2-2 

Offset 

Offset 

- 

San  Angelo  Standard-Times 

1000 

$1.10 

moo 

$100 

1000 

$60 

All 

All 

Yes 

4-2 

3-2 

Yes 

Yes 

Hi-Fj _ 

San  Antonio  Express-News 

moo 

$250 

1000 

$2C0 

moo 

$150 

All 

All 

Yes 

5-3 

2-2 

Yes 

No 

Hi-Fi  _ 

v'Nan  Antonio  l^ght 

moo 

$250 

1000 

$200 

moo 

$150 

All 

All 

Yes 

7-5 

2 

Yes 

No 

_ _ 

Sherman  Democrat 

moo 

$120 

mon 

$80 

moo 

$40 

All 

All 

Yes 

5-3 

1-1 

Yes 

Yes 

Hi-Ki 

Snvder  News 

mon 

$45 

1000 

$25 

All 

All 

No 

4-2 

2-2 

No 

No 

- 

Temple  Telegram 

moo 

$150 

moo 

$100 

1000 

$50 

All 

All 

Yes 

3-3 

2-2 

Yes 

No 

_ 

Texarkana  Gazette  &  News 

1000 

$1,10 

moo 

$95 

moo 

$65 

All 

All 

Yes 

7-7 

1-1 

Yes 

No 

Hi-Fi 

Texas  City  Sun 

son 

$40 

All 

_ 

_ _ 

T^ler  Courier-Times  & 
Telegraph 

mnn 

$1.50 

moo 

$100 

moo 

$65 

All 

All 

Yes 

2-2 

1-1 

No 

No 

Hi-Fi 

V’ernon  Record 

moo 

$80 

moo 

$40 

SMTh 

TWF 

No 

2-2 

2-2 

_ 

Hi  F-i  _ 

X'ictoria  Advocate 

14  li. 

$90 

14  It. 

$60 

14  li. 

$30 

All 

AK 

Yes 

4-2 

2-1 

No 

No 

_ 

Waco  News-Tribune  &  Times- 
Herald 

mon 

$175.. SO 

lono 

$136.50 

1000 

$106.25 

All 

.Ml 

Yes 

5-2 

2-2 

No 

Yes 

HF&SP 

Wichita  Falls  Record-News  & 
Times 

lono 

$195 

1000 

$135 

mon 

$75 

All 

All 

Yes 

3-3 

2 

No 

No 

Hi-F;i 

UTAH 


Ia>gan  Herald-Journal 

588 

$45 

All 

Yes 

3 

1-1 

_ 

Hi-Fi 

Ogden  Standard-Examiner  1000 

55% 

1000 

45% 

600 

35% 

All 

All 

Yes 

5-3 

2-2 

Yes 

No 

Provo  Herald  «>00 

$100 

600 

$75 

600 

$45 

All 

All 

Yes 

3 

1-1 

Yes 

No 

Salt  Lake  City  Tribune  &  Deseret 

News,  Salt  Lake  Telegram  None 

$349 

None 

$349 

None 

$244 

All 

All 

Yes 

5-3 

2-1 

Yes 

No 

Hi-Fi  _ 

VERMONT 

Bennington  Banner  1000 

$150 

mon 

$100 

moo 

$50 

WT 

MTuFS 

No 

7-5 

2-1 

Offset 

11 

Cl 

Hi-Fi  _ 

Burlington  Free  Press 

1000 

$100 

All 

Yes 

5 

2-2 

_ 

JliTj _ 

St.  Albans  Messenger 

* 

1000 

$75 

All 

Yes 

2 

1-1 

St.  Johnsbury  Calendonian- Record 

mon 

$45 

All 

No 

2 

_ 

EDITOR  sc  PUBLISHER  for  March  27,  1965 


78 


EDITORIAL  EXCELLENCE  OF  THE 
SEATTLE  TIMES  RECOGNIZED  AGAIN 


DOROTHY  BRANT  BRAZIER 


Dorothy  Brant  Brazier,  Seattle  Times  women’s  editor,  winner  of  the  $1500  top  prize  in  the  1964 


J.  C.  Penney-University  of  Missouri  Journalism  Award,  the  foremost  national  competition  in  women’s 


journalism.  The  contest  had  a  record  number  of  entries. 


SEATTLE  TIMES  WOMEN'S  EDITOR 


EARNS  THE  REPORTING -WRITING  AWARD 
IN  THE  J.  C.  PENNEY-UNIVERSITY  OF 
MISSOURI  NEWSPAPER  COMPETITION!! 

Once  again  the  editorial  excellence  of  The  Seattle  Times  is  recognized— this  time  with  a  top 
national  award. 

Every  day— every  issue-readers  of  The  Seattle  Times  recognize  the  news  and  editorial  superi¬ 
ority  of  Washington  State’s  Number  One  newspaper. 

This  is  one  of  the  reasons  why  The  Seattle  Times  year  after  year  goes  into  more  homes  than  any 
newspaper  in  Washington  State. 

To  sell  your  product  in  this  important  market,  place  your  “A”  schedules  consistently  in  The 
Seattle  Times— first  in  circulation— first  in  advertising— first  in  news  and  first  in  editorial  awards. 

Seattle  @ime$ 

Represented  by  Cresmer,  Woodward,  O'Mara  &  Ormsbee,  Inc. 

New  York  •  Philadelphia  •  Atlanta  •  Chicago  •  Detroit  •  Minneapolis  •  San  Francisco  •  Los  Angeles 


Daily  Newspapers  offering  ROP  color:  rates  and  data  —  Cont'd. 

Compiled  by  Editor  ft  Publisher  and  Lake  Shore  Electrotype,  Chicago,  March,  IfiS 


3  Colors  3-Colc.' 
and  Black  extra 
Min.  Size  charge 


2  Colors  2-Color  1  Color  1-Color 
and  Black  extra  and  Black  extra 

Min.  Size  charge  Min.  Size  charge 


■\rliii8ton  Northern  Virginia  Sun _ 

Bristol  Herald-Courier  & 

Virginia-Tennessean _ 

Charlottesville  Progress _ None 


Covington  Virginian 


Culpeper  Star-Exponent 


r redenclc.sburg  Free  Lance-Star 


llamsonburg  News-Record 


Hopeirell  News _ 

Newport  News-Hampton  Press  & 
Times-Record  1000 

.Norfolk  Virginian-Pilot  & 

Ledger-Star _ 1000 

Petersburg  Progress-Index _ 

Pulaski  Southwest  Times  "00 


Days 
of  Wk. 
Process 
color 
Avail. 

Days 
of  Wk. 
Spot 
color 
Avail. 

Mix 

Spec. 

Ink 

Closing 
days  for 
full& 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch 
mats 
for -4 
color 
partial 
pg. 

5th 

Cyl. 

for.4 

color 

partial 

PO- 

Pre-Prt, 

Inserts 

Vecepted 

All 

All 

No 

14-7 

1-1 

All 

Yes 

3 

2-2 

Hi-Fi 

All 

All 

Yes 

5-3 

1-1 

Yes 

Yes 

Hi-Fi 

All 

No 

2 

2-2 

No 

Yes 

HiTi 

All 

All 

Yes 

7-3 

2 

Offsc 

rt  Offset 

' 

W  T 

MTuFS 

Yes 

2 

2-2 

No 

No 

iirFi 

_ Hi  Fi 

Yes  Yes  Hi-Fi 

Yes  No _ H^&  SI’ 

_ _ Hi-Fr~ 

Offset  Offset  HF&SP 


Richmond  Times-Dispatch  & 
News  Leader 

1000 

$5.50 

1000 

$350 

1000 

$250 

AM 

All 

Yes 

7-3 

2-3 

A’es  No  HF&SP 

Koatioke  Times  &  World-News 

1000 

$295 

1000 

$237.50 

1000 

$175 

All 

All 

Yes 

7-4 

2-2 

Staunton  Leader 


Suffolk  News-Herald 


Waynesboro  News-Virginian 


Spokane  Spokesman-Review  & 
Chronicle 

Tacoma  News-Tribune _ 

Vancouver  Columbian 


_ Union- _ 

Wenatchee  World _ 

Yakima  Herald  &  Republic 
(1)  Spectacolor  June  1,  1965 

WEST  VIRGINIA 

Berkley  Post-Herald  &  Raleigh 

Register _ 

Bluetield  Telegraph  &  Sunset 

N  ews-Observer _ 

Charleston  Gazette  &  Mail _ 

Fairmont  Times-West  Virginian 


Huntinston  Herald-Dispatch  & 
Advertiser 


$475 

1000 

$375 

500 

$175 

All 

All 

Yes 

3-2 

2-2  Yes  No  Hi-Fi 

$430 

1000 

$300 

1000 

$175 

All 

SS 

Yes 

6-6 

2-2  Yes  No  Hi-Fi 

$1I>0 

600 

$110 

None 

$60 

All 

All 

Yes 

3-3 

2-1  Yes  No  Hi-Fi 

None  $110 
1000  $250 


1000  $175 


None _ $8.S 

1000  $175~ 

1000  $75 


22  Yes  NoHF-4-SP(l) 

"ri  Offset  Offset  Hi-Fi 


2-2  No  No _ 

1-1  No  No 

1-3  Yes  Yes  Hi-Fi 

1-1  No  No 


Morgantown  Dominion-News  & 

Post  1000 

$100 

1000 

$75 

1000 

$50 

All 

All 

Yes 

5-3 

2-1 

No  No  Hi-Fi 

Moundsvilic  Eicho 

None 

$50 

MTWTF 

Yes 

2 

1 

HF&SP 

1  Parkersburg  News  &  Sentinel 

600 

$25 

All 

No  ; 

1000 

$75 

AU 

Wheeling  Intelligencer  &  News- 
Register  _ 2464 


2464  $256 


4-2  Yes  Yes  Hi-Fi 


WISCONSIN 

Appleton-Neenah-Menasha  Post- 
Crescent 


.Ashland  Press 


1000  $150 


1000  $70 


1000  $50 


1-2  Yes  No  Hi-Fi 


Chippewa  Falls  Herald- 
Tdecram 

Page 

$50 

MTuFS 

No 

2 

1 

Hi-Fi  J 

si  fW!l  R  i  f .  IJ  J.  a  ll  .1 !  J -i  ^  1 1 1 

$125  1000 

None 

All 

All 

No 

7-5 

2-2 

Hi-Fi  ^ 

1  Fond  Du  Lac  Commonwealth 

1  Reporter 

Page. 

$105 

None 

$70 

AU 

All 

Yes 

5 

1-1 

Hi-Fi  _  i 

up  10 17;  non  nadonhip 
U3:  non  npiipo* 

How?  By  using  ROP  Color  from  the  Milwaukee  Journal 
ROP  Color  Service!  ROP  Color -advertising,  editorial  and 
promotion -gives  your  message  added  impact  for  higher 
readership,  retention  and  response. 

ROP  ADVERTISING  AND  PROMOTION  SERVICE  INCLUDES: 

■  color  ads  created  by  cooperating  ROP  color  newspapers 

■  free  color  mats  provided  by  leading  manufacturers 

■  color  mats  of  full  color  newspaper  promotion  ads. 

ROP  EDITORIAL  SERVICE  INCLUDES: 

■  color  material  created  by  cooperating  ROP  color  news¬ 
papers 

■  free  editorial  color  features  as  prepared  for  leading 
manufacturers 

■  choice  of  finest  quality  printing  materials. 

■Carl  J.  Nelson  Research,  Inc.  For  detailed  information,  write  or  call: 

THE  MILWAUKEE  JOURNAL 
ROP  COLOR  SERVICE 

for  newspapers 

JOURNAL  SQUARE,  Milwaukee.  Wisconsin  53201 
Telephone  414-271-6000  •  Teletype  Ml  460 


Daily  Newspapers  offering  ROP  color:  rotes  and  data 

Compiled  by  Editor  t  Publithor  end  Leke  Shore  Eiectrotype,  Chicego,  March,  IfiS 
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extra 
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extra 

charge 
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fer-4  for-4 
color  color 
partial  partial 
pg.  pg- 

Pri-Prt. 

inserts 

cccptM 

WISCONSIN  (Cont.) 

Kenosha  News 

None 

$120 

None 

$90 

1232 

$60 

MTuFS 

WT 

Yes 

4-4 

1-1 

Ye» 

No 

Hi-Fi 

La  Crosse  Tribune 

1000 

$115 

1000 

$100 

1000 

$85 

All 

All 

Yes 

4-2 

1-2 

Yes 

Yes 

HiTpi 

Madison  Wisconsin  Stale  Journal 
&  Capital  Times  Pa^e 

$250 

Page 

$250 

1000 

.50% 

All 

All 

Yes 

10-5 

Hi-Fi 

Manitowoc-Two  Rivers  Herald- 
Times  &  Reporter  None 

$115 

None 

$85 

None 

$55 

MTuFS 

WT 

Yes 

2-2 

2-2 

Yes 

Yes 

Hi-Fi 

Marinette  Eagle-Star 

1000 

$60 

All 

No 

2 

Hi-Fi 

Marshfield  News-Herald 

1000 

$(>0 

All 

No 

2 

1-1 

Hi-Fi 

Milwaukee  Journal  &  Sentinel 

1000 

$425 

1000 

$.150 

1000 

$300 

All 

All 

Yes 

5-5 

2-2 

No 

No 

Hi  Fi 

Oshkosh  Northwestern 

None 

$115 

None 

$95 

None 

$(.5 

All 

All 

Yes 

6-4 

1 

Yes 

No 

Hi-K 

Racine  Journal-Times  & 
Bulletin 

1000 

$125 

1000 

$112.50 

1000 

$100 

All 

All 

No 

5-4 

1-2 

Yes 

No 

Hi-Fi 

Shawano  Leader 

560 

$29.20 

560 

$24.16 

560 

$15.20 

All 

All 

No 

3-3 

1-1 

Sheboygan  Press 

1000 

$120 

1000 

$85 

1000 

$60 

All 

All 

Yes 

7-7 

2-1 

No 

Yes 

HF4SP 

Stevens  Point  Journal 

None 

$50 

MTWFS 

Yes 

3-2 

Hi-Fi 

Superior  Telegram 

84tl 

55% 

84U 

45% 

840 

35% 

MTTFS 

W 

Yes 

5-3 

3-2 

Yes 

No 

Hi-Fi 

Waukesha  Freeman 

1000 

$120 

1000 

$90 

1000 

$60 

All 

All 

Yes 

3-2 

2-2 

No 

No 

Hi-Fi 

Wausau  Record-Herald 

None 

$105 

None 

$80 

None 

$60 

All 

•Ml 

Yes 

5-5 

1-1 

No 

No 

HF&sr 

Wisconsin  Rapids  Trilmne 

Page 

$100 

■/,  i« 

$80 

None 

$(i0 

All 

All 

Yes 

5-5 

2-2 

Yes 

No 

Hi-Ft 

(1)  Effective  May  1,  1965. 

WYOMINC 

Casper  Star-Tribune 

1000 

$100 

All 

Yes 

14-7 

2-2 

No 

No 

Clieyenne  Wyoming  Eagle  & 

Wyoming  State  Tribune  (Tab. )  Page 

75% 

840 

50% 

840 

33  54% 

Ml 

All 

Yes 

14-7 

2-2 

I^ramie  Boomerang  (Tab.) 

1000 

.50% 

1000 

33  54% 

All 

All 

Yes 

3-2 

2-2 

No 

No 

Hi-Fi 

Rawlins  Times  tTab. ) 

moo 

$30 

All 

Yis 

3 

2-2 

No 

No 

Hi  Fi 

Rock  Springs  Rocket 

10110 

$.10 

All 

Yes 

3 

l-I 

Hi-Fi 

Sheridan  Pre«s 

54  I'g. 

.10% 

TWFS 

No 

2 

1 

Hi-Fi 

Worland  Northern  W  yoming 
News  (Tab.) 

980 

3  3  54% 

All 

No 

2-2 

2 

Hi-Fi 

CANADA 


ALBERTA 


C'algarv  Albertan 

600 

$.30  li. 

600 

$.285  li. 

600 

$.265  li. 

All 

All 

Ye* 

4-4 

2-2 

Calgary  H  —ald 

moo 

$1.50 

moo 

$110 

1000 

$70 

All 

All 

Yes 

3-2 

1-2 

Yes 

No 

Hi-Fi 

Edmonton  Journal 

1000 

$400 

moo 

$300 

1000 

$200 

All 

All 

Yes 

2-2 

1-1 

No 

No 

Hi-Fi 

(grand  Prairie  Herald-Tribune 

600 

$95 

600 

$50 

All 

All 

4-2 

1 

Offset 

Offset 

Hi-Fi 

l.ethhriilge  Herald 

600 

$30 

All 

Yes 

5-2 

2-2 

Hi-Fi 

Meilicine  Hat  News 

600 

$100 

600 

$75 

60(1 

$50 

All 

All 

Yes 

5-2 

1-2 

No 

No 

Hi-Fi 

Re<l  Deer  Advocate 

6UI) 

$110 

600 

$75 

All 

All 

Yes 

2-2 

2 

Hi-Fi 

BRITISH  COLUMBIA 

Kamloops  Sentinel 

600 

$125 

600 

$75 

All 

All 

Yes 

4-3 

2-2 

Yes 

Yes 

Kelowna  Courier 

600 

$125 

600 

$75 

All 

All 

Yes 

7-4 

3-3 

Nanaimo  Free  Press 

600 

$150 

600 

$75 

All 

All 

Yes 

4-4 

1-1 

Hi-Fi 

Nelson  News 

600 

$95 

600 

$50 

All 

All 

No 

2-2 

1-1 

New  Westminster  Columbian 

None 

$125 

None 

$75 

.All 

All 

4-2 

.3-1 

Penticton  Herald 

bUO 

$125 

600 

$75 

MTuFS 

WT 

No 

6-4 

2-2 

Prince  George  Citizen 

600 

$'00 

600 

$60 

All 

All 

Yes 

4-4 

1-1 

Offset 

Offset 

Trail  Times 

600 

$100 

600 

$50 

All 

All 

Yes 

7-7 

1-1 

No 

No 

V'aiicouver  Province  &  Sun 

None 

75% 

None 

50% 

None 

35% 

All 

All 

Yes 

4-2 

2-2 

Yes 

Yes 

Hi-Fi 

Vancouver  Times 

600 

50% 

600 

40% 

600 

30% 

MTTFS 

MTTFS 

7 

Offset 

Offset 

V’ictoria  Colonist  &  Times 

1000 

$.20  li. 

1000 

$.16  li. 

1000 

$.11  li. 

Ml 

All 

Yes 

4-2 

2-2 

Yes 

No 

Hi-Fi 

MANITOBA 

Itrandoii  Sun 

600 

$125 

600 

$75 

MTTFS 

MTTFS 

Yes 

5-3 

1-1 

Hi-Fi 

Klin  Flon  Reminder 

None 

$15 

■All 

Portage  La  Prairie  Graphic 

None 

$50 

All 

No 

1 

2 

Winnipeg  Free  Press 

600 

$198 

600 

$138 

600 

$78 

All 

All 

Yes 

7-3 

1-3 

Yes 

Yes 

Hi-Fi  _ 

Winnipeg  Tribune 

moo 

$180 

1000 

$1.10 

600 

$48 

All 

All 

Yes 

4-2 

2-2 

No 

Yes 

Hi-Fi  _ 

NEW  BRUNSWICK 

Fredericton  Gleaner 

1200 

$90 

600 

$45 

600 

$30 

All 

All 

No 

4-2 

1 

No 

No 

Moncton  L’Evanpehne 

600 

$65 

All 

No 

5-3 

2-2 

Yes 

No 

Moncton  Times  &  Transcript 

600 

Sl'O 

600 

$100 

600 

$50 

All 

All 

Yes 

4-1 

2-2 

Hi-Fi 

Saint  John  Telegraph-Journal  & 
Times-Globe 

600 

$180 

600 

$130 

600 

$70 

All 

All 

Yes 

5-3 

2-2 

No 

No 

Hi-Fi  _ 

NEWFOUNDLAND 

Corner  Brook  Western  Star 

600 

$50 

MTTFS 

Yes 

4 

1-1 

Hi-Fi _ 

St.  John’s  News 

600 

$27 

All 

7-2 

2 

_ _ 

St.  John's  Telegram 

600 

$165 

600 

$115 

600 

$60 

All 

All 

Yes 

10-4 

2-2 

No 

No 

_ 
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Daily  Newspapers  offering  ROP  color:  rotes  and  data  — Cont'd. 

Compiled  by  Editor  t  Publishor  and  Lake  Shorn  EUctrotypa,  Chicago,  March,  I9i5 


3  Colors 
and  Black 
Min.  Size 

3-Coior 

extra 

charge 

2  Colors 
and  Black 
Min.  Size 

2-Color 

extra 

charge 

1  Color 
and  Black 
Min.  Size 

1-Color 

extra 

charge 

Days 
of  Wk. 
Process 
color 

Avail. 

Days 
of  Wk. 
Spot 
color 
Avail. 

Mix 

SPK. 

Ink 

Closing 
days  for 
fullA 
Spot  Col. 

No.  of 
Progs 
and 
Proofs 

Patch  Sth 
mats  Cyl. 

for-4  for-4 
color  color 
partial  partial 
pg-  pg- 

Pre-Prt. 

Inserts 

Accepted 

NOVA  SCOTIA 

Amlu-rst  News 

300 

$50 

MTTFS 

Yes 

2 

1 

Halifax  C  hronicle-tlerald  & 

M  ail  Star 

1000 

$225 

1000 

$175 

600 

$125 

All 

All 

No 

2-10 

S 

Yes 

New  lilassgow  News 

600 

$50 

All 

No 

1 

2 

Hi-Fi 

Sydney  Cape  Breton  Post 

600 

$140 

600 

$100 

600 

$60 

All 

All 

Yes 

3-3 

1-1 

No 

No 

Hi-Fi 

ONTARIO 

Barrie  Kxamintr 

600 

$150 

600 

$75 

All 

All 

Yes 

4-3 

2-2 

No 

No 

Hi-Fi 

Brant  ford  Expositor 

600 

$175 

600 

$125 

600 

$75 

All 

All 

No 

4-3 

1-2 

No 

Yes 

HF  &  SP 

Chatham  News 

600 

$125 

600 

$75 

All 

All 

No 

4-2 

1-1 

Cornwall  Standard- Freeholder 

600 

$125 

600 

$75 

All 

All 

Yes 

4 

2-2 

No 

No 

Hi-Fi 

Fort  Frances  Bulletin 

600 

$90 

bOO 

$60 

600 

$30 

All 

All 

No 

4-2 

1 

Yes 

Yes 

Fort  William  Times-journal 

600 

$165 

600 

$125 

600 

$75 

All 

All 

Yes 

4-3 

1-1 

No 

No 

Galt  Reporter 

600 

$175 

600 

$125 

600 

$75 

All 

All 

No 

4-4 

4-1 

Yes 

No 

HF  &  SP 

Guelph  Mercury 

600 

$175 

600 

$125 

600 

$75 

All 

All 

No 

7-4 

3-3 

No 

Yes 

Hamiiton  Spectator 

1000 

$400 

1000 

$300 

1000 

$200 

All 

All 

Yes 

5-5 

1-2 

Yes 

Yes 

Hi  Fi 

Kingston  Whig-Standard 

600 

$175 

600 

$125 

600 

$75 

All 

All 

Yes 

4-2 

1-2 

No 

No 

Hi  Fi 

Kirkland  I„ake  Northern  New 

s  600 

$175 

600 

$125 

600 

$75 

All 

All 

Yes 

5-2 

2 

No 

Yes 

Kitchener- Waterloo  Record 

600 

$180 

600 

$130 

600 

$70 

All 

All 

Yes 

4-4 

1-1 

No 

Yes 

Hi  Fi 

Lindsay  l*ost 

600 

$60 

600 

$40 

600 

$20 

All 

All 

No 

4-4 

2-2 

No 

Yes 

Ixindon  Free  Press 

1000 

$300 

1000 

$200 

1000 

$100 

All 

All 

Yes 

4-2 

2-1 

No 

Yes 

Niagara  Falls  Review 

600 

$150 

600 

$100 

600 

$50 

All 

All 

Yes 

3-3 

1 

No 

No 

Hi-Fi 

-North  Bay  Nugget 

1000 

$150 

1000 

$110 

600 

$60 

All 

All 

Yes 

4-2 

1-1 

No 

No 

HiFi 

Oakville  Journal-Record 

600 

$175 

600 

$125 

600 

$75 

All 

All 

Yes 

4-2 

4-4 

No 

N* 

Orillia  Packet  &  Times 

(>00 

$125 

600 

$75 

All 

All 

No 

4-3 

3-1 

Oshawa-Whitby  Times 

600 

$1 75 

600 

$125 

600 

$75 

All 

All 

No 

7-4 

4-4 

No 

No 

Ottawa  C  itizen 

600 

$120 

600 

$90 

600 

$60 

All 

All 

Yes 

4-4 

2-1 

Yes 

Yes 

Hi-Fi 

Ottawa  Journal 

600 

$.20  I 

1.  (>00 

$.15  1 

1.  600 

$.10  li. 

All 

All 

Yes 

4-4 

1-2 

Yes 

Yes 

Hi-Fi 

Ottawa  Droit 

600 

$215 

(>00 

$145 

600 

$75 

All 

All 

Yes 

4-4 

1-1 

No 

No 

Hi-Fi 

Owen  Sound  Sun-Times 

600 

$100 

600 

$60 

MTTFS 

MTTFS 

No 

4-2 

1-1 

Pemltroke  Observer 

600 

$125 

600 

$75 

All 

All 

Yes 

3-3 

3 

Hi-Fi 

Pctcrliorough  Examiner 

600 

$125 

600 

$75 

All 

All 

No 

4-4 

2-2 

Hi-Fi 

Fort  Authur  News-Chronicle 

600 

$125 

600 

$75 

.All 

All 

7-4 

3-3 

Yes 

Yes 

St.  Catharines  Standard 

600 

$150 

600 

$110 

600 

$60 

All 

All 

Yes 

4-4 

1-1 

Yes 

No 

Hi  Fi 

St.  Tliomas  Times-journal 

600 

$100 

600 

$60 

All 

All 

Yes 

4-4 

1-2 

Sarnia  Observer 

600 

$175 

600 

$125 

600 

$75 

All 

All 

Yes 

7-4 

1-1 

No 

No 

Sault  Ste.  Marie  Star 

1000 

$180 

1000 

$120 

1000 

$60 

All 

All 

No 

3-3 

1-1 

No 

No 

Hi-Fi 

Stratford  Beacon-Herald 

600 

$125 

600 

$90 

600 

$50 

All 

All 

Yes 

4-2 

1-1 

No 

Yes 

Hi-Fi 

Sudbury  Star 

600 

$135 

6C0 

$85 

All 

All 

Yes 

7-4 

2-2 

No 

No 

Timmins  Press 

600 

$125 

600 

$75 

All 

All 

Yes 

7-4 

3-3 

Toronto  (ilobe  &  Mail 

1000 

$1250 

1000 

$750 

1000 

$500 

All 

All 

Yes 

7-3 

1-3 

Yes 

Yes 

Toronto  Star 

1000 

$1000 

1000 

$750 

1000 

$500 

All 

AH 

Yes 

5-3 

6-6 

No 

Yes 

HF&SP 

Toronto  Telegram 

1000 

$1000 

1000 

$750 

1000 

$400 

All 

All 

Yes 

2-2 

2-2 

No 

Yes 

Hi  Fi 

Welland-Port  (’olborne  Tribune  Page 

$175 

600 

$125 

600 

$75 

Ml 

•Ml 

No 

4-2 

3-2 

Windsor  Star 

1000 

$300 

1000 

$250 

1000 

$1.50 

\'l 

All 

Yes 

4-4 

1-3 

Yes 

Yes 

Hi  Fi 

Woodstock-Ingersoll  Sentinel- 
Revit  w 

600 

$125 

600 

$75 

MTTFS 

MTTFS 

No 

4 

2-2 

No 

PRINCE  EDWARD  ISLAND 


('iiarlottetown  Guardian  & 

Patriot 

600 

$125 

600 

$75 

Mi 

AH 

Yes 

7-4 

3-3 

Yes 

Yes 

9UEBEC 

Granby  I„a  \’oix  De  L*Est 

600 

$150 

600 

$100 

600 

$50 

■'H 

AH 

^Vs 

8-3 

2-1 

Offset 

Offset 

Montreal  (iazette 

1000 

$275 

1000 

$200 

600 

$125 

All 

AH 

10-4 

2-2 

No 

No 

Hi-Fi 

Montreal  I.a  Pressc 

600 

$800 

600 

$600 

600 

$400 

All 

All 

No 

5-5 

4-4 

No 

No 

Hi-Fi 

Montreal  Le  Devoir 

(>00 

$100 

All 

Yes 

2 

2-2 

Montreal  Le  Journal  De 

Montreal 

Page 

$200 

Page 

$150 

None 

$75 

AH 

AH 

Yes 

6-2 

1-1 

Offset 

Offset 

.Montreal  Montreal-Matin  (Tab.) 

I'age 

$75 

AH 

Montreal  Star 

1000 

$700 

1000 

$500 

1000 

$350 

AH 

AH 

Yes 

5-2 

2-4 

No 

No 

Hi  Fi 

Quebec  ('hronicle  Telegraph 

600 

$75 

ah' 

Yes 

2 

2-1 

Hi-Fi 

Uuebec  E’Action 

600 

75% 

600 

.50% 

600 

25% 

MTWFS 

MTWFS 

No 

3-2 

2-2 

Yes 

No 

Uueliec  L’Evenement  &  l-e 
_Soleil 

600 

$.30  li. 

COO 

$.20  li. 

600 

$.10  li. 

All 

AH 

Yes 

4-4 

1-1 

No 

Yes 

Hi-Fi 

Jiherbrooke  La  Tribune 

600 

$.30  li. 

600 

$.20  li. 

600 

5.12  li. 

Ml 

AH 

No 

4 

1-1 

No 

No 

Hi  Fi 

_Sherhrt)oke  Record 

600 

$50 

W 

No 

4-2 

2 

_I  rois-Rivieres  Nouvelliste 

600 

$200 

600 

$140 

600 

$175 

8 

SASKATCHEWAN 

_M<»se  Jaw  Times-Herald 

600 

$125 

600 

$75 

All 

AH 

No 

2-2 

1-1 

No 

No 

_Prince  .Albert  Herald 

600 

$175 

600 

$125 

600 

$75 

AH 

AH 

No 

2-2 

3-3 

No 

No 

■  Regina  I.eader-Post 

600 

$300 

600 

$200 

600 

$100 

AH 

AH 

Yes 

4-3 

2-2 

Yes 

No 

Hi-Fi 

_Navkat(>^m  Star*Phoenix 

600 

$100 

•AH 

Yes 

3 

2-2 

Hi  Fi _ 
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2  Put  in  Top  Posts 
On  Paris  Newspaper 

Paris 

Jean  Hamelin  is  the  new 
president  and  director-general 
of  Figaro,  with  Louis  Gabriel- 
Robinet  as  editor-in-chief.  They 
fill  the  posts  left  vacant  by  the 
death  of  Pierre  Brisson. 

M.  Hamelin  represents  Jean 
Prouvost,  publisher  of  Paria- 
Match,  the  weekly  newsmaga¬ 
zine,  who  is  the  principal  stock¬ 
holder  in  Societe  Figaro.  M. 
Prouvost  was  a  minister  of  in¬ 
formation  during  the  Vichy 
Regime. 

A  committee  of  editors,  who 
held  control  of  Figaro  under  the 
press  law,  resisted  efforts  to 
install  M.  Hamelin  as  editor. 
Thus  M.  Gabriel-Robinet  was 
moved  up  and  also  given  a  place 
on  the  board  of  directors. 


The  full  sweep  of  fashion  history 
in  the  men’s  wear  industry,  dating 
from  1890  through  1%5,  will  be 
covered  in  the  75th  anniversary  is¬ 
sue  of  MEN’S  WEAR  Magazine,  to 
be  published  June  25,  1%5.  The 
story  will  be  told  with  thousands 
of  photographs  and  drawings,  plus 
text,  covering  all  categories  of  men’s 
wear  and  the  technical  and  socio¬ 
logical  developments  that  affected 
men’s  fashions.  Extra  copies  of  the 
commemorative  issue  will  be  avail¬ 
able  at  $2.00  if  ordered  prior  to 
publication,  and  $3.00  after  publi¬ 
cation. 


When  the  National  Shoe  Fair  of 
America  gets  under  way  in  New 
York  the  week  of  Mar.  FOOT¬ 
WEAR  NEWS  will  have  the  added 
support  of  two  of  its  out-of-town 
bureau  members  in  covering  the 
showings.  Hugh  Kite  and  Marian 
Christy  of  Fairchild’s  Boston  staff 
will  spend  the  week  with  the  New 
York  staff  while  the  show  is  in 
progress. 


H.  L.  (Bud)  Sisson,  a  former 
Fresno  (Calif.)  Bee  reporter  — 
now  an  account  executive  with 
Edmond  D.  Boles  &  Associates, 
advertising-public  relations. 


CORSON 


PETER  CORSON,  president  of  the 
Lockport  (N.Y.)  Union-Sun  and 
Journal,  signed  contracts  for  construc¬ 
tion  of  a  new  building  planned  by 
Lockwood  Greene  and  for  purchase 
of  a  six-unit  Goss  Universal  press 
to  replace  the  Duplex  Tubular  on 
which  the  144-year-old  newspaper  is 
now  printed. 

GEORGE  ANGUS,  known  to  thou¬ 
sands  of  newsmen  who  have  visited 
the  London  Bureau  of  the  Associated 
Press  over  the  last  50  years,  retires 
April  3.  For  40  years  he  has  worked 
the  "graveyard  shift" — midnight  to 
8  a.m. — by  choice.  His  first  boss  was 
Melville  E.  Stone. 


Charles  P.  Boren  —  from 
city  editor  to  managing  editor 
of  the  Lewiston  (Idaho)  Morn¬ 
ing  Tribune.  WiLBUR  Hall,  of 
the  Pocatello  Idaho  State  Jour¬ 
nal  —  editor  of  the  editorial 
page.  W.  E.  Johnson  —  named 
city  editor. 


Ted  Parker  is  a  new  member  of 
the  HOME  FURNISHINGS  DAILY 
news  staff,  reporting  for  the  major 
appliance  section  of  the  paper.  He 
replaces  Sy  Nicholson  who  has  re¬ 
signed. 


Robert  C.  Cobler— promoted 
to  assistant  retail  advertising 
manager  of  the  St.  Louis  Post- 
Dispatch.  Edward  C.  Ca.mpbell 
—  new  assistant  national  ad¬ 
vertising  manager  —  from  the 
New  York  sales  office  of  the 
Chicago  Sun-Times-Daily  Neivs. 


William  Pyle.  SUPERMARKET 
NEW’.S  editor,  will  be  in  Cheyenne, 
W’yo..  on  .Apr.  1  to  attend  the  three- 
day  hearings  of  the  National  Com¬ 
mission  on  Food  Marketing  con¬ 
cerning  cattle  and  land  buying  prac¬ 
tices.  .At  the  same  time,  DRUG 
NEWS  WEEKLY  editor,  Morton 
Stark,  will  be  heading  for  Detroit 
where  he  will  attend  the  annual 
convention  of  the  .American  Phar- 
maeeutical  .Assn,  at  Cobo  Hall, 
starting  Mar.  28. 


BUCK  BUCHWACH,  managing  edi¬ 
tor  of  the  Honolulu  Advertiser,  won 
"best  news  story"  award  of  the  local 
Press  Club  for  his  series  on  a  "make- 
work"  road  program.  He  also  won 
three  other  prizes — hence  the  four 
koa  bowls  he's  holding  in  the  picture. 


V.  P.  Weidmann  —  named 
advertising  salesman  for  the 
F orest  Hills  Journal  in  sub¬ 
urban  Cincinnati.  He  worked  on 
daily  newspapers  before  becom¬ 
ing  ad  manager  of  a  furniture 
store  chain. 


Al  Duitman  —  to  sports  edi¬ 
tor,  Santa  Fe  New  Mexican; 
Bob  Drummond  —  to  reporter. 


ANGUS 


James  O’Connor,  editor  of  MET.AL- 
WORKING  NEWS,  and  Jerry 
Scorse  of  the  paper’s  New  York  edi¬ 
torial  staff,  will  go  to  Geveland 
Mar.  29  through  .Apr.  2  to  work 
with  members  of  the  Cleveland  bu¬ 
reau  in  covering  the  American  So¬ 
ciety  of  Tool  Manufacturing  Engi¬ 
neers  exhibition  in  the  Public  .Audi¬ 
torium. 


There  are  2  Sides  to  Every  Problem.  That's  Why 


is  so  very  important  to  newspaper  readers! 

This  is  the  only  advice  column  that  presents  both  sides 
of  each  problem  .  .  .  then  the  Council  takes  over  as  medi¬ 
ator  and  gives  its  impressions  and  comments  to  the  read¬ 
ers,  through  the  editor  of  the  column. 

The  Council  is  composed  of  3  clergymen  (each  major 
faith),  a  psychiatrist,  a  judge,  and  3  active  editors.  It  deals 
with  the  most  important  family  and  personal  problems. 
Released  for  6-times-a-week. 

Wire,  write,  or  phone  ter  samplet: 


rebllthert  et 

Daily  Naws  Racord.  Woman's  Waar  Daily, 
Homa  Fumishinqs  Daily,  Footwaar  Naws, 
Suparmarkat  Naws,  Drug  Naws  Waakly, 
Man's  Waar  Elactronic  Naws,  Books, 
Motalworking  Naws,  Diractorias. 


GENERAL  FEATURES  CORPORATION 

2S0  Pork  Ava.,  Naw  York  10017  212-YU  6-7625 


BUCHWACH 
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R.  A.  Hearst  HeadH 
Executive  Committee 

Randolph  A.  Hearst,  formcTly 
president  of  Heai'st  Consolidated 
Publications  Inc.,  was  named 
chairman  of  the  executive  com¬ 
mittee  of  the  Hearst  Corpora¬ 
tion  at  its  annual  meeting  re¬ 
cently. 

Hearst  Consolidated  Publica¬ 
tions  Inc.,  and  its  subsidiary, 
Hearst  Publishing  Company 
Inc.,  along  with  other  subsidiary 
cori)orations,  were  merged  with 
the  parent  company  Dec.  31, 
1964. 

Richard  E.  Berlin  continues 
as  president  and  chief  execu¬ 
tive  officer,  and  William  Ran¬ 
dolph  Hear.st  Jr.,  remains  as 
chairman  of  the  board  of  the 
Hear.st  Corporation. 

G.  O.  Markuson,  executive 
vicepresident  of  the  Hearst  Cor¬ 
poration  and  general  manager 
of  Hearst  Newspapers,  remains 
in  that  capacity  and  is  also 
chairman  of  the  finance  com¬ 
mittee. 

Harold  G.  Kern,  publisher  of 
the  Boston  Hearst  papers,  be¬ 
comes  chairman  of  the  news¬ 
print  committee. 

All  of  the  foregoing  are  testa¬ 
mentary  trustees  under  the  will 
of  William  Randolph  Hearst 
and  are  directors  of  the  parent 
company. 


Wtat  your  WMskoy  i 
Says  About  You 


by 

Julian  P.  Van  Winkle,  Jr. 

Prcfldanl 

Old  Fitzgerald 
Distillery 

LeuUvilU,  Kanlucky 
Ctlabb'$h»d  1849 


A  Virginia  visitor  to  Louisville 
once  destTibed  the  open-handed 
hospitality  of  the  Old  Dominion 
State. 

“Where  I  come  from,”  he  ob¬ 
served,  “we  serve  ’em  drinks 
between  drinks!” 

“In  our  state, 

Kentucky  host, 


’  replied  his 
‘we  know  of 

no  such  interval!” 

Admittedly,  even  Southern! 
Hospitality,  purportedly  thei 
nation’s  b^t,  some  times  hasi 
a  way  of  getting  out  of  hand.. 
And  in  the  sharing  of  our  special 
Southern  elixir,  the  question  oft 
arises — “How  generous  is  a  gen-| 
erous  host?”  ! 

At  our  family  distillery  the 
Old  Fitzgerald  cork  may  be 
drawn  at  will,  yet  seldom  is. 
We  hold  to  the  view  that  more 
than  a  moderate  sharing  of  our 
sensitive  product  is  less  a  mark 
of  generosity  than  of  a  thought¬ 
less  host. 

To  our  Kentucky  way  of 
thinking,  genuine  Southern  Hos- 
more  a  matter  of 


GOLDBERG 


John  E.  Crouse,  editor  of  the 
editorial  page  of  the  Washing- 
ton  (Pa.)  Reporter  the  past 
three  years — assumes  the  same 
duties  on  the  Washington  (Pa.) 
Observer,  with  the  retirement  of 
Lester  E.  Ault. 


pitality 

quality  than  of  quantity,  in  which  | 
an  adequate  serving  of  the  best  ] 
the  house  affords,  honors  the' 
guest  more  truly  than  an  over¬ 
flowing  glassful  of  the  least. 

Yet  has  it  ever  struck  you  asi 
strange  that  oftimes  an  other¬ 
wise  gracious  host  will  serve  the 
choicest  food,  with  little  thought 
of  cost,  but  in  his  pre-dinner 
cocktails,  the  sorriest  of  bob- 
tail  whiskies. 

As  an  occasional  guest  at  such 
functions,  I  find  the  drinks  are 
most  often  “kitchen-poured- 
and-mixed”  to  hide  the  un¬ 
known  label. 

Hospitality?  I  ask  you! 

Over  the  years,  through  qual¬ 
ity  and  character  alone,  our  Old 
Fitzgerald  has  earned  its  name 
as  “Kentucky's  Key  to  Hospi¬ 
tality" — the  one  Bourbon  Ken- 
tucUans  have  long  preferred  for 
full  satisfying  flavor  over  all 
other  Bourbons  regardless  of 
price. 

And  North  or  South,  I  know 
of  no  generous  host  who  does 
not  display  its  label  to  an 
honored  guest  with  anything 
but  pride. 

Kentucky  Straight  Bourbon 
Bottled-in-Bond 
At  Mellow  100  Proof 


Art  Raymond,  former  man¬ 
aging  editor,  Williston  (N.  D.) 
Herald  —  to  city  staff.  Grand 
Forks  (N.  D.)  Herald;  Donald 
Jacob  —  to  grand  Forks  Herald 
news  staff;  Philip  Gutensohn 
— to  Grand  Forks  Herald  sports 
staff. 


AULT 


A.  I.  (ABE)  GOLDBERG  of  the  Associated  Press  world  service  staff  gave 
editors  of  the  Steubenville  (Ohio)  High  School  newspapers,  the  Steuben 
and  the  Beacon,  a  conducted  tour  of  AP  offices.  He  is  news  editor  of  the 
AP  Log. 

LESTER  E.  AULT,  closing  out  a  newspaper  career  of  60  years,  retired  March 
I  as  editor  of  the  editorial  page  of  the  Washington  (Pa.)  Observer.  He 
worked  for  the  paper  37  years.  In  the  1920s  he  "rode  the  circuit"  as  a 
pastor  of  Methodist  churches. 


Burt  Anderson  —  from  Min¬ 
neapolis  Tribune  to  Honolulu 
Advertiser. 


^o/in  A 

AND  COMPANY 


James  Grisso,  formerly  with  napolis  Indiana  State  Chamber 
the  Muncie  (Ind.)  Star  —  to  of  Commerce;  William  Brant- 
city  editor,  Sandusky  (Ohio)  LEY  —  from  legislative  reporter. 
Register.  to  city  editor.  Star. 


DAILY 

NEWSPAPER 

SALES 

PURCHASES 


Kenneth  Rhoades  —  pro-  Hamilton  Powell  —  from 
moted  to  state  editor,  Atlantic  copy  editor,  Beaumont  (Tex.) 
City  (N.  J.)  Press,  succeeding  Enterprise,  to  copy  editor, 
William  McMahon  —  to  pro-  Bridgeport  (Conn.)  Telegram. 
motion  editor.  *  *  * 

♦  *  •  Mil.an  N.  Zban — from  sports 

William  Dubois  —  from  city  editor,  Niles  (Ohio)  Daily 
editor,  Muncie  (Ind.)  Star,  to  Times,  to  sports  staff,  Warren 
director  of  information,  India-  (Ohio)  Tribune  Chronicle, 
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SEE  YOUR  HUBER  REPRESENTATIVE 


J.  M.  HUBER  CORPORATION 

Ink  Division,  Hillside,  N.J. 


New  York  Times 
Foreign  Staff 
Switched  Around 

Several  shifts  in  its  forei^ 
staff,  in  line  with  a  policy  of 
limiting  a  correspondent’s  tour 
of  duty  in  one  place,  were  an¬ 
nounced  by  the  New  York  Times 
this  week. 

Drew  Middleton,  chief  of  the 
Paris  bureau  since  1962,  will 
move  to  the  United  Nations, 
succeeding  Thomas  J.  Hamilton, 
whose  next  assignment  is  not 
definite. 

Harry  Tanner,  Moscow  bu¬ 
reau  chief  for  two  years,  will  go 
to  Paris  and  Peter  Grose  goes 
from  Vietnam  to  Moscow.  Mr. 
Grose  is  now  in  New  York 
studying  the  Russian  language. 

Jim  Feron  goes  from  London 
to  Israel  in  an  exchange  of  posts 
with  W.  Granger  (Bill)  Blair. 
Larry  Fellows  was  transferred 
from  London  to  Nairobi,  Kenya, 
to  replace  Robert  Conley,  who 
resigned  to  become  Africa  cor¬ 
respondent  for  NBC.  Dana 
Adams  Schmidt  will  leave  Beirut 
to  fill  the  London  bureau  vacan¬ 
cy.  Tom  Brady  will  leave  India 
in  April  for  three  months’  leave 
and  then  moves  to  Beirut.  Tony 
Lukas,  now  on  home  leave  after 
two  years  in  the  Congo,  goes  to 
New  Delhi. 

Henry  Giniger,  who  has  spent 
his  19  years  with  the  Times  in 
the  Paris  bureau,  goes  to  Mexi¬ 
co  City  to  succeed  Paul  Ken¬ 
nedy,  who  returns  to  New  York 
for  city  staff  assignments.  The 
Paris  vacancy  will  be  filled  by 
Peter  Braestrup,  who  moves 
there  from  Algeria.  Edward 
Cowan  will  leave  financial-busi¬ 
ness  news  in  June  in  an  exchange 
of  posts  with  Edward  O’Toole 
in  Brussels.  Richard  Eder  will 
return  from  Bogota,  but  his  next 
assignment  has  not  been  se¬ 
lected. 

Foster  Hailey,  a  veteran 
Times  foreign  correspondent, 
who  has  been  on  the  city  staff 


for  the  last  five  years,  retired 
for  reasons  of  health  and  will 
live  in  the  Southwest. 

*  *  « 

Garry  G.  Hymel  —  from  po¬ 
litical  reporter,  Netv  Orleans 
States-Item,  to  administrative 
assistant  for  U.  S.  Rep.  Hale 
Boggs  (D-La.). 

m  *  * 

William  T.  Corrigan,  former 
reporter  with  the  Bridgeport 
(Conn.)  Herald  —  now  director 
of  news  operations  for  NBC 
News. 

♦  ♦  * 

James  A.  Delay,  former 
sports  writer  for  the  AP  in 
Boston  —  to  editorial  director 
of  the  CBS  corporate  informa¬ 
tion  staff. 

*  4t  ♦ 

Allen  Dueling,  city  editor, 
Elizabeth  (N.  J.)  Daily  Journal 
—  added  duties  of  assistant 
managing  editor. 

«  *  * 

Joe  Dabney,  former  state 
news  editor,  Atlanta  Journal  — 
to  public  relations  department, 
Lockheed-Georgia  Company. 

*  *  * 

Warren  W.  Jones  —  from 
sports  staff,  Stamford  (Conn.) 
Advocate,  to  general  assign¬ 
ment,  New  Brtinswick  (N.  J.) 
Home  News. 

#  *  * 

Gary  H.  Smart  —  from  pub¬ 
lic  information  officer,  U.  S. 
Coast  Guard,  to  reporter,  Sal¬ 
inas  Californian. 

*  *  * 

Bill  Rasco  —  from  assistant 
managing  editor,  Montgomery 
(Ala.)  Journal,  to  staff  of  Con¬ 
gressman  Bob  Jones  of  Ala¬ 
bama. 

*  *  * 

William  E.  Zeiss — promoted 
to  retail  advertising  manager, 
Tyler  (Tex.)  Courier-Times 
Telegraph,  replacing  Don 
Schultz  who  joined  the  Tracy- 
Locke  agency  in  Dallas. 

*  *  * 

James  R.  Carberry,  former 
reporter,  Washington  Post  and 
publisher  of  the  weekly  Penn 
Yon  (N.  Y.)  Chronicle-Express 


Louis  t.  Klauder  and  Associates 

CONSULTING  ENGINEERS 

specialists  in  the  design  of 
newspaper  and  similar  type  plants 


Camden  Courier  Post 
Philadolahia  Daily  News 
Patsaio  Herald  Newt 
W.  B.  Saunders 
The  Journal  of  Commoroo 
Tho  Binthamtan  PreM 


Bristol  Daily  Courior 
Now  Brunswick  Homo  Nows 
Patorson  Evonino  News 
Somerset  Prose.  I  no. 

Beaver  County  Timoo 


PHILADELPHIA ‘national  BANK  BUILDING,  PHILADELPHIA  7,  LOcust  3-9882 


— to  the  Washington  staff  of 
Rep.  John  V.  Lindsay  (R-N.Y.), 

*  *  * 

Irving  R.  Van  Aurman,  re¬ 
tired  advertising  director  of  the 
Pawtucket  (R.  1.)  Times  -the 
Downtown  Citizen  Award  of  the 
Greater  Nashua,  N.  H.,  Cliam- 
ber  of  Commerce. 

*00 

Robert  Retzlaff — from  re¬ 
porter  to  news  editor  of  the 
Rochester  (Minn.)  Post-Bulle- 


Ronald  Keller — from  retail 
staff  to  national  advertising 
sales  manager  of  the  Hagers¬ 
town  (Md.)  Herald  and  Mail. 

*  *  * 

William  G.  Nunn,  former 
editor  of  the  Pittsburgh  (Pa.) 
Courier — to  information  special¬ 
ist  in  the  Pennsylvania  Depart¬ 
ment  of  Commerce. 

*  *  * 

L.  Carroll  Hartle  —  from 
circulation  manager,  Latrohe 
(Pa.)  Bulletin,  to  circulation 
promotion  director,  Chambers- 
burg  (Pa.)  Public  Opinion. 

0*0 

Jim  McGregor — to  reporter, 
Montgomery  (Ala.)  Advertiser. 

«  *  « 

Roy  j.  Cross — from  district 
editor,  Athens  (Ohio)  Messen¬ 
ger,  to  city  side,  Lansing 
(Mich.)  State  Journal. 

*  *  * 

Stuart  Brown — from  city 
desk,  Philadelphia  Bulletin,  to 
staff  of  Ford  Foundation. 

• 

Hensley  Heads  N.  C. 
Travel  Information 

Raleigh,  N.  C. 

Bill  F.  Hensley,  39,  assistant 
cashier  of  the  Wachovia  Bank 
and  Trust  Company  in  Char¬ 
lotte,  in  charge  of  advertising 
and  public  relations,  has  been 
named  director  of  the  Travel 
Information  Division,  North 
Carolina  Department  of  Conser¬ 
vation  and  Development. 

Mr.  Hensley  formerly  was 
with  the  Asheville  (N.  C.)  Citi¬ 
zen  and  he  was  formerly  direc¬ 
tor  of  athletic  information  at 
Wake  Forest  College  and  N.  C. 
State  University  at  Raleigh.  He 
is  a  1950  graduate  of  Wake 
Forest  with  a  BA  degree  in 
English-journalism.  Mr.  Hens¬ 
ley  succeeds  the  late  Charles 
Parker,  who  died  in  December, 
1963. 

• 

In  Church  Work 

Raymond  H.  Wilson,  former 
reporter  with  United  Press  In¬ 
ternational  and  editor-  publisher 
of  the  Randolph  (N.  Y.)  Regis¬ 
ter  the  past  five  years,  has  been 
named  associate  director  of  pub¬ 
lic  relations  for  the  Southern 
California-Arizona  Methodist 
conference. 
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Lanston  Go. 
Development 
Plans  Told 

A  program  in  which  the  in¬ 
debtedness  of  Lanston  Indus¬ 
tries  Inc.  is  satisfied  and  the 
company  emerges  as  a  key  sup¬ 
plier  of  printing  equipment 
again  was  described  this  week 
by  otficers  of  its  new  parent, 
United  States  Banknote  Corpo¬ 
ration. 

William  P.  Hunt,  chairman, 
reported  that  bank  financing 
had  been  arranged  to  pay  off 
the  $1.5  million  owed  by  Lans¬ 
ton.  The  old-line  firm  in  the 
graphic  arts  field  —  originally 
Lanston  Monotype  Company, 
Philadelphia,  since  1892  —  will 
l)e  given  a  vital  role  in  U.  S. 
Banknote’s  plan  to  develop  on 
a  worldwide  basis,  Mr.  Hunt 
said. 

Lanston  Industries,  whose 
principal  items  are  the  Mono¬ 
type,  Monomatic  and  Monophoto 
typesetting  systems,  was  ab¬ 
sorbed  by  Security-Columbia 
Banknote  Company  w’hich,  in 
turn,  is  a  division  of  United 
States  Banknote  Corp.,  capi¬ 
talized  with  3  million  shares  of 
$1  par  value.  Each  Lanston 
share  —  1,075,626  outstanding 
—  becomes  one-third  share  of 
the  new  common  stock. 

Mr.  Hunt  said  Lanston  will 
maintain  its  research  and  de¬ 
velopment  program,  directed 
primarily  toward  the  improve¬ 
ment  of  present  products  and 
devising  of  new  products,  proc¬ 
esses  and  methods  in  automatic 
data-i)rocessing  and  electronic 
computer  systems. 

Projects  in  New  Countries 

Lamston  will  have  a  major 
part,  Mr.  Hunt  said,  in  the  par¬ 
ent  corporation’s  efforts  to  as¬ 
sist  in  the  creation  of  modern 
printing  and  book-publishing 
plants  in  the  underdeveloped 
countries.  Projects  are  under 
way  in  seven  nations  of  Africa, 
Latin  America  and  the  Far 
East,  Mr.  Hunt  reported. 

Because  the  Monotype  proc¬ 
esses  make  possible  the  use  of 
many  type  faces  in  any  lan¬ 
guage,  the  Lanston  role  will  be 
to  provide  not  only  equipment 
but  technical  assistance  and 
training  from  which  the  com¬ 
pany  expects  to  derive  a  profit. 
Mr.  Hunt  explained  that  some 
of  these  projects  may  be  linked 
with  government-assistance  pro¬ 
grams. 

U.  S.  Banknote  also  has  an 
affiliation  with  Sandy  Hill  Iron 
and  Brass  Works  for  the  manu¬ 
facture  of  paper-making  ma- 
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chinery  to  be  installed  in  mills  ' 
where  pulp  supplies  are  avail¬ 
able. 

Mr.  Hunt  said  his  company’s 
experts  hope  to  help  many  of 
the  new  nations  before  the  Rus¬ 
sian  Communists  spread  their 
assistance  in  the  printing  in¬ 
dustry,  as  has  been  done  in 
Somaliland  and  Guinea. 

Figuring  prominently  in  this 
phase  of  the  company’s  pro¬ 
gram,  Mr.  Hunt  said,  is  Gen. 
Carlos  P.  Romulo,  president  of 
the  University  of  the  Philip¬ 
pines,  a  former  newspaper  pub¬ 
lisher  and  former  ambassador 
to  the  United  States.  He  is  a 
director  of  U.  S.  Banknote  Corp. 

• 

Burch  Report  Hits 
‘Splashy  Headlines’ 

Washington 

Dean  Burch,  who  is  retiring 
as  chairman  of  the  Republican 
National  Committee,  attributes 
part  of  the  GOP’s  poor  show¬ 
ing  in  the  1964  elections  to  “a 
press  corps  rather  more  inter¬ 
ested  in  splashy  headlines  than 
in  the  welfare  of  our  party” 
during  unusually  bitter  primary 
battles. 

His  criticism  of  the  press  is 
in  “Report  on  the  State  of  the 
Party  as  of  February,  1965,” 
issued  this  week. 

Mr.  Burch  says:  “I’ll  not  take 
sides  on  the  merits  of  the  issues 
involved.  I  happen  to  believe 
that  distortions  and  misrepre¬ 
sentations  were  built  on  a  base 
provided  by  nothing  more  repre¬ 
hensible  than  Senator  Goldwa- 
ter’s  long  public  record  of  al¬ 
most  excessive  forthrightness.” 

Mr.  Burch  also  referred  to  “a 
communications  complex,  both 
foreign  and  domestic,  highlight¬ 
ed  by  a  handful  of  influential 
pundits,  that  exposed  our  cam¬ 
paign  to  a  running  critique 
barely  within  the  bounds  of  re¬ 
sponsible  and  objective  joumal- 


Coii8umer  AnalyHis 
Queries  via  Computer 

More  than  6,000  households 
in  the  Greater  Milwaukee  area 
offered  information  on  brand 
preferences,  income  range,  home 
ownership  and  other  general 
consumer  characteristics  in  the 
1965  Consumer  Analysis  just 
released  by  the  Milwaukee  Jour-  ' 
nal. 

This  is  the  42nd  year  of  pub-  I 
lication  for  the  report.  I 

This  is  the  second  year  that  | 
the  Consumer  Analysis  has  been  i 
processed  on  a  computer  which  i 
enables  the  Journal  to  obtain 
correlations  on  all  product  and 
brand  data  with  demographic 
characteristics  and  any  other 
questions  submitted  to  the  re¬ 
spondent.  , 
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Your  color  schedule  will  find  smooth  sailing  in  the 
Winston-Salem  Journal  and  Sentinel. 

Availability  is  unsurpassed — run  your  color  adver¬ 
tising  any  day  you  choose,  on  reasonable  deadlines 
you  can  “live  with.” 

Color  know-how  is  assured  too  —  the  Journal  and 
Sentinel  rank  consistently  in  the  top  five  news¬ 
papers  in  the  Southeast  in  ROP  color  lineage. 

A  dynamic  market — Northwest  North  Carolina  is 
a  sizeable  slice  of  the  South’s  No.  1  State,  and  is 
covered  by  no  other  newspaper. 


You  can't  cover 
North  Carolina  without  the 

WINSTON-SALEM 

Journal  Sentinel 

Morning  Sunday  Evening 

Nationally  Represented  by  Kelly-Smith  Company 
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PHOTOGRAPHY 


Filtering  the  Color 
In  and  Out  of  Prints 

Ry  Rirk  Friedman 


WHAT  WOULD  YOU  DO  if  you  were  the  picture  editor  and 
a  photographer  brought  back  a  shot  like  this  for  coverage  of 
a  ground-breaking  ceremony  for  a  Naval  Reserve  center. 
While  civic  leaders  were  speaking  and  digging  dirt  with  gilded 
shovels,  Ron  Riesterek  of  the  Oakland  Tribune  staff  saw  chil¬ 
dren  playing  "King  of  the  Mountain"  on  a  dirt  pile  nearby. 
That's  the  shot  he  made  and  the  Tribune  played  it  big  with  the 
caption,  "Who  Needs  Speeches?" 


T wo  dailies  have  recently  been 
doinp  some  interesting  experi¬ 
mentation  with  the  Fairchild 
Scan-A-Graver.  In  one  instance, 
Kodak  filters  are  being  u.sed  to 
produce  three-color  engravings. 
In  the  second,  Econ-A-Color  fil¬ 
ters  are  being  used  to  turn  poor¬ 
ly-taken  color  prints  into  good 
black-and-white  engravings. 

The  Lawton  Publishing  Com¬ 
pany,  Lawton,  Okla.,  publishers 
of  the  Lawton  Constitution, 
Lawton  Morning  Press  and  Sun¬ 
day  Constitution-Press,  has  been 
experimenting  with  what  it  calls 
"home  grown  color”  by  way  of 
the  Fairchild  Scan-A-Graver. 
“We  run  three,  four  and  five- 
column  pictures  in  three  colors 
f  rom  Fairchild-engraved  and 
separated  engravings,”  W.  D. 
Hargraves,  mechanical  superin¬ 
tendent,  informed  us. 

“It  takes  a  great  deal  of  trial 
and  error  to  get  good  engrav¬ 
ings.  But  you  can  take  color 
shots  one  day,  and  the  next  day 
get  color  prints,  engrave,  and 
run  them  on  the  press.  This 
gives  local  pictures  in  color  a 
chance  to  be  printed  before  they 
are  ancient  history.” 

The  Constitution-Press  uses 
Kodak’s  Red  Filter  No.  2~)A  to 
mask  the  scanning  eye  of  the 
Fairchild  when  engraving  the 
Blue  Plastic;  Green  Filter  No. 
.^)8  to  engrave  and  separate  for 
the  red  plate;  and  Blue  Filter 
No.  47  to  engrave  the  yellow 
plate.  At  first,  they  made  their 
own  filter  holders  to  slip  over 
the  scanning  eye.  Later,  three 
holders  were  acquired  from 
Fairchild. 

“It  would  be  better  if  the 
plastic  or  the  print  could  be 
angled  properly,”  Mr.  Har¬ 
graves  explained.  “But  in  doing 
so,  you  reduce  the  overall  size  of 
the  engraving — due  to  the  an¬ 
gled  picture  on  the  fixed-size 
cylinder  of  the  Fairchild. 

“Once  the  plate  has  been  en¬ 
graved  with  its  proper  filter, 
you  should  scratch  a  ‘Y’  for  yel¬ 
low,  ‘R’  for  red,  or  ‘B’  for  blue 
on  the  plastic.  Before  cutting 
to  size  or  putting  adhesive  tape 
on  the  back,  place  one  engrav¬ 
ing  face  up  on  a  light  table  and 
secure  it  with  double-coated 
tape. 

“Then  place  your  next  plastic 
engraving  over  it  and  when  you 
have  properly  aligned  it  with 
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the  first,  secure  its  position  over 
the  first  by  means  of  double- 
coated  tape.  Do  the  same  with 
the  third  color-engraved  plate 
and  you  will  have  the  three 
plates  registered  to  each  other 
and  stuck  together  so  they  can’t 
move.  Then  you  can  use  the 
guillotine  to  cut  all  three  at 
once  while  maintaining  regis¬ 
ter.” 

The  Constitution-Press  uses 
the  85-line  screen  which  Mr. 
Hargraves  said  is  a  little  dense 
for  news  ink  and  newspaper. 
“Sixty-five  would  probably  be 
better,”  he  advised. 

Slow  Register  Speeds 

The  three  plates  are  mounted 
on  three  press  stereo  plates  and 
registered  at  slow  speed.  “We 
then  try  to  guess  at  the  ink  set¬ 
ting,”  Mr.  Hargraves  said. 
“When  the  edition  is  started 
and  we  have  reached  running 
speed,  we  set  ink  as  soon  as 
possible,  but  try  to  maintain  the 
same  speed. 

“Any  change  of  speed  up  or 
down  would  throw  our  running 
register  off  and  ‘uncover’  too 
much  blue,  red  or  yellow  as  the 
case  may  be.  They  are  very 
sensitive  to  run  on  a  stereotype 
plate  web  at  high  speeds  but 
can  be  done.” 

He  said  true  process  inks 
should  be  used  and  the  plates 
should  be  engraved  “rather 
open” — the  highlight  dot  .small 
and  middle  tone  or  black  set¬ 
ting  as  open  as  possible. 

“In  newspaper  work,  the 
original  copy  or  picture  should 
be  sharp  and  contrasty  with 
bright  colors,”  Mr.  Hargraves 
went  on.  “Otherwise,  even  if 
you  do  a  good  job,  the  result 
will  be  flat  or  drab.  Your  pic¬ 
ture  should  be  selected  for  its 
bright,  sharp  colors  and  not 
have  too  much  shadowy  areas.” 

He  said  that  use  of  color  in 
the  Constitution-Press  runs  in 
spurts.  “When  engraving  equip¬ 
ment  big  enough  to  allow  angled 
pictures  without  reducing  size 
too  much  is  available  at  reason¬ 
able  cost,  then  the  smaller 
dailies  can  have  regular  three- 
color  process  at  their  disposal. 

“We  are  strictly  amateurs. 
But  one  time,  I  believe  it  was 
in  1957,  we,  even  ran  a  three- 
color  picture  of  the  Dallas  tor¬ 
nado,  which  we  engraved  from 


three-color  pictures  transmitted 
to  us  by  Wirephoto. 

“Some  of  the  color  pictures 
in  our  newspapers  have  been 
fair  and  some  were  not  so  good. 
But  we  have  had  good  reaction 
to  our  color  pictures  and  many 
compliments.” 

To  Black-and-Wliite 

George  Larson,  chief  photog¬ 
rapher  of  the  Miles  City 
(Mont.)  Daily  Star,  outlined  a 
reverse  problem  for  small 
dailies:  the  city  editor  handing 
him  a  colored  print  and  asking 
if  a  black-and-white  print  could 
be  made  from  it.  In  George’s 
case,  the  answer  is  “yes.” 

“When  other  Scan-A-Graver 
operators  from  the  Montana 
area  see  colored  prints  spinning 
on  the  drum  of  our  machine, 
they  usually  shake  their  heads 
and  wonder  how  the  heck  we  do 
it,”  George  related.  “But  the 
answer  is  simple  and  comes 


straight  from  the  Fairchild  cus¬ 
tomer  engineer.” 

On  request,  a  newspaper  can 
get  three  Econ-A-Color  filters 
designed  for  use  in  making 
color  separations  on  the  Fair- 
child  Scan-A-Graver  for  ROP 
color.  George  made  the  request, 
then  found  other  uses  for  the 
filters. 

The  results  were  detailed  in 
the  January  issue  of  the  Range- 
binder,  N  P  P  A  Region  Nine 
newsletter. 

“Two  years  ago,”  George  re¬ 
lated,  “the  local  studio  began 
shooting  all  the  high  school  mug 
shots  in  color.  It  was  about  this 
time  that  a  color  processing 
plant  in  a  nearby  town  began 
doing  a  great  deal  of  amateur 
snapshot  business  in  our  area. 
More  and  more  people  began 
shooting  Kodacolor. 

“The  Scan-A-Graver  has  ex¬ 
cellent  color  sensitivity  and  nor- 
(Continued  on  page  90) 
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Kodak  Claim  Prover 


The  consistently  effective  photogra¬ 
pher  must  use  materials  that  possess 
repeatability.  More  specifically,  if  you 
work  in  color,  repeatability  is  an  ab¬ 
solute  essential.  Without  it,  color  work 
is  guesswork. 

We  manufacture  repeatability  into 
Kodak  color  products.  We  tell  you 
that  it  is  there  in  every  yellow  box.  But, 
before  we  make  that  claim,  we  prove 
it  to  ourselves  by  using  special  equip¬ 
ment  like  the  machine  shown  here. 

After  each  layer  of  emulsion  is 


coated  onto  the  base,  a  test  strip  is  cut 
from  the  master  roll  and  brought  to 
this  machine.  It  accurately  and  pre¬ 
cisely  measures  the  color  characteris¬ 
tics  of  each  emulsion  layer— first  sepa¬ 
rately,  then  in  combinations  as  they 
are  laid  down.  Day  in  and  day  out, 
these  measurements  go  on,  proving 
that  every  run  of  Kodak  color  material 
falls  within  the  close  tolerances  that 
enable  us  to  promise  you  repeatability. 

An  exhaustive  procedure?  Yes,  it  is. 
And  demanding.  And  necessary.  At 


if 
•  f 


least,  we  think  it's  necessary.  We  must 
prove  our  claims  to  ourselves  before 
we  can  make  them  to  you.  The  end 
result  is  a  product  that  consistently 
performs  at  a  very  high  level  of  quality. 
Some  people  call  this  Kodak  uniform¬ 
ity.  It's  what  you  pay  for.  Profession¬ 
ally,  you  can't  af¬ 
ford  less. 

Photo  Press  Sales  Divisiory 
EASTMAN  KODAK  COMPANY 
Rochester,  N.  Y. 


Filtering  Color 

(Continued  from  page  88) 


mal  color  pictures — such  as  four 
color  process  reproductions  and 
properly  photographed  positive 
prints — will  provide  good  black- 
and-white  engravings. 

“Unfortunately,  many  color 
pictures  are  not  photographed 
properly  in  the  first  place.  In 
the  case  of  our  school  pictures, 
the  predominant  color  was  a 
light  blue  and  a  ruddy  complex¬ 
ion  red.  In  a  great  many  snaps 
brought  to  us,  red  ran  rampant. 
This  will  tend  to  darken  the 
black-and-white  reproduction.” 

His  Exp«‘rim<Mi|s 

After  some  six  months  of  the 
above  trouble,  George  requested 
a  set  of  Fairchild  separation  fil¬ 
ters  “to  play  with.”  Fairchild 
had  no  idea  what  he  intended 
to  do  with  them. 

“Once  they  arrived,  I  began 
experimenting,”  George  said.  “A 
red  filter  placed  over  a  red-ram¬ 
pant  wedding  gave  us  a  beau¬ 
tiful  black-and-white  reproduc¬ 
tion.  School  pictures  that  had 
often  come  in  with  an  unnatu¬ 
rally  ruddy  look  were  again  fil¬ 
tered  through  red  with  su¬ 
perb  results.  They  could  even 
be  enlarged  on  the  Illustrator 
without  sacrificing  quality.” 

Then  one  of  the  Star  admen 
came  up  with  a  picture  of  a 
golf  course  mowing  machine. 
Green  was  everywhere.  But  the 
green  filter  placed  in  the  proper 
place  on  the  scanning  head 
brought  it  all  down  to  an  easily- 
handled  contrast  ratio. 

“When  in  doubt  about  which 
filter  to  use,  view  the  original 
copy  through  the  filter  first,” 
George  advised.  “The  eye  usu¬ 
ally  sees  the  photograph  as  the 
Scan-A-Graver  would.” 

George  Larson  thinks  that 
other  daily  or  weekly  newspa¬ 
pers  with  problems  in  handling 
color  originals  for  black-and- 
white  reproduction  might  try 
his  idea. 

Gul<»r  by  ^  ire 

Mr.  Hargraves’  mention  of 
the  Wirephoto  color  shot  on  the 
Dallas  tornado  brings  to  mind 
a  color  “fir.st”  in  Japan  during 
last  Fall’s  Olympic  games  there. 

When  the  games  began,  a 
half-page  color  photograph  of 
the  opening  ceremony  was  pul)- 
lished  by  six  regional  newspa¬ 
pers  in  Japan  at  the  same  time 
it  appeared  in  Tokyo  newspa¬ 
pers.  The  regional  newspapers 
were  located  as  far  as  1190 
kilometers  from  Tokyo. 

The  event  marked  the  first 
time  color  photographs  were 
transmitted  by  wire  in  Japan. 
Previou.sly,  only  black-and-white 
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photos  had  been  transmitted  by 
wire  there. 

Exposed  Ektrachrome  sheet 
film  was  rushed  from  the  stadi¬ 
um  to  a  nearby  laboratory, 
which  processed  it  and  made 
separation  positives  of  the  se¬ 
lected  transparencies.  The  sepa¬ 
ration  positives  were  ready  to 
be  sent  by  wire  in  a  little  over 
three  hours. 

*  «  * 

MORE  ON  FREELANCING 

A  recent  three-part  series 
on  photojournalism  freelancing 
(See  E&P,  Jan.  23,  Jan.  30, 
Feb.  6)  brought  an  interesting 
reply  from  Tomas  D.  W.  Fried¬ 
mann  (no  relation),  editor  and 
chief  executive  of  Pip  Photos 
Inc.,  New  York. 

“I  am  fully  aware  and  fully 
sympathize  with  the  unhappy 
events  experienced  by  Mr.  Ger- 
aci,”  Mr.  Friedmann  writes, 
“but  he  is  obviously  forgetting 
that  magazines  are  a  formula 
like  a  doctor’s  prescription  — 
that  30  stories  of  a  specific  edi¬ 
torial  kind,  appealing  to  the 
psychology  and  informing  or 
entertaining  a  certain  segment 
of  the  population  give  a  pub¬ 
lisher  a  selling  circulation  on 
which  he  is  making  money.  .  .  . 
An  editor’s  job  is  to  try  and  find 
and  combine  these  psychological 
formulae,  publish  issue  after  is¬ 
sue  variations  on  a  theme,  not 
something  new  and  creative.” 

What  Reader  ^’aiils 

Mr.  Friedmann  maintains  that 
newspapers  and  magazines  are 
in  business  to  make  money  by 
giving  the  reader  what  he  wants 
and  not  what  the  creative  artist 
feels  the  editor  might  enjoy  for 
a  change.  “When  we  enter  the 
press  and  photography,  we  do 
so  with  great  idealism  to  make 
this  world  a  beautiful  world,  a 
lietter  world,  feeling  that  pho¬ 
tography  is  creative.  It  can  be 
creative  if  new  and  artistic  and 
yet  directly  interpretive  ways 
are  found  to  repeat  the  same 
story  over  and  over.” 

Mr.  Friedmann  boosts  the  pho¬ 
to  agency  where  “the  photogra¬ 
pher  gets  a  salesman,  a  pro 
who  knows  what  goes  where 
and  who,  to  some  measure,  will 
protect  the  photographer  from 
getting  hurt  the  way  Mr.  Ger- 
aci  did.  The  agent  is  in  a  better 
bargaining  position,  can  get  the 
most  out  of  a  photographer’s 
pictures,  because  he  specializes 
in  selling  and  frees  the  photog¬ 
rapher  to  be  more  productive. 

“What  Mr.  Geraci  must  tell 
his  students  is  to  produce  more, 
more  and  more  material.  True 
some  of  it  will  never  sell  but  a 
good  percentage  will  for  prices 
that  ought  tp  carry  the  losses 
on  the  stulf  that  never  sold  and 
a  good  profit  on  the  total.” 


EDITORIAL  WORKSHOP 


By  Roy  H.  Copperud 


By  Any  Other  Name 


Reference  to  a  person  by  his  nickname  in  print  sug¬ 
gests  a  familiarity  that  the  subject  may  consider  objec¬ 
tionable.  If  the  owner  is  famous,  the  reader  may  regard 
this  trick  as  a  species  of  name-dropping;  if  the  owner 
is  an  ordinary  person,  referring  to  him  by  bis  nickname 
may  sound  patronizing. 

This  is  no  criticism  of  the  practice,  on  first  mention, 
of  including  in  the  identification  a  nickname  by  which 
a  man  is  widely  known,  e.  g..  Sen.  A.  W.  (Mike)  Mon- 
roney;  this  is  informative.  The  worlds  of  sport  and 
entertainment,  too,  are  laws  unto  themselves;  more  in¬ 
formality,  if  not  downright  chumminess,  reigns  in  the 
reportage  that  concerns  them.  But  casual  reference,  in 
an  otherwise  impersonal  account,  to  a  man  by  his  nick¬ 
name  is  likely  to  strike  a  false  note. 

There  is  no  necessity  to  use  quotation  marks  around 
a  nickname.  The  usual  practice  is  to  introduce  a  nick¬ 
name  in  parentheses,  as  indicated:  Meyer  (Mike)  Berger. 
Thereafter,  if  the  writer  chooses  to  use  the  nickname, 
it  is  better  to  say  simply  Mike,  not  “Mike,” 


Wayward  Words 


Although  nohow  is  recognized  as  having  a  standard 
sense  (Webster  cites  as  an  example  “could  nohow  make 
out  the  writing”),  its  use  is  likelier  than  not  to  be  con¬ 
sidered  illiterate  unless  the  writer  is  aiming  at  a  dialectal 
effect. 

*  *  * 

Contractual  is  often  misspelled  contractural. 

4c 

As  an  adjective  applied  to  large  sums  of  money  (a 
cool  million),  cool  has  been  under  fire  as  hackneyed  for 
at  least  forty  years.  Coolly  is  predominant  and  prefer¬ 
able  to  cooly, 

4c  4c  ♦ 

From  is  redundant  in  sentences  like  “The  only  other 
.source  of  money  is  from  the  general  fund.”  source  is 
the  general  fund. 

From  here  on  in  is  a  redundant  pomposity. 

from  ...  to  is  a  redundant  construction  in  such  con¬ 
texts  as  “The  Chinese  still  hold  from  12,000  to  14,000 
stjuare  miles  of  Indian  territory.”  hold  12,000  to  H,000. 

*  *  * 

Liaison  is  often  misspelled;  liason,  among  other  ways. 

m  *  * 

It  is  misleading  to  capitalize  the  term  liberal  as  a 
political  descriptive  in  the  United  States,  for  this  may 
suggest  the  existence  of  a  nationwide  Libeial  Party. 
(Though  some  areas,  like  New  York,  have  a  local  Liberal 
Party.)  In  Britain  there  is  a  Liberal  Party  and  con¬ 
sequently  there  are  Liberals. 

The  same  reasoning  applies  to  conservative.  When 
reference  is  made  to  a  member  of  a  local  party  of  this 
name,  it  should  be  explicit:  a  member  of  New  York’s 
Conservative  Party,  not  a  Consert'ative,  which  may  be 
ambiguous. 
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What  SpectaColor  Is 
From  a  Fly  boy’s  View 


Miami,  Fla. 

Si-cctaColor,  the  idea  of  feed¬ 
ing  high  quality  pre-printed 
color  into  a  high  speed  news¬ 
paper  press  and  having  each 
page  cut  off  in  register,  has 
caught  on  across  the  country. 

The  Miami  Herald  is  so  im¬ 
pressed  with  the  new  method 
that  it  is  ordering  eight  Cros- 
field  insetters,  one  for  each  press 
which  can  be  fitted  into  primary 
and  alternate  positions  on  each 
press. 

“We  have  one  piece  of  equip¬ 
ment  now,”  said  Mechanical 
Superintendent  Tom  Corcoran. 
“This  was  put  on  so  our  people 
could  learn  and  get  some  experi¬ 
ence.” 

“Rut  they  did  so  well  we  put 
it  right  into  production.” 

The  Herald  and  a  substantial 
number  of  newspapers  through¬ 
out  the  country  launched  into 
the  new  technique  with  gusto. 
But  like  any  new  technique,  it 
has  i)resented  i)roblems. 

Iiiselter  Principle 

The  insetter  works  on  a  simple 
principle,  worked  out  to  fulfill 


a  long-cherished  dream  of  im¬ 
proving  on  the  so-called  wall¬ 
paper  design  preprints,  that  is 
preprinted  color  that  can  be  cut 
off  at  any  point  because  the  de¬ 
sign  is  so  small  it  appears  more 
than  once  on  the  page. 

Let’s  take  full  page  ads  as  an 
example  (though  SpectaColor 
can  be  used  for  editorial  matter, 
small  space  ads  or  color  areas 
which  can  later  be  overprinted 
as  they  run  through  the  press). 

A  register  mark  appears 
beneath  one  ad  (or  above  the 
next  depending  how  you  look  at 
it)  at  repeat  lengths  which 
should  be  a  little  bit  short  of 
the  press  cut  off. 

The  preprinted  matter  runs 
off  the  reel  past  a  scanning  head 
which  “sees”  and  notes  each 
register  mark  as  it  passes  by. 
The  paper  is  drawn  into  the 
press  by  the  plates  and  blankets 
rotating  against  each  other 
above. 

The  idea  is  to  get  the  pre¬ 
printed  page  through  those 
gripping  cylinders  so  that  a  page 
of  black  printed  matter  is  ex¬ 
actly  back  to  back  with  the  pre¬ 


printed  page. 

This,  at  least,  is  the  object  of 
the  game  at  the  Herald.  Once 
the  pages  are  printed  satisfac¬ 
torily  back  to  back  they  can  l)e 
properly  compensated  to  fit  into 
the  rest  of  the  package  with  the 
regular  press  compensators. 

Tlie  Crilicul  .•\reu 

The  critical  area  is  l)etween 
the  reel  and  the  impression  cylin¬ 
der  that  backs  up  the  preprint. 

When  they’re  getting  ready 
for  the  run,  the  Herald  press¬ 
men  web  the  preprinted  matter 
through  the  unit  so  that  the 
register  marks  line  up  at  the 
.scanning  head  and  at  the  notch 
in  the  blanket. 

When  the  scanner  is  installed 
it  is  adjusted  so  that  this  works 
out  perfectly.  When  that  regis¬ 
ter  mark  hits  the  .scanner,  an¬ 
other  register  mark  is  touching 
the  edge  of  the  blanket. 

What  happens  if  the  register 
mark  starts  to  float? 

How  do  you  know  if  it  does? 

The  electric  eye  mechanism  is 
hooked  up  with  a  magnetic 
switch  that  compares  the  jiosi- 
tion  of  the  press  cylinder  with 
the  impulse  created  by  the 
register  mark  passing  the  scan¬ 
ning  head. 

If  the  register  marks  start 
to  come  too  soon,  something  must 
be  done  to  stretch  the  paper  so 
that  they  will  pass  with  the 


proper  fre<|uency.  If  the  regis¬ 
ter  marks  begin  coming  more 
slowly,  something  must  be  done 
to  speed  them  up  (It  would  be 
nice  if  you  could  shrink  the 
paper  on  the  press,  but  nature 
ju.st  doesn’t  work  that  way). 

In  theory,  everything  is  con¬ 
stant  except  the  paper. 

Variables  (Ireep  In 

The  repeat  length  at  which 
the  preprinted  ads  are  j)rinted, 
the  revolutions  of  the  press 
cylinders,  the  position  of  the 
scanner  and  blanket,  the  press 
cut  off. 

If  life  were  more  simple,  all 
the  insetter  would  have  to  do 
would  1)0  tighten  up  on  the  reel 
tension  bands  and  the  preprinted 
image  would  1h*  retarded,  or 
loo.sen  the  tension  bands  and 
the  image  would  speed  up  the 
proper  alignment,  depending  on 
which  the  system  decided  in  its 
automatic  mind  was  necessary 
for  proper  register. 

But  other  variables  have  crept 
in,  any  of  which  can  l)e  a  serious 
fly  in  the  ointment  because  the 
tolerances  SpectaColor  deals 
with  are  measured  in  thou- 
.sandths  of  an  inch. 

The  cutoff  length  differs  from 
press  to  press,  even  in  the  same 
pressroom.  The  amount  of 
stretching  the  paper  has  done 
{Continued  on  page  92) 


Mamiya 

a  working  camera  for  the 
working  photographer. 


World’s  only  twin  lens  reflex  with  interchangeable  lenses.  Model  C  22  ,a  rugged,  dependable 
professional  camera,  $125  (less  lens).  Model  C  3  with  film  crank  and  double  exposure  prevention, 

$155  (less  lens).  Both  accept  interchangeable  lenses,  five  focal  lengths  from  65mm  wide  angle  to  180mm 
telephoto  in  M-X  synchro  flash  shutters :  1  sec  to  l/500th  plus  a  host  of  accessories. 

MAMIYA  division  ol  Ehrenreich  Photo-Optical  Industries,  Inc.,  Garden  City,  New  York  11533 
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Flyhoy^s  View 

{Continued  from  page  91) 

when  it  was  printed  and  re¬ 
wound  can  differ  from  roll  to 
roll. 

Because  of  the  fine  tolerances, 
different  g^ravure  printers  will 
pre-print  ads  at  different  repeat 
lengths. 

And  to  complicate  the  prob¬ 
lem,  there  is  no  uniformity  in 
measuring  the  repeat  length  of 
a  page,  methods  varying  from 
preprinter  to  preprinter  and 
consumer  to  consumer. 

The  moisture  in  the  roll  can 
cause  significant  change.  One 
shipment  delivered  to  the  Her¬ 
ald  had  to  be  sprayed  with 
water  so  that  it  would  stretch 
sufficiently  to  run  into  the  press. 

Paper’s  Slrelcli 

The  ability  of  the  paper  the 


l)reprint  is  preprinted  on  to 
stretch  may  also  vary  from  roll 
to  roll.  The  stretching  can  be 
very  critical.  In  one  test,  the 
Herald  split  a  half  roll  of  pre¬ 
printed  ads  into  two  quarter 
rolls  and  rewound  them,  only  to 
find  that  the  paper  had  stretched 
beyond  the  tolerances  the  in¬ 
setter  would  take. 

(The  Herald  is  probably  the 
only  newspaper  using  Specta- 
Color  that  runs  half  rolls  and 
slits  them  for  double  delivery 
at  the  folder.) 

Still  another  variable  is  the 
difference  in  cutoff  length  caused 
by  varying  plate  and  blanket 
thicknesses  which  can  also  be 
different  from  one  press  to  an¬ 
other  in  the  same  pressroom. 

Off  Industry  Standard 

The  industry  standard  for  a 
preprinted  page  length  is  23.585 
inches,  plus  or  minus  .008,  the 
Herald  has  had  its  best  experi¬ 


ence  at  repeat  lengths  of  from 
23.585  to  29.590  inches. 

Although  the  nominal  press 
cutoff  is  23.9/16  or  twenty 
thousandths  shorter,  the  plate 
and  blanket  widths,  coupled 
with  the  stretching  of  the  web 
increase  the  length  significantly. 

If  the  repeat  length  is  too 
short,  the  matter  is  relatively 
easy  to  solve,  providing  it  is 
within  the  industry  standard. 
The  tension  is  applied  and  the 
paper  stretched. 

But  if  the  repeat  length  is 
too  long,  it  may  entail  such 
remedies  as  packing  blankets 
and  raising  or  under  laying  the 
plates  to  increase  the  diameter 
of  the  cylinders,  taking  valuable 
man  hours  away  from  the  press¬ 
room’s  normal  operation. 

The  preprint-rewind  tech¬ 
nique  of  printing  looks  like  it’s 
here  to  stay.  And  the  Herald 
is  taking  steps  to  delete  the 
variables  creating  the  problems. 


effective  immediately 
Akron  Beacon  Journal 
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at  Black  and  White  rates 

The  Akron  Beacon  Journal  is  now  accepting  Spec- 
tacolor  .  .  .  brilliant,  full  color  rotogravure  that 
matches  the  most  expensive  magazine  color.  And 
you  can  call  for  color  whenever  you  want  it  in  the 
Beacon  Journal  .  .  .  full  or  spot  color  also  avail¬ 
able  in  every  issue,  daily  and  Sunday.  For  addi¬ 
tional  detailed  information,  please  write  or  call 
us,  or  Story,  Brooks  &  Finley,  Inc.,  National 
Representatives. 
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In  Top  50  Metro  Markets ...  In  Daily  and  Sunday  Home 

PENETRATION 

The  Akron  Beacon  Journal  is  Number  1  in  Home  penetration,  leading  all 
Daily  and  Sunday  newspapers  in  the  nation's  top  50  Metro  Markets  with 
a  strong  83.2%*  coverage  Sunday  and  81%*  Daily.  And  what's  more  in  this 
1  Billion  825  Million  Dollar  Market  with  a  population  of  845,896  the  Akron 
Beacon  Journal  delivers  a  total  circulation  of  169,655  every  evening  and 
190,077  every  Sunday.  Figure  it  yourself,  here's  the  BEST  Advertising 
Buy  in  the  U.  S.  A.  *Source  Circulation  '64  and  March  31,  1964  ABC  12  Month  Audit 
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AKRON  BEACON  JOURNAL 

JOHN  S.  KNIGHT,  Prctidcnt  and  Editor  •  Repreunltd  by:  Story,  Brooko  A  Finlay 
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ASNE  Membership 
Increased  to  657 

In  a  mail  ballot  j'ust  concluded 
the  board  of  directors  has 
elected  11  editors  to  niember- 
•ship  in  the  American  Society 
of  Newspaper  Editors.  Total 
membership  in  the  organization 
now  stands  at  657. 

The  annual  convention  of  the 
society  will  be  held  at  the  Wash¬ 
ington  Hilton  Hotel  in  Wash¬ 
ington,  D.  C.,  April  14-17. 

The  new  members  are: 

Over  100,000  Circulation 

(Jerald  Griffin,  editor,  ISnlti- 
more  Sun. 

A.  J.  Griffith,  assistant  to  the 
editor.  Fort  Worth  Star-Tele¬ 
gram. 

James  G.  Bellows,  editor.  New 
York  Herald  Tribune. 

Harold  Wiegand,  editorial 
liage  editor,  Philadelphia  In¬ 
quirer. 

William  G.  Sumner,  editor, 
St.  Paul  Pioneer  Press  and  Dis¬ 
patch. 

Preston  Wolfe,  president  and 
editorial  director,  Columbus 
(O.)  Dispatch. 

Thomas  P.  Inman,  associate 
editor,  Raleigh  (N.  C.)  News 
and  Observer. 

James  E.  Armstrong,  pub¬ 
lisher  and  editorial  director, 
Springfield  (Ill.)  State  Journal 
and  Register. 

50,000-100,000  Circulation 

E.  Earl  Hawkes,  editor  and 
general  manager,  Deseret  News, 
Salt  Lake  City,  Utah. 

Edwin  D.  Minteer,  editor,  Al¬ 
buquerque  Journal. 

Burton  H.  Blazar,  managing 
editor,  Elmira  (N.  Y.)  Star-Ga¬ 
zette  &  Advertiser. 


Tel  Aviv  ‘U’  Seeks 
Journalism  Teachers 

Establishing  an  Institute  of 
Journalism  in  Israel  next 
October,  Dr.  George  S.  Wise, 
president  of  Tel  Aviv  Univer¬ 
sity,  has  been  in  the  U.S.  to 
recruit  a  faculty. 

Dean  Burton  W.  Marvin,  on  a 
two-year  leave  of  absence  from 
the  School  of  Journalism  at  the 
University  of  Kansas,  is  assist¬ 
ing  Dr.  Wise  in  the  project.  Dr. 
Wise  makes  his  headquarters  at 
the  American  Friends  of  Tel 
Aviv  University,  41  East  42nd 
St..  New  York. 

Dr.  Wise,  formerly  president 
and  now  honorary  chairman  of 
the  board  of  Inter-American 
Paper  Corp.,  newsprint  dis¬ 
tributors,  has  been  head  of  Tel 
Aviv  University  since  1963. 

Dr.  Wise  said  he  plans  to 
begin  the  Institute  of  Journalism 
with  an  enrollment  of  50.  Even¬ 
tually  he  expects  it  will  become 
a  Center  of  Mass  Communica¬ 
tions.  To  that  end  it  will  con¬ 
duct  an  appeal  for  $1,500,000. 
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Meet  our  team  of  color  masters 

LEFT  TO  RICJIIT:  (Seated)  Ray  Aue,  Pressroom 
Superintendent;  William  Fyfe,  Mechanical  Su¬ 
perintendent;  Art  McQueen,  Stereotype  Super¬ 
intendent;  Collins  Anderson,  Composing  Room 
Superintendent;  (Left  to  Right,  Standing)  Dale 
Morgan,  Head  of  Photographic  Service;  Al 
Keigley,  Engraving  Superintendent;  John  Smith- 
meyer.  Production  Manager.  Donald  Scott,  Pro¬ 
duction  Director,  not  pictured. 


The  Spokesman-Review  and  Spokane  Daily  Chronicle  bring  out  the 
best  in  color  advertising.  They  have  a  bulging  trophy  case  to  prove  it. 

Not  just  once,  TWICE  this  past  year  the  Spokane  Dailies  won  the 
Pacific  Northwest  Newspaper  Advertising  Executives  Association  semi¬ 
annual  award  for  “Best  Multi-Color  Advertisement.” 

The  Spokane  Dailies  have  also  won  the  Oregon  Photoengravers 
Award  for  Spot  Color  in  1957,  1959,  and  1964;  the  Editor  &  Publisher 
1963  first  place  award  for  full  color  R.O.P.  reproduction;  and  in  1957, 
the  E&P  top  award  for  one-color-and-black  R.O.P.  advertising. 

Other  major  citations  in  the  past  have  been  a  First  Place  in  the  “News 
Pictures  of  the  Year”  competition  for  R.O.P.  full  color,  and  a  First 
Honorable  Mention  again  in  this  same  competition. 

This  kind  of  award-winning  color  reproduction,  coupled  with  the 
market-wide  circulation  of  The  Spokesman-Review  and  Spokane  Daily 
Chronicle,  is  the  most  effective  way  to  reach  and  sell  the  million  people 
in  the  Billion  Dollar  Spokane  Market. 


AGAIN 
SPOKANE 
DAILIES 
WIN  TOP 
COLOR 
AWARDS 


TRe  Spokesman-Keview  Stiokam  Pails  fb^anidt 


AdvertisinK  RepreicnUtive*:  Cmmer,  Woodward,  O’Mara  A  Ormsbee,  Inc.  Sunday  Spokesman-Review  carries  Metro  Sunday  ooonics  and  This  Week  magazine. 


HOUSTON  CHRONICLE 


In  The  Nation  In  R.O.P.  Color 

In  1964,  Chronicle  Published 
2,963,306  Lines  of  R.O.P. 

Color  Advertising— 

Over  785,000  Lines  More 
Than  Houston’s  Other 
Newspaper 


Chronicle  leadership  in  R.O.P.  color 
is  evidenced  by  its  climb  to  4th  in 
the  nation  from  8th  in  1963.  Year 
after  year  more  advertisers  turn  to 
the  Chronicle  for  their  color  adver¬ 
tising. 


Largest  Circulation  Of  Any  Texas  Newspaper 

HOUSTON  CHRONICLE 

Represented  Nationally  By  The  Branham  Company 


Color  Retouching 
Highly  Skilled  Craft  . 


Retouchinf?  of  color  trans¬ 
parencies  intended  for  reproduc¬ 
tion  as  ROP  color  in  newspapers 
has  become  so  refined  today  it 
is  considered,  if  not  a  fine  art, 
at  least  a  highly  skilled  craft. 

Biggest  in  the  business  is 
Estelle  Friedman  Associates  in 
the  Graybar  Building,  New  York 
City.  Miss  Friedman  herself  has 
been  retouching  negatives,  first 
black  and  white  as  a  free  lance 
in  1937,  and  color  since  1945. 

Fine  Artists-Retouchers 

Today  there  are  12  associates 
on  her  staff,  and  Miss  Friedman 
said  this  week  she  likes  to  think 
of  all  of  them  as  artists.  Some 
of  them  are  Rosamond  Jones, 
Baruck  Katz,  Joseph  Murphy, 
Ronald  Slowinski,  Ernest  Dier- 
inger,  David  Weintraub,  and 
Jerry  van  der  Wiele. 

Mr.  Slowinski,  Mr.  Dieringer, 
and  Mr.  van  der  Wiele  were  all 
graduated  from  the  Art  Insti¬ 
tute  of  Chicago.  All  have  had 
exhibits  of  their  art,  Mr.  Dier¬ 
inger  and  Mr.  Slowinsky  at  the 
Poindexter  Gallery,  and  Mr. 
van  der  Wiele  at  Castelli’s. 

“Ever  since  color  photogra¬ 
phy  has  been  possible,  even 
when  originally  it  was  neces¬ 
sary  to  make  three  plates  which 
were  filtered  for  different  colors, 
retouching  has  been  considered 
a  virtual  necessity,”  Miss  Fried¬ 
man  said. 

“In  about  1943  Kodak  came 
out  with  transparencies,  which 
could  go  straight  to  the  en¬ 
gravers.  But  there  seemed 
always  to  be  a  need  of  correc¬ 
tions,  when  advertising  agen¬ 
cies  and  advertisers  were  in¬ 
volved. 

“If  it  is  not  a  case  of  some 
fault  in  the  photographic  proc¬ 
ess,  an  agency  art  director  or 
his  client  generally  find  some¬ 
thing  in  a  picture  destined  for 
reproduction  as  an  advertise¬ 
ment  that  needs  correction.  They 
will  want  an  object  removed. 
They  may  wish  to  have  certain 
sections  darkened  and  others 
I  made  lighter  than  the  transpar¬ 
encies.  Sharp  contrasts  are  par- 
I  ticularly  important  for  ROP 
,  reproduction  on  newsprint.” 

I  Miss  Friedman  has  been  re¬ 
sponsible  for  developing  a  num¬ 
ber  of  processes  for  adding  or 
taking  away  colors.  She  uses  an 
analine  dye  to  add  to  an  exist¬ 
ing  color,  and  a  bleaching  agent 
removes  some  of  the  brilliance, 
when  that  is  required. 

Removing  Bulges 

“But  artistic  skill  is  really 


essential  when  art  directors  find 
that  their  feminine  models  in  a 
photograph  bulge  in  unbe(  iming 
places,  or  are  too  thin,”  Miss 
Friedman  said.  “Often  a  girl’s 
bones  must  be  softened  by  a 
retoucher  to  make  her  look 
beautiful,  or  stray  hair:;  must 
be  removed. 

“Color  transparency  retouch¬ 
ing  enables  art  directors,  pro¬ 
duction  manag^ers  and  clients  to 
see  what  they  are  actually  get¬ 
ting  before  expensive  reproduc-  • 
tions  are  made.  Good  retouchers 
score  brilliant  results.” 

Miss  Friedman  described  good 
retouchers  as  “an  unusual  com¬ 
bination  of  artist  and  scientist.” 

“Their  work  is  highly  special¬ 
ized,”  she  said.  “Not  only  must 
they  be  artists,  they  must  also 
be  familiar  with  photography, 
reproduction  processes  and  dye 
chemistry.  “Chemical  bleaches 
and  dyes  are  needed  for  color 
adjustments  in  (1)  underex¬ 
posed  transparencies  (2)  over¬ 
exposed,  or  (3)  those  which 
have  correct  exposures  but  must 
undergo  changes  to  conform 
with  various  individual  require¬ 
ments. 

Restoring  Perfect  Color  i 

“Often  a  photograph  will  be 
underexposed  or  ‘too  heavy.’ 
This  condition  can  occur  in  the 
basic  colors:  cyan,  magenta  or 
yellow,  or  a  combination  of  any 
of  the  three.  To  correct  such  a 
condition,  color  must  be  reduced. 
From  our  experience  with 
underexposed  films,  we  find  that 
perfect  color  can  almost  always 
be  restored. 

“Photographs  which  are  over¬ 
exposed  are  ‘too  thin’  and  pre¬ 
sent  a  directly  opposite  prob¬ 
lem.  In  some  cases,  color  balance 
must  be  built  back  into  the 
emulsion  of  the  film  with  trans¬ 
parent  dyes.  This  meticulous 
process  preserves  the  highlights, 
retains  the  photographic  qual-  m 
ity  of  the  transparency,  and 
assures  a  perfect  match  to  the 
original  articles.” 

Miss  Friedman  noted  that  her 
company  has  recently  developed 
a  method  for  building  up  over¬ 
exposed  film  that  is  especially 
effective  on  delicate  detail  work 
such  as  fabrics,  hair,  fur,  rugs 
and  designs  where  texture  is  of  i 
prime  importance.  j 

Emphasis  and  de-emphasis  of  I 

significant  details  in  a  picture  I 

require  what  is  called  “focal 
point  retouching,”  according  to 
Miss  Friedman.  They  constitute 
(Continued  on  page  98) 
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A  COMPLETE  TYPOGRAPHIC  OEPARTMENT...NOTHING  ELSE  TO  BUY! 


Yes!  for  even  less  than  $17.50  a  week,  with  no  capital  investment, 
you  can  now  have  the  revolutionary  Photo  Typositor  working  for 
you  "around  the  clock”.  No  other  piece  of  equipment  has  proven 
so  valuable  an  asset  to  art  and  printing  departments  as  the 
Photo  Typositor. 

Lease  or  purchase  of  the  Photo  Typositor  includes  free  installa¬ 
tion  and  thorough  instruction  to  any  member  of  your  staff  •  Deluxe 
formica  table  •  Film  font  storage  cabinet  •Circle  setting  attach¬ 
ment  •  Drying  rack  •  Spacing  control  unit  •Copyholder  •Two 
film  fonts  •  Reproportioning  optics  •  Assortment  of  operating 
supplies  and  many  additional  miscellaneous  accessory  items  to 
make  upa  complete  package.  Thereare  absolutely  no  hidden  extras. 


PHOTO 


''Typography 
At  Your  Fingertips" 


For  actual  lettering  samples  and  latest  catalog,  write,  wire  or  phone:  PHOTO  TYPOSITOR  INC. 

305  East  46th  Street.  New  York.  N.  Y.  10017  or  1398  N.  E.  125th  Street.  N.  Miami.  Florida  33161 
an  affiliate  of  VISUAL  GRAPHICS  CORPORATION 


Ll3BOCK.  Av.M-\N^t:-JotRNAL  ^3 


your 
color  ad 
is 

right  at  home 
m 

COLORFULL 

Lubhoeh! 

(TEXAS) 

Lubbock  is  young  and  young  in  heart— 
really  hasn’t  gotten  its  full  growth 
yet.  No  drawlin'  Texans,  Lubbock's 
people  move  fast,  live  colorfully, 
interestingly.  They  spend  so  freely 
that  no  city  Lubbock's  size  or  larger 
(except  Washington,  D.C.)  has  any¬ 
thing  like  Lubbock's  $5,387  sales  per 
household!  ■  The  Avalanche-Journal 
covers  Lubbock  and  its  surrounding 
market  area  thoroughly,  without  com¬ 
petition,  so  that  black  and  white  does 
an  admirable  selling  job.  But  colorful 
Lubbock's  depth  in  money  and  wants 
makes  digging  a  little  deeper  for  color 
highly  productive! 


Lubbock 

Avalanche 

■Journal 

WAYNE  HENir.  Ad«t(tisiii|  Dveclof 

TEXAS  OAlir  PRESS  LEAGUE.  INC. 

NttNwal  Riprawtilnc 

_ > 


Retouching 


(Continued  from  page  96) 

a  frequent  and  troublesome 
problem,  she  said. 

“Color  aberrations  occur  a 
great  deal  in  interiors,”  Miss 
Friedman  continued.  “Unpleas¬ 
ant  blue  monotone  exteriors, 
which  result  so  often  from  shoot¬ 
ing  an  interior  with  a  view 
through  a  window,  can  be  toned 
with  dyes  to  radiant  natural 
colors. 

Matching  Fabrics 

“Furniture  and  fabrics  of  any 
texture  or  design  can  be  matched 
to  the  original.  Wrinkles  and 
dirt  spots  can  be  corrected;  also 
light  reflections  in  windows  and 
mirrors  can  be  modified. 

“Because  of  the  retoucher, 
lack  of  color  separation  between 
objects  and  backgrounds  no 
longer  necessitate  retakes. 
Bleaches  and  dyes  can  be  used 
to  form  contacts  essential  for 
sharp  reproduction.  All  this  can 
be  achieved  without  loss  of  pho¬ 
tographic  realizm  or  any  sem¬ 
blance  of  ‘touching  up.’ 

“Retouching  art  is  most  often 
demanded  to  keep  foods  looking 
natural,  fresh  and  palatable. 
Parsley,  for  instance,  tends  to 
go  black,  but  can  be  kept  green 
by  retouching.  Butter  that  tends 
to  acquire  an  orange  cast  is 
kept  a  sunny  yellow.  Meats  and 
fish  are  done  up  brown,  and  hot 
beverages,  such  as  coffee,  are 
animated  with  wisps  of  steam. 

“One  of  the  most  intricate  and 
fascinating  phases  of  color 
transparency  retouching  is  that 
of  stripping  various  photographs 
together  under  glass  into  a 
single  composite.  Besides  making 
possible  enchanting  ensembles, 
this  practice  effects  sizeable 
savings  by  eliminating  costly 
color  separations  and  extra  sets 
of  engraver’s  negatives.  Back¬ 
grounds  can  be  blended  by  hand, 
and  elements  in  a  photograph 
brought  into  harmonizing  color 
balance  despite  variations  in  ex¬ 


posure.  Objects  placed  too  far 
in  the  background  or  too  far 
forward  in  a  photograph  may 
be  moved  into  a  position  of 
proper  relationship  with  asso¬ 
ciated  objects. 

“Silhouetting  directly  on  a 
color  transparency  assures  sharp 
edges  clearly  defined  from  the 
background.  Since  it  is  done 
right  on  the  film,  improvements 
and  alterations  can  be  made 
simultaneously.  Contours  can  be 
remodelled.  Weak  edges,  so  often 
the  result  of  high-key  photogra¬ 
phy  can  be  picked  up  so  that 
they  will  not  be  lost  in  repro¬ 
duction.  Ragged  edged  lines  can 
be  smoothed  out  and  filled  with 
matching  tones.” 

Miss  Friedman  concluded  by 
calling  attention  to  the  fact  that 
the  best  retouchers  can  also 
furnish  duplicates  of  high  qual¬ 
ity  in  various  sizes.  She  noted 
that  duplicates  lend  themselves 
to  a  wide  variety  of  uses,  such 
as:  scaling  to  size  for  com¬ 
posites  ;  vignettes ;  color  changes 
necessary  when  restoration  is 
not  possible  manually ;  repairing 
damaged  films  caused  by  tears 
and  scratches ;  and  protecting 
valuable  photo  libraries  with 
extras. 

“Of  particular  interest  is  an 
entirely  new  method  of  com¬ 
posing  several  individual  trans¬ 
parencies  in  the  camera  and 
reproducing  them  on  a  single 
Ektachrome,”  Miss  Friedman 
said.  “Art  directors  use  this 
highly  technical  procedure  of 
producing  composites  to  give 
national  advertisements  and 
other  delux  promotions  an  un¬ 
mechanical  look.” 

• 

NR&A  Staflfer  Named 

Seattle,  Wash, 

A.  W.  (Bill)  Douglas  has 
joined  the  Seattle  office  sales 
staff  of  Nelson  Roberts  &  Asso¬ 
ciates.  He  succeeds  the  late 
Robert  M.  Smith.  Mr.  Douglass, 
formerly  with  H.  J.  Heinz  Co., 
will  work  primarily  on  the  food 
and  food  store  products  classi¬ 
fication. 


Alabama  Magazine 
Runs  in  4  Papers 

Birmingham 

Alabama  Sunday  Magndne,  a 
weekly  Sunday  supplement 
which  began  publication  Oct.  4 
is  established  on  a  cooperative 
basis  by  four  newspapers. 

It  serves  the  Montgomi  ry  Ad- 
verther-Alabama  Journal  (90,- 
000  copies) ;  the  Gadsden  Timet 
(25,000) ;  the  Florence  Times  £ 
Tri-Cities  Daily  (24,000) ;  and 
the  Tuscaloosa  News  (22,250). 
The  offset  publication  lias  an 
average  of  12  pages  weekly  in¬ 
cluding  a  process  color  cover. 

The  magazine  has  basic  pages 
which  are  the  same  for  all  of 
the  cities  served  and  also  pages 
which  are  re-made  for  each  run 
to  carry  local  advertising  and 
local  stories. 

Staff  writers  from  the  four 
newspapers  write  most  of  the 
articles  for  the  magazine,  and 
stories  from  weekly  newspaper¬ 
men  and  free-lance  writers  are 
accepted. 

The  magazine’s  staff  is  com¬ 
posed  of  Chris  Eckl,  editor  and 
publisher,  and  Nancy  Bradford, 
staff  writer.  General  Advertising 
Service  is  its  national  represen¬ 
tative. 

Culver  to  Retire; 
Printing  School  Dean 

Rochester,  N.  Y. 

Byron  G.  Culver,  head  of  the 
School  of  Printing  at  Rochester 
Institute  of  Technology  since 
1937,  plans  to  retire  from  his 
post  June  30. 

The  70-year-old  dean  of  print¬ 
ing  educators  joined  the  art 
faculty  at  his  alma  mater 
following  his  graduation  in  1918. 
When  he  was  elevated  to  head 
the  school  of  printing  there 
were  18  students  enrolled  in  the 
two-year  program  then  offered. 
Today  RIT  has  an  enrollment  of 
400  printing  students  with  some 
25  members  on  its  faculty. 

Hector  H.  Sutherland,  associ¬ 
ate  director  of  the  School  of 
Printing,  will  succeed  Mr.  Cul¬ 
ver  as  director  of  the  School. 


Written  with  oharaoter  . . . 
oompetenoe  . . .  color. 

me  PROVIDENCE 
JOURNAL- 
BULLETIN 


'  Donrey  Group  Buys  » 
Oklahoma  Papers 

I  Pawhuska,  Okla. 

The  Pawhuska  Journal-Capi¬ 
tal  and  Osage  County  Journal 
\  News  Weekly  were  purchased 
recently  by  the  Donrey  Media 
Group.  Donald  W.  Reynolds  is 
president  of  the  group,  and  J.  L. 
Jennings  is  vicepresident.  The 
newspapers  were  purchased 
from  S.  J.  Love  of  Pawhuska  j 
and  the  estate  of  the  late  Glen 
R.  Van  Dyke,  former  publisher. 

No  personnel  changes  are  con¬ 
templated,  the  announcement 

said.  I 
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OIL  and  PROGRESS 


If  it's  true  that  progress  never  comes  to  those  who 
stand  still,  the  oil  industry  has  never  had  the  oppor¬ 
tunity  to  find  out.  It  has  been  moving  steadily  ahead 
since  the  day  the  first  well  was  drilled  over  100  years 
ago.  But  growing  to  serve  a  larger  population  is  only 
one  kind  of  progress.  The  other  is  finding  new  ways 
to  serve.  Research  has  been  constantly  improving  the 
industry's  products— so  drastically,  in  fact,  that  the 
gasoline  that  powered  Lindbergh's  historic  plane 
wouldn't  even  run  today's  modern  automobile.  But 
oil  research  goes  in  broader  directions,  too.  It  has 
provided  the  raw  materials  for  new  rocket  fuels,  new 
types  of  clothing  and  plastic  products,  even  the  pos¬ 
sibility  of  food  supplements  from  oil.  Marathon,  in 
its  modern  research  facilities,  is  steadily  broadening 
its  own  search  for  better  products  and  better  service 
now  and  in  the  years  ahead. 


From  Marathon's  1964  Annual  Report: 

1964  1%3 

Total  Revenues  ....  $501,088,000  $471,006,000 
Net  Income .  60,376,000  49,125,000 


MARATHON  OIL  COMPANY 

FiNOLAV  OHIO 


For  a  copy  of  the  complete  annual  report,  write  to 

The  Secretary,  Marathon  Oil  Company,  Findlay,  Ohio  45840. 


Store  Finds  Color  in  Ads 
Opens  Many  New  Accounts 

By  Horace  A.  Sorensen 
Presidrnt,  South  East  Furniture  Co. 

Salt  Lake  City,  Utah 


We  feel  the  ultimate  goal  of 
newspapers  is  to  become  more 
and  more  like  magazines  in  the 
presentation  of  actual  color  of 
the  merchandise. 

So,  in  the  interim,  more  than 
90%  of  our  newspaper  adver¬ 
tising  consists  of  full  pages  in 
ROP  color.  We  use  color  be¬ 
cause  our  newspapers,  the  Salt 
Lake  Tribune  and  the  Deseret 
News,  have  encouraged  us  to 
do  so  with  sensible  costs,  good 
service  and  wide  coverage  of  the 
Intermountain  market  area. 

Color  gives  us  much  better 
returns  for  the  extra  cost  of 
about  20%.  We  ran  a  color  tele¬ 
vision  set  ad  in  black  and  white, 
but  the  ad  did  little  for  us.  We 
ran  the  same  ad  with  one  color 
added  and  the  department  was 
crowded  with  prospective  buy¬ 
ers  and  many  sales  resulted. 

Newspaper  copy  must  be  as 
effective  as  possible  and  we  have 
found  color  helps  make  it  so. 

We  started  using  color  in 


1948.  These  were  %-page  4- 
color  ads  from  a  sales  promo¬ 
tion  source  that  furnished  mats 
to  sell  the  merchandise.  While 
the  merchandise  was  usually 
mediocre,  the  colored  ads  sold 
it,  and  an  ad  a  week  for  the 
year  opened  up  over  10,000  new 
acc-mnts.  These  canned  ads,  as 
we  look  back  on  them,  were  not 
so  good  in  their  wild  presenta¬ 
tion  of  merchandise,  but  they 
proved  the  value  of  color. 

We  have  made  effective  use 
of  planting  color  in  ads  with 
tint  blocks.  We  graduate  the 
colors  by  screening  and  some 
overlays.  In  the  majority  of  ads 
we  only  use  one  color  plant  by 
taking  the  mats  and  having  tint 
blocks  made.  In  using  solid  color 
background  we  usually  use  only 
two  colors.  We  try  to  produce 
colors  we  have  in  the  merchan¬ 
dise.  We  are  actually  selling 
color  —  high  fashion  new  colors 
in  home  furnishings,  such  as 
olive  green,  Spanish  gold,  new 
shades  of  mediterranean  blue 


and  others.  We  find  it  is  effec¬ 
tive  to  take  a  certain  color  for 
a  selling  event  and  keep  it  for 
identification.  For  example,  in 
March  we  continually  use  green ; 
orange  for  the  Fall  promotion, 
and  blue  for  our  anniversary 
sale.  We  run  these  colors  con¬ 
tinually  through  the  events. 

It  Helps  in  a  Crowded  Page 

As  the  newspapers  get  more 
crowded  we  have  found  color 
helps  to  emphasize  an  ad,  even 
in  a  marginal  location.  It  is 
more  attractive  and  it  especial¬ 
ly  appeals  to  the  women  who  do 
most  of  the  buying.  There  is  a 
temptation  to  use  too  much  red. 
We  have  found  dark  blues, 
greens,  aqua,  magenta,  and 
orange  also  good.  The  use  of 
color  makes  it  possible  to  use 
less  white  space  where  there  is 
so  much  to  advertise.  You  can 
crowd  more  into  an  ad  and  keep 
it  effective  with  color. 

We  feel  more  encouragement 
and  preparation  of  color  ads 
from  factories  which  furnish 
the  merchandise  would  help  sell 
color.  Widespread  distribution 
of  color  mats  would  make  color 
much  less  expensive. 

We  suggest  color  to  remedy 
advertising  ills,  but  use  it  only 
sparingly  to  accent  features  of 
the  ad.  Balance  and  correct  ap¬ 
plication  of  color  are  necessary 
to  keep  it  in  good  taste. 


Ad  Bureau  Controb. 
SpectaColor  Name 

By  virtue  of  an  agr  ement 
between  SpectaColor  Ass  )ciatei 
and  Universal  Pictures,  the  Bu- 
reau  of  Advertising,  ANPA,  has  i 
been  given  the  authority  in  re-  j 
leasing  the  rights  to  the  name 
SpectaColor  to  newspapers  and 
suppliers  of  preprints. 

Universal  Pictures,  which  de¬ 
veloped  the  name  to  describe  its 
in-color,  wide-screen  motion  pic¬ 
tures  and  had  it  copyrighted,  ac¬ 
cepted  a  proposal  made  by 
Charles  B.  Lord,  chairman  of 
SpectaColor  Associates,  a  group 
of  35  newspapers  last  October. 
Under  a  separate  agreement, 
Universal  Pictures  gave  the  ^ 
New  York  News  and  LouisviUe 
Courier- Journal  permission  to 
use  the  name. 

The  proposal  made  by  Mr. 
Lord  stipulated  that  each  news¬ 
paper  which  wanted  to  use  the 
name  SpectaColor  would  pro¬ 
vide  Universal  with  600  lines  of 
advertising  space  at  the  gen¬ 
eral  open  rate  until  the  equiva¬ 
lent  of  $25,000  worth  of  space 
had  been  given  out.  W'hen  the 
settled  amount  was  reached, 
rights  to  the  name  would  then 
transfer  to  the  Bureau  with  the 
authority  to  approve  the  use  by 
any  newspaper  adding  insetter  . 
equipment  or  to  suppliers  deal¬ 
ing  with  in-register  preprints. 


call  II  PREPRINT 

The  eye  that  scans  the  daily  newspaper  has  never  seen 
anything  like  it:  magazine-quality  color  advertising, 
completely  integrated  into  the  newspaper  itself. 

Little  wonder  that  preprints  have  created  unprecedented 
excitement  in  the  newspaper  industry... excitement 
that  has  been  turned  into  rapid  acceptance  by 
advertisers... and  additional  advertising  revenue  for 
newspapers!  In  just  five  years,  the  use  of  preprints 
has  grown  eighty -fold,  representing  a  dollar 
volume  in  excess  of  $30  million.  And  the  pace  is 
stepping  up  tremendously! 

PREPRINT  CORPORATION. ..the  complete  Hi-Fi  and 
SpectaColor  production  and  service  center  for 
agencies,  advertisers  and  newspapers. 


PREPRLWc^ 
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Coiiormat  Use 
Grows  Rapidly 

Sti -Hi  Color  Service  reports 
that  its  Colormat  releases  were 
used  in  more  than  3,600  daily 
newspaper  issues,  covering  a 
total  circulation  of  over  300 
million  copies,  in  1964. 

According  to  J.  L.  Roberts, 
manager,  Colormat  Division, 
“last  year  saw  an  almost  50% 
increase  over  1963  in  the  num¬ 
ber  of  Colormat  releases  and 
their  usage  by  newspapers  in 
the  United  States,  Canada  and 
foreign  countries. 

Among  the  companies  and 
their  agencies  who  sponsored 
free  direct-casting  ROP  Color- 
mat  material  for  distribution  to 
newspapers  recently  were : 
American  Dairy  Association, 
Armstrong  Cork  Company,  As¬ 
sociated  Grocers  Inc.,  Continen¬ 
tal  Can  Company  (BBDO)  Bob¬ 
bie  Brooks  Inc.,  Brown  Shoe  Co. 
(Leo  Burnett  Co.),  California 
Foods  Research  Institute  for 
Associated,  Blue  Lake  Green 
Bean  Canners,  Cling  Peach  Ad¬ 
visory  Board,  Pacific  Coast 
Bartlett  Pear  Growers,  Tokay 
Marketing  Agreement,  Camp¬ 
bell  Soup  Company;  Green 
Giant  Co.,  Karastan  Carpet 
Mills,  Palm  Beach  Company, 


National  Canners  Association, 
Jantzen  Inc.,  Rose  Marie  Reid; 

Also  Swift  &  Company,  J. 
Walter  Thompson  Company  for 
International  Packers  Ltd.,  Rice 
Council  for  Market  Develop¬ 
ment,  Seven -Up  Company, 
Fleischmann’s  Yeast,  Scott  Pa¬ 
per,  West,  Weir  &  Bartel  for 
Dorothy  Draper’s  Westinghouse 
Dream  Home,  Henredon  Furni¬ 
ture  and  Bloomcraft  Fabrics, 
Infoplan  (public  relations)  for 
Roquefort  Cheese  Association 
and  Diamond  Walnut  Growers, 
Sally  Dickson  Associates  for 
Ocean  Spray  Cranberries,  Haz¬ 
ard  Advertising  for  Denmark 
Cheese  Association. 

Page  proofs  in  editorial  make¬ 
up  form  are  furnished  to  news¬ 
papers  and  if  the  paper  is  in¬ 
terested  in  using  the  material 
free  mats  are  shipped  within 
48  hours  after  receipt  of  order 
form  and  their  layout  marked 
up  to  show  the  positioning. 

• 

Hues  of  Progress 

Walla  Walla,  Wash. 

Only  the  main  news  appeared 
in  staid  black  and  white  when 
the  Walla  Walla  Union-Bulletin 
published  its  222-page  Progress 
Edition.  All  of  the  13  other  sec¬ 
tions,  including  classified,  had 
color  covers.  There  were  26  color 
ads  in  the  edition  which  dis¬ 
played  every  avenue  of  progress. 


Color  Showcase  No,  3 
Prepared  for  Fall 

The  ROP  Color  Committee  of 
the  NAEA  is  planning  to  pro¬ 
duce  Color  Showcase  #3  in 
early  fall.  NAEA  will  make  it 
available  to  all  newspapers  at  a 
set  price. 

The  Milwaukee  Journal  ROP 
Color  Service  has  offered  to 
gather  and  assemble  the  neces¬ 
sary  tearsheets  supplied  by 
newspapers,  at  cost,  to  produce 
Showcase  #3. 

It  has  been  estimated  that 
such  a  book  with  a  hard  cover 
could  be  produced  for  about 
$17.50.  In  an  effort  to  provide 
books  to  be  distributed  to  agen¬ 
cies  and  advertisers,  it  is  sug¬ 
gested  that  each  newspaper 
wanting  to  purchase  a  book  sub¬ 
scribe  for  at  least  two  copies, 
one  to  be  made  available  to  the 
national  representatives  for 
their  distribution. 

• 

On  Pink  Newsprint 

London 

National  Cash  Register  Co. 
of  the  U.  S.  has  made  British 
advertising  history.  A  major 
advertising  campaign  in  the 
British  press  broke  a  whole- 
page,  full-color  announcement 
in  the  daily  Financial  Times 
on  pink  newsprint. 


300  Papers  Use 
Color  Service 

In  1964,  Milwaukee  Journal 
Color  Service  completed  the 
most  active  year  in  11  years  of 
its  operation,  according  to  Clif¬ 
ford  Wenthur,  manager.  More 
than  300  newspapers  availed 
themselves  of  the  service. 

Well  over  30,000  editorial  and. 
advertising  illustrations  are  on 
file  in  the  Journal’s  library. 
Files  include  a  full  array  of  pic¬ 
tures  of  nationally  known  po¬ 
litical  figures  and  special  origi¬ 
nal  feature  illustrations  by  the 
Journal’s  art  staff.  The  weekly 
files  sent  to  subscribers  aver¬ 
age  60  tearsheets  and  preprints 
of  advertising  and  editorial 
color  for  which  printing  ma¬ 
terials  are  available. 

Special  Subject  Packagea 

In  addition,  the  Journal  Serv¬ 
ice  supplies  to  all  newspapers 
handling  color  specialized  pack¬ 
ages  sponsored  by  several  firms 
and  trade  associations. 

An  editorial  package  included 
one  on  Cuba  in  which  editors 
had  the  opportunity  to  select 
from  more  than  400  black  and 
white  pictures,  and  stories  by- 
lined  by  Journal  staffers,  plus 
12  full  color  illustrations. 


Preprints  were  developed  to  satisfy  a  long-standing 
demand:  how  to  combine  the  impact  of  quality  color 
reproduction  with  the  known  sales  power  and 
high  degree  of  market  selectivity  that  only  newspapers 
can  give.  Now  that  this  has  successfully  been 
accomplished,  preprints  present  the  advertiser  with  an 
entirely  new  medium  requiring  new  standards  of 
evaluation... a  medium  that  was  born  a  giant,  delivering 
unprecedented  sales  impact  felt  at  all  levels— the 
consumer,  the  trade,  and  the  advertisers’ 
own  sales  organization. 

PREPRINT  CORPORATION... pioneers  in  the 
development  of  Hi-Fi  and  SpectaColor... offering 
complete  marketing  and  advisory  services. 
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motive  Open  House  Section”  was  ‘Top  10’  Running 
run  on  Saturday,  Feb.  20  by  the  i  •  r*!  -c.  a 

Union  City  (N.  J.)  Hudson  Dis-  Color  m  Classified 

patch.  CAM,  Alan  H.  Freed-  Clyde  Roberts,  CAM  .>f  the 
man’s  staff  produced  44  pages  of  Columbus  (Ohio)  Dispat  h  and 
automotive  advertising  and  Citizen- Journal,  has  compiled  a 
news.  Running  about  60-40  news  list  of  the  “leaders”  in  ••lasai- 
to  advertising,  the  section  car-  fled  color  linage  in  1964.  The 
ried  local  dealer  copy,  a  strong  top  10: 

showing  of  national  advertising  Columbus  (Ohio)  Dispttch  — 
plus  bank  loan,  dealer  associa-  249,480. 

tion  copy  and  excellent  editorial  Long  Beach  (Calif.)  Inde¬ 
content.  pendent  and  Press  Telegram  — 

♦  •  •  241,262. 

‘FOOD  ’N  FUN’  BOOSTER  Milwaukee  (Wis.)  Journal  — 

Business  sure  must  be  good  ^^2,816. 
in  California!  F.  Dryden  Moore,  Beacon-,1  ourrud 

CAM  of  the  Santa  Rosa  Press  „  ’  i  \  d  # 

Democrat,  says  in  a  recent 

letter :  “We  seem  to  have  most  of  \  71  ^ 

the  other  businesses  already  in  11  on  (  .  .)  ost  — 

the  classified  section;  so  we  ri  \  /m  ^  7-.1  •  i 

started  a  column  on  restaurants  ,  ChronieU  - 

and  amusements.”  08,48  .  ,  xt 

.  Lancaster  (Pa.)  Newspapers 
It  s  headed  Food  n  Fun  m  _  ho 

Sononia  County”,  and  even  MtWpoiis  (Minn.)  Star  and 
though  the  selling  on  it  started  Tribune  —  86  204 
m  the  relatively  slow  month  of  Chicago  Tribune  —  62,984. 


CLASSIFIED  CLINIC 


CAM  Turns  Free  Radio 
Plugs  Into  Classified 


By  Stan  Finsness 

CAM,  Providence  Journal-Bulletin 


aon,  01  tne  i/es  ^'he  San  Antonio  (Tex.)  Ex- 

prcss-News  classified  department 
rts  that  one  of  the  local  national  depart- 

itions  runs  a  re^lar  together  they  pro- 

urday  “Buy  and  Sell  ^  ^^-page  tabloid  “1965 

New  Car  Open  House”  section.  *  *  * 

srs  are  invited  to  call  it  was  sold  for  two  consecutive  already  represented,  and  the  ntiwn  a't  cAir** 

lessages.  About  50  calls  Saturdays.  column  is  producing  170  lines  a  slEADi  CLIMB  A1  sALLM 

led  during  the  program.  The  nationkl  department  sold  day  for  one  month  as  a  starter.  Ray  Greene,  CAM  of  the 
of  Mr.  Hudson’s  staff  619  inches  of  advertising,  and  Mr.  Moore  says  he  has  lots  of  Salem  (Ore.)  Statesman-Journal 
it  and  jot  down  the  the  classified  department  came  prospects  left  over  for  solicita-  newspapers,  writes,  “I’ve  noted 
up  with  a  total  of  1,072  inches,  tion  in  the  Spring.  “All  it  takes,”  items  in  Classified  Clinic  re- 
onday,  every  “adver-  On  each  classified  page,  a  regu-  he  writes,  “is  the  time  to  call  garding  growth  of  particular 
solicited.  Over  70%  are  lar  Car  for  Sale  classification  restaurants,  golf  courses,  riding  operations.  Here’s  the  picture  in 
le  idea  of  running  their  heading  was  carried.  academies  and  all  of  the  places  Salem.” 

y-advertised  radio  of-  Another  good-looking  “Auto-  that  sell  food  or  entertainment.”  ad  count  (7-day  AM) :  1962— 


Is  it  true  Arrow 
Oecton  absolutely 
never  wrinkles? 


SpectaColor  preprints  are  full-color  ads  which  appear  in 
precise  page  position  (as  opposed  to  the  Hi-Fi  continuous 
design,  random  cut-off  preprints).  SpectaColor  is  printed 
in  advance  and  supplied  in  roll  form,  where  the  ultimate 
in  high-quality  color  advertising  becomes  an  integral 
page  of  the  newspaper.  Today,  SpectaColor  is  available 
in  markets  covered  by  almost  one-fourth  of  total 
daily  newspaper  circulation! 

PREPRINT  CORPORATION... the  coordinating  nerve-center 
for  complete  SpectaColor  campaigns. 
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958, 0-1  '.—13% ;  1963—273,527— 
6%;  ]f64— 310,822— 14%. 

UNACi.  (Combined  AM-PM) : 
1951-1,745,610;  1961-5,082,- 

782;  1962—5,946,618;  1963— 

6,983,024;  1964—7,975,500. 

Ad  count  at  the  Salem  news¬ 
paper.  has  scored  46  consecutive 
montl.-s  of  gains  over  the  same 
months  of  previous  years.  Lin- 
age  gjuns  have  been  recorded  for 
39  consecutive  months. 

Linage  is  up  190%  over  the 
13-year  period.  Classified  linage 
accounted  for  18%  of  total  in 
1951.  In  1964,  classified  ran  28% 
of  total  linage. 

«  «  * 

NEAT  BKUSH-OFF 
Miss  Sally  Nicolai,  CAM  of 
the  semi-weekly  McMinnville 
(Ore.)  News-Register  says  she 
has  developed  an  aid  in  screen¬ 
ing  the  current  rash  of  “get 
rich  quick”  and  “make  big 
money  in  your  spare  time” 
schemes  her  newspaper  is  being 
offered. 

She  .sends  out  this  quickie 
letter : 

Gentlemen : 

In  line  with  our  policy  of 
carefully  screening  Classified 


readily  .  .  .  the  questionable 
ones  sometimes  send  vague 
references,  but  most  of  them 
don’t  even  answer.  It’s  a  real 
timesaver  and  does  a  lot  toward 
protecting  our  readers.” 

«  *  * 

KING  TO  RETIRE 

Rupert  L.  King,  classified  ad¬ 
vertising  manager  of  the  Star- 
News  Newspapers,  Wilmington, 
N.  C.,  since  1958,  retires  April 
15,  “for  health  reasons.” 

• 

Marketing  Advice ; 

Color  Is  Exciting 

National  advertisers  are  be¬ 
ing  advised  in  the  April  issue 
of  Grey  Advertising’s  “Grey 
Matter”  to  take  full  advantage 
of  the  selling  potential  offered 
by  color. 

“The  simple  fact  is  that  color 
— always  recognized  as  a  potent 
attention-getting  device  —  is 
now  an  essential  competitive 
weapon  in  reaching  consumers,” 
advises  the  newsletter. 

The  report  quotes  Arnold 
Copeland,  president  of  Visual 
Marketing,  who  said:  “Color 
encompasses  the  entire  sensory 


pie,  is  an  abstracted  indication 
of  reality.  Color  in  advertising 
enables  us  to  come  closer  to  ac¬ 
tual  experience;  in  our  sur¬ 
rounding,  properly  used,  it  pro¬ 
vides  an  extra  dimension  of  ex¬ 
citement  and  emotional  involve¬ 
ment.” 

Color  in  newspapers,  the  re¬ 
port  says,  deserves  a  long  hard 
look  from  the  imaginative  ad¬ 
vertiser. 

Of  the  total  national  ad  vol¬ 
ume  in  newspapers  last  year. 
Grey  says  11.3%  was  in  color. 
Of  this  ROP  color  accounted 
for  88%  and  in-register  pre¬ 
prints  accounted  for  12%. 

• 

Metro  Oflfers  Mats 
For  Seasonal  Copy 

To  match  the  growing  demand 
by  newspapers  and  its  advertis¬ 
ers  for  color,  Metro  Associated 
Services  last  year  introduced  a 
seasonal  ROP  color  mat  service. 

The  material,  offered  three 
times  last  year  and  included  as 
part  of  the  monthly  package  to 
more  than  4,000  subscribers, 
provides  registered  four-color 
direct  casting  mats  at  no  extra 


.syndication. 

In  March,  Metro  began  offer¬ 
ing  the  first  in  a  series  of  ma¬ 
terials  for  doing  “red  over 
black”  reproduction  of  meat 
products.  Mr.  Shapiro  says  the 
technique  offers  the  “equivalent* 
of  full  color”  and  the  offering 
will  be  expanded  to  include  more 
kinds  of  meats. 

• 

Color  Photos 
Stress  Youth 

Eugene,  Ore. 

Youth  gets  a  full  color  fling 
in  the  Eugene  Register-Guard, 
particularly  in  the  Sunday  tab¬ 
loid  magazine,  the  Emerald  Em¬ 
pire.  Cover  and  inside  full  color 
magazine  photos  cover  the  youth 
gamut  from  sub-teen  to  colle¬ 
giate.  Successive  covers  showed 
a  University  of  Oregon  inter¬ 
national  festival,  an  eight-year- 
old  “cover  girl”  and  boys  en¬ 
gaged  in  toy  auto  slot  racing. 

Daily  editions  of  the  after¬ 
noon  paper  published  by  Alton 
F.  Baker  Jr.,  use  page  one  full 
color  photos  as  the  news  war- 


advcrtisements  involving  in-  world  in  which  man  lives.  Since 
vestments,  we  would  appre-  sight  is  the  dominant  force  in 
date  your  providing  us  with  human  communication,  any  form 
references.  of  communication  not  in  color 

Miss  Nicolai  says:  “The  has  a  missing  dimension.  The 
legitimate  companies  comply  black  and  white  ad,  for  exam- 


cost.  rants. 

Emanuel  Shapiro,  president  Advertisers  have  not  yet  used 
of  Metro,  said  the  development  full  color  in  the  locally-produced 
took  .several  years  before  they  magazine  which  first  appeared 
were  able  to  get  uniform  cast-  less  than  a  year  ago.  But  there 
ing  and  shrinkage  suitable  for  have  been  many  in  spot  color. 


ciPiiEmi 

covmiiM 

How  does  it  all  work?  How  does  the  agency  or  advertiser  move 
from  interest  to  insertion?  How  does  the  newspaper  translate  its 
enthusiasm  into  technical  capability  to  handle  preprints? 

How  are  advertisers  merchandising  preprints  for  complete 
M  promotional  campaigns?  PREPRINT  CORPORATION  has  the 

*  resources,  technical  knowledge  and  the  production  facilities 

to  handle  every  detail  of  preprints.  This  service  is  available 
to  newspapers,  agencies  and  advertisers.  Our  free  preprint 
kit,  specially  prepared  to  answer  your  questions,  is 
available  on  request.  Send  the  coupon  today  to: 

PREPRlYTm 

0^  300  East  42nd  Street,  New  York,  N.Y.  10017  (212)  OXford  7-2960 

731  Plymouth  Court,  Chicago  5,  Illinois  (312)  WEbster  9-3366 
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Important  Newspaper  ROP  Color  Advertisers 

(Compiled  by  Media  Records,  Inc.) 

Year  —  1964 

Number  Number  Total 

of  of  ROP 

Cities  Newspapers  Color 

Accounts  Used  Used  Linage 

AUTOMOTIVE 
GASOLINES  &  OILS 

American  Oil  Co. .  75  132  1,857,72; 

American  Petrofina  Co.  12  20  50,97i 

Ashland  Oil  &  Refining  Co.  5  9  63,94( 

California  Oil  Co .  10  12  I7,96< 

Continental  Oil  Co .  14  24  54,68( 

Enco  Division — Humble  Oil 

&  Refining  Co.  16  45  246,111 

Esso  Standard  Division — 

Humble  Oil  &  Refining  Co.  ...  27  63  512,281 

Gulf  Oil  Corp .  II  21  107,881 

Marathon  Oil  Co.  .  10  13  70,98i 

Mobil  Oil  Co .  43  73  456,8 If 

Phillips  Petroleum  Co.  3  4  8,58! 

Pure  Oil  Co.  6  10  26.I4( 

Richfield  Oil  Corp .  14  24  155,161 

Sinclair  Oil  Corp .  4  7  10,361 

Skelly  Oil  Co .  9  15  37,13: 

Standard  Oil  Company  of  California  .  5  8  12,15! 

Standard  Oil  Co.  of  Kentucky  12  23  417,851 

Standard  Oil  Co.  of  Ohio  .  6  II  170,25' 

Sun  Oil  Co.  51  84  1,867,68; 

Sun  Power  Motor  Oil  .  4  6  7,601 

Texaco  Inc .  63  114  142,741 

PASSENGER  CARS  (NEW) 

Buick  9  15  42,001 

Buick  S  Buick  Special  . .  5  9  23,36< 

Cadillac  9  13  31,86; 

Cadillac  &  Oldsmobile  5  5  11,13! 

Chevrolet  .  110  267  6,440,08! 

Cherolet  &  Corvair  106  254  2,692,60! 

Chevrolet  Division  Cars  107  248  1,740,84! 

Chrysler  .  12  21  47,25 


Number  Number 


Total 

ROP 

3olot 

-inag# 

294.730 

248.158 

144,376 

1.415,824 

130,488 

99,758 

13,342 

95,869 

29.760 

56,969 

73,250 

353.012 

742.617 

438.888 

384,528 

74,940 

414,084 

118,876 

35,199 

14,370 

21,467 

348,946 


Cities  Newspapers 
Used  Used 


253.406 

109,429 

129,916 

276,410 

834,497 

4,680 

12,828 

89,719 


’  A  Measurable  Difference 


TRUCKS  &  TRACTORS 
Dodge  Trucks  . 

Ford  Truck 

International  Truck  .  . 


ROP  COLOR 


GENERAL 

ALCOHOLIC  BEVERAGES 
Beers 

Anheuser-Busch  . 

Burger  . 

Carlings  Black  Label 

Drewrys  . 

Falls  City  . 

Hamms  . 

Labatts  . 

Lone  Star  . 

Mickeys  Malt  Liquor  . 
National  Bohemian 
Oertels  92 

Olympia  . 

Pearl  . 

Rainier  . 

Strohs . 

Utica  Club 


19,224 
83,901 
325,146 
79,569 
188,804 
76,455 
1 14,449 
349,560 
27,144 
42,234 
33,024 
100,696 
215,056 
33.550 
221,722 
271,184 


Carefully  Reproduced  By  A 
Color  Crew  Who  Take 
Personal  Pride  In  Their  Work! 


ads  in  color 


Wines 

Richards 


*  1,003,926  LINES  OF  CCXOR 
FOR  THE  YEAR  OF  1964 

THE  MORNING  CALL 
EVENING  CHRONICLE 
SUNDAY  CALL-CHRONICLE 

Allentown,  Pa. 
Represented  Notionolly  By 
Story,  Brooks  ond  Finley,  Inc. 


Liquors 

Ancient  Aqe . 

Black  &  White  Scotch . 

Bond  &  Lillard  . 

Booths  High  &  Dry  Gin  .  .  . 

Calvert  Extra  . .  . 

Dark  Eyes  Vodka  . 

Dewars  White  Label  Scotch 

Early  Times  . 

Echo  Spring  . 

G  4  W  Seven  Star  . 

Gold  Pennant . 

Highland  Mist  Scotch  . 

Hill  4  Hill  . 


247,694 
36,240 
27.188 
54,452 
190,400 
20,085 
120.269 
170.227 
41.674 
21,326 
33.055 
7,025 
25,015 
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I  mportant  Newspaper  ROP  Color  Advertisers 


Number 

Number 

Total 

of 

of 

ROP 

Cifies 

Newspapers 

Color 

Acciiunft 

Used 

Used 

Linage 

House  of  Stuart  Scotch 

3 

4 

18,185 

1.  W.  Harper  . 

17 

22 

22,312 

J  &  B  Scotch  . 

13 

15 

83,634 

Jim  Beam  .  . 

42 

65 

112,503 

Johnnie  Walker  Scotch . 

40 

62 

71,784 

McNaughton  .  . 

6 

10 

18,085 

OW  Charter  . 

28 

49 

215,947 

Old  Crow  .  . 

50 

90 

632,155 

Old  Fitzgerald  . 

8 

10 

13,872 

Old  Foreiter . 

II 

18 

67,858 

Old  Grand-Dad  . 

24 

42 

101,575 

Old  Sunnybrook . 

24 

39 

272,894 

Old  W.  L.  Weller 

3 

5 

4,960 

Puerto  Rican  Rums . 

6 

9 

13,020 

Ronrico  Rum . 

3 

3 

6,780 

S.  S.  Pierce  Red  Label 

5 

9 

63,395 

Schenley  Reserve . 

6 

6 

9,045 

Seagrams  7  Crown  . 

40 

73 

533,208 

Seagrams  VO  . 

27 

41 

86,030 

Windsor . 

7 

13 

34,120 

Yellowstone  . 

3 

4 

5,000 

farm  &  GARDEN 

DuPont  Prods.  .  .  . 

48 

157 

286,185 

Ferti  Lome  Prods. 

4 

4 

7,576 

Greenfield  Prods. 

9 

10 

12,012 

Lillys  Prods. 

3 

4 

6,315 

Michigan  Bulb  Co. 

5 

5 

10,913 

Sequestrone  . 

4 

6 

19,334 

Vitogro  Prods. 

7 

8 

23,993 

FOODS 

Baby  Foods 

Gerber  Baby  Food 

35 

55 

93,450 

Baking  Products 

Arnold  Prods . 

3 

4 

7,666 

Aunt  Jemina  Pancake  Mix . 

13 

20 

40,316 

Ballard  Flour 

8 

16 

33,960 

Betty  Crocker  Cake  Mix . 

99 

152 

367,588 

Betty  Crocker  Frosting  Mix  . 

4 

5 

5,024 

Betty  Crocker  Pizza  . 

6 

10 

10,012 

Biimix 

35 

66 

66,446 

Burrys  Crackers  . 

II 

18 

28,278 

Colonial  Bread . 

7 

10 

31,841 

Franz  Bread  . 

3 

4 

43,238 

Gladiola  Prods.  . 

4 

5 

5,030 

Hillbilly  Bread  . 

4 

6 

8,658 

Holsum  Bread  . 

6 

II 

96,982 

Holsum  Prods . 

3 

9 

33,509 

Kelloggs  Pop-Tarts 

4 

6 

37,112 

Light  Crust  Corn  Meal  Mix 

3 

6 

9,948 

Light  Crust  Flour . 

3 

9 

15,899 

Merita  Bread  . 

14 

25 

175,546 

Millbrook  Bread  . 

13 

18 

52,948 

Miracle  Maiie  Corn  Bread  Mix . 

8 

13 

37,966 

Monks  Bread  . 

10 

15 

31,040 

Nissens  Bread . 

4 

5 

82,182 

Pepperidge  Farm  Bread  . 

22 

32 

57,904 

Pillsbury  Instant  Blending  Flour . 

102 

155 

312,509 

Pillsbury  Pizza  Crust  . 

3 

3 

4,480 

Pillsbury  Prods . 

32 

63 

119,211 

Pillsburys  Best  Flour  . 

6 

8 

15,351 

Progresso  Bread  Crumbs . 

4 

5 

6,020 

Quality  Bakers  Bread . 

4 

6 

16,910 

Rainbo  Bread 

6 

14 

27,623 

Rite  Diet  Bread  . 

15 

26 

63,116 

Robin  Hood  Flour  . 

7 

13 

19,530 

Robin  Hood  Instant  Blending  Flour 

22 

30 

57,778 

Southern  Bread  . 

5 

II 

27,654 

Sunbeam  Bread  . 

22 

37 

209,707 

Sunbeam  Prods.  . 

5 

7 

17,052 

Sunbran  Bread . 

13 

22 

58,895 

Sunshine  Crackers  . 

106 

131 

149,420 

Supreme  Crackers  . . 

6 

6 

11,070 

Swel  Frosting  Mix 

20 

34 

33,995 

Taystee  Bread  . 

21 

39 

260,816 

Tip  Top  Bread . 

3 

6 

16,258 

United  Biscuit  Co. — Crackers  . 

3 

3 

2,980 

Wonder  Bread  . 

5 

8 

37,797 

'  Beverages 

Coffee  &  Tea 

Brooke  Bond  Tea  . 

8 

II 

39,150 

Butter  Nut  Coffee  &  Instant  Coffee  .  . . 

17 

28 

28,480 

Chase  &  Sanborn  Coffee  . 

46 

79 

200,256 

editor  BC  publisher  for 

March 

27,  1965 

$2.1  BILLION  RETAIL  SALES 
8th  IN  U.  S.  INCREASED  INCOMES 


S.  C.’s  SOARING  SALES  reflect  this  state’s  growth  in  personal 
incomes  —  8th  greatest  in  the  U.  S.  for  the  year  1964,  and 
1st  among  the  50  states  for  October  1964  vs.  October  1963. 
S.  C.’s  sales  are  made  largely  in  the  three  great  markets  served 
by  the  Greenville,  Columbia  and  Charleston  newspapers.  Con¬ 
centrate  your  advertising  in  these  newspapers.  Share  in  S.  C.’s 
growing  prosperity. 


Income  Data  from  Business  Week,  January  2,  1965 

Retail  Sales  from  Sales  Management’s  June  10,  1964  Survey  of 

Buying  Power 


The  Greenville,  Columbia  ' 
and  Charleston  Newspapers 
Offer  R.  0.  P.  Spot  and 
Full  Color,  Daily  and  Sunday. 


TtlM'rKi’' 


Cover  3-4ths  (74.6^)  S.  C.’s  Sales  in  these  3  Markets 

Ask  any  of  these  nev^papers  or  their  National  Representatives 
for  complete  information  and  assistance. 


THE  BIG 


IN 


s.c. 


GREENVILLE 


News  and  Piedmont 

Repr.  Ward-Griffith  Co. 


COLUMBIA 


state  and  Record 

Repr.  The  Branham  Co. 


CHARLESTON 


News  &  Courier  and  Post 

Repr.  The  Branham  Co. 


IDS 


Important  Newspaper  ROP  Color  Advertisers 


Number 

Number 

Total 

of 

of 

ROP 

Cities 

Newspapers 

Color 

Accounts 

Used 

Used 

Linage 

Chase  &  Sanborn  Instant  Coffee  .  . . 

93 

154 

508,557 

Ehlers  Coffee  &  Instant  Coffee . 

7 

8 

20,824 

Polqers  Coffee  . 

19 

37 

338,016 

Gills  Coffee  . 

4 

8 

19,105 

Hills  Bros.  Coffee  . 

31 

51 

100,855 

Hills  Bros.  Instant  Coffee  . 

6 

12 

32,039 

JFG  Coffee  . 

4 

8 

13,010 

JFG  Coffee  &  Instant  Coffee . 

3 

6 

8,305 

Luzianne  Coffee  . 

16 

30 

81,463 

Luiianne  Instant  Coffee  .  . 

6 

II 

21,010 

MJB  Coffee  ...  . 

4 

8 

9,948 

Maxim  Instant  Coffee  . 

3 

4 

19,520 

Maxwell  House  Coffee  . 

8 

12 

11,503 

Maxwell  House  Instant  Coffee  . 

108 

183 

210,760 

Red  Rose  Iced  Tea  Mix  &  Tea  . 

23 

37 

66,185 

Red  Rose  Instant  Tea  &  Tea  . 

16 

25 

43,483 

Red  Rose  Tea  . 

35 

57 

148,887 

Sanita  Coffee  . 

3 

6 

7,980 

Sanka  Instant  Coffee  . 

15 

27 

27,075 

Savarin  Coffee  . 

7 

10 

28,990 

Savarin  Instant  Coffee  . 

6 

9 

45,748 

Siesta  Coffee  . 

4 

5 

8,068 

Siesta  Instant  Coffee  . 

23 

30 

47,198 

Tender  Leaf  Iced  Tea  Mix . 

15 

23 

23,180 

Tender  Leaf  instant  Tea  . 

107 

174 

395,760 

Tender  Leaf  Tea  . 

43 

62 

115,359 

Soft  Drinks 

Bubble  Up  . 

15 

21 

43,867 

Canada  Dry  . 

22 

42 

139,811 

Coca-Cola  . 

54 

102 

346,798 

Coca-Cola  t  Sprite . 

II 

26 

78,692 

Cott  . 

3 

6 

8,454 

Crush  . 

6 

12 

20,249 

Diet  Pepsi  . . 

61 

101 

389,179 

Diet  Pepsi  &  Pepsi  Cola  . 

58 

95 

483,979 

Diet-Rite  . 

42 

71 

308,662 

Dr  Pepper  . 

10 

19 

41,980 

Like  . 

70 

no 

360,728 

PRESS  HERALD  •  EVENING  EXPRESS  •  SUNDAY  TELEGRAM 


MAINE’S  best: 

New  “Audience  Profile  Study”  proves  Portland,  Maine 
Newspapers’  Readers  more  colorful  than  ever.  To 
find  out  why,  ask  Bob  Nisbet,  Advertising  Director,  for 
your  copy  today,  or  contact  your  nearest  .  .  . 

.  .  .  iiiliHs  MATHEWS  special  oeoacy  RepreMiitativ*. 


Number 

Number 

Total 

of 

of 

ROP 

Cities 

Newspapers 

Color 

Accounts 

Used 

Used 

-inagt 

Metri-Cola . 

8 

15 

23.053 

Mountain  Dow  . 

4 

7 

19,086 

Patio  Diet  Cola  . 

6 

8 

39,709 

Patio  Diet  Cola,  Pepsi-Cola  &  Teem  .  .  . 

4 

5 

14,649 

Pepsi-Cola  . 

46 

78 

515,348 

Pepsi-Cola  &  Teem  . 

5 

9 

27,932 

Pommac  . 

3 

6 

28,460 

Royal  Crown  . 

19 

31 

117,024 

7-Up  . 

15 

21 

61,309 

Sprite  . 

5 

7 

14,590 

Squirt  . 

10 

17 

26,574 

Tab  . 

40 

74 

252,412 

Teem  .  . 

25 

43 

174,542 

Misc.  Beverages 

Carnation  Fruit  Drinks 

9 

12 

12,036 

Case-Swayne  Grapefruit  Juice 

4 

6 

7,020 

Clanky  Chocolate  Syrup . 

4 

6 

6,307 

Hi-C  Apple  Drink  . 

3 

6 

5,970 

Hi-C  Fruit  Drinks . 

5 

7 

7,690 

Hood  Orange  Juice  Drink  . 

14 

21 

21,080 

Kraft  Orange  Juice  . 

15 

22 

133,707 

Meadow  Gold  Orange  Drink . 

3 

5 

4,252 

Pillsbury  Funny  Face  Drink . 

7 

II 

32,294 

Round  The  Clock  Juice  Drinks 

3 

4 

4,028 

Sealtest  Lemon-Lime  Ade 

8 

10 

12,303 

Sealtest  Lemonade  &  Low  Cal  Lemon  . 

52 

88 

246,316 

Sealtest  Orange  Drink  .  . 

18 

31 

50,295 

Sealtest  Orange  Juice  .  . 

10 

15 

24,677 

Sealtest  Tropical  Punch  . 

8 

1 1 

13,850 

Tropic  Toms  Island  Mixes 

4 

5 

10,176 

Cereals  &  Breakfast  Foods 

General  Mills  Country  Corn  Flakes  . . . 

10 

16 

16,060 

General  Mills  Good  News . 

13 

18 

36,240 

Kelloggs  Corn  Rakes . 

79 

140 

691,230 

Kelloggs  Froot  Loops . 

3 

5 

25,923 

Kelloggs  Frosted  Flakes  . 

29 

44 

107,718 

Post  Cereals  . 

113 

189 

276,493 

Post  Corn  Flakes  . 

4 

4 

20,191 

Quaker  Instant  Oatmeal . 

4 

8 

38,592 

Condiments 

Best  Food  Dressings . 

6 

10 

20,065 

Carey  Salt  . 

8 

16 

25,980 

Carolina  Treet  Barbecue  Sauce . 

3 

6 

12,028 

Creamo  Salad  Dressing 

3 

5 

6,018 

Crystal  Sugar  . 

3 

3 

16,352 

G  W  Sugar  . 

15 

29 

39,330 

Hunts  Catsup  . . .  . 

4 

8 

42,368 

Karo  Syrup . 

3 

4 

7,985 

La  Choy  Soy  Sauce  .  . 

5 

8 

7,995 

Leslie  Salt . 

12 

22 

47,625 

Marzettis  Blendaise  . 

5 

9 

9,050 

Marzettis  Dressing  . . 

II 

19 

27,090 

Pillsbury  Gravy  Mix . 

8 

II 

14,088 

Progresso  Tomato  Paste  &  Sauce . 

3 

4 

6,020 

Schilling  Spaghetti  Sauce  Mix 

3 

4 

4,991 

Shedds  Dressings . 

4 

6 

6,010 

Spreckles  Sugar .  . 

18 

28 

29,143 

Stouffers  Dressings  &  Sauces  . 

4 

4 

4,010 

Sue  Bee  Honey . 

6 

12 

12,005 

U  &  1  Sugar .  . 

5 

8 

13,025 

Wesson  Mayonnaise . 

16 

26 

25,928 

Confections 

Brachs  Candies  . 

15 

24 

110,409 

Ludens  Candies  . 

4 

7 

14,065 

Dairy  Products 

American  Dairy  Assn. . 

47 

83 

455,094 

Arden  Cottage  Cheese . 

7 

9 

8,415 

Arden  Ice  Cream . 

7 

10 

15,482 

Arden  Milk .  . 

7 

9 

13,248 

Bordens  Butter  Milk  .  . . 

10 

21 

27,500 

Bordens  Chocolate  Milk . 

3 

7 

9,111 

Bordens  Cottage  Cheese  . 

10 

19 

27,114 

Bordens  Dairy  Prods . 

12 

33 

32,208 

Bordens  Ice  Cream . 

9 

17 

64,880 

Bordens  Margarine  . 

37 

56 

138,306 

Bordens  Milk  . 

17 

36 

166,423 

Bordens  Skim  Milk  . 

3 

5 

7,666 

Breyers  Ice  Cream  . 

6 

10 

38,145 

BrocIc  Hall  Milk . 

3 

5 

12,492 

Creamo  Margarine  . 

3 

6 

19,880 

Dairy  Council  of  South  Florida  . 

3 

4 

11,810 

Dairylea  Dairy  Products . 

9 

16 

29,240 
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rozen 

‘ozen 

rozer 

Tozer 


Redd!  Wip  . 

Sealtesf  Buttermilk  . 

Sealtest  Chocolate  Milk  . 

Sealtest  Cottage  Cheese  . 

Sealtest  Dairy  Prods. 

Sealtest  Diet  . 

Sealtest  Ice  Cream . 

Sealtest  Milk  . . 

Sealtest  Vita-Lure  . 

Sealtest  Skim  Milk . 

Shedds  Margarine  . 

Washington  Products  Commission 


Whatever  you  want  in 
color  .  .  ,  Rockford  News¬ 
papers  can  handle  it  for 
you.  AND,  Remarkable 
Rockford  newspaper 
readers  really  respond. 
Write  for  the  facts  .  .  . 
see  the  results  you  can 
expect. 


ROCKFORD  MORNING  STAR 

iRurkfarb 

ROCKFORD,  ILLINOIS 

Part  of  Triple  Newspaper  Markets 


Illinois 
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Important  Newspaper  ROP  Color  Advertisers 


Accounts 

Armour  Vienna  Sausa9e . 

Atalanta,  Krakus  &  Tala  Ham 

Bob  Evans  Meat  Prods . 

Buddi9  Meat  Prods . 

Corn  Kin9  Ham . 

Com  Kin9  Meat  Prods. 

Danola  Meat  Prods . 

Dinty  Moore  Meat  Prods. 

Dubuque  Ham  . 

Dubuque  Meat  Prods . 

Foster  Farms  Poulty  Prods. 

Frosty  Morn  Meat  Prods. 

Gwaltney  Meat  Prods.  . 

Hormel  Meat  Prods . 

Hyqrades  Meat  Prods.  .  .  . 

Jones  Meat  Prods . 

Kahns  Meat  Prods . 

Luters  Meat  Prods . 

Lykes  Meat  Prods.  . 

Marhoefer  Meat  Prods. . 

Morrell  Meat  Prods . 

NeuhofF  Meat  Prods . 

Odoms  Meat  Prods . 

Oscar  Mayer  Meat  Prods. 

Parker  House  Meat  Prods. 

Peytons  Meat  Prods . 

Pioneer  Meat  Prods . 

Rath  Ham 

Rath  Meat  Prods . 

Star-Kist  Tuna  . 

Suqardale  Meat  Prods.  . 

Superior  Meat  Prods.  .  .  . 

Swifts  Meat  Prods.  .  . . 

Tennessee  Farm  Brand  Meat  Prods. 
Tobin  Meat  Prods. 

Treet  Spread  . 

Valleydale  Meat  Prods. 


Number 

Number 

Total 

of 

of 

ROP 

Cities 

Newspapers 

Color 

Used 

Used 

Linage 

39 

73 

96,716 

12 

19 

18,935 

8 

13 

34,618 

6 

10 

17,422 

9 

18 

76,487 

10 

20 

249,359 

4 

7 

18,070 

6 

12 

11,964 

17 

23 

90,062 

9 

14 

25,989 

4 

4 

4,955 

4 

8 

29,799 

4 

8 

30,010 

33 

57 

322,289 

13 

22 

65,284 

13 

16 

40,168 

6 

10 

28,739 

4 

8 

8,015 

3 

3 

5,975 

3 

5 

10,091 

10 

18 

81,336 

4 

9 

46,594 

3 

6 

12,066 

28 

38 

307,268 

5 

6 

6,245 

3 

7 

79,193 

3 

3 

10,080 

5 

10 

11,842 

6 

10 

10,100 

14 

22 

24,612 

7 

8 

43,177 

4 

4 

13,578 

41 

54 

349,379 

4 

6 

7,232 

6 

10 

30,670 

7 

10 

10,030 

3 

6 

38,206 

In  the  notions  ^$th  richest  market*. 

Average  per  family  income  in  Lake  County,  Illinois,  $11,497 


T5G,19G  *G4 

*amoi%9  the  200  leading  population  countiet 


Che  CSauheg^n  Ketus-§un 


/or  iurther  in/ormation  contact.  Roy  L.  Dupuif,  National  Adcertieing  Manager 
116  Madison  Street.  Waukegan,  Illinois.  Area  Code  J12  •  336*]JJJ 


Accounts 

Webbers  Meat  Prods.  . 
Wilson  Canned  Meats 

Wilsons  Ham  . 

Wilson  Meat  Prods. 


Pet  Foods 
Alpo  Dog  Food 
Burgers  'N  Gravy 
Friskies  Cat  Food  .... 

Gaines-Burgers  . 

Gold  Seal  Dog  Food  . 
Hills  Cat  &  Dog  Food 

Hills  Dog  Food  . 

Hills  Pot  Foods  . 

Prime  Dog  Food  . 

Puss  'N  Boots  Cat  Food 
Red  Heart  Dog  Food 

Speak  Dog  Food  . 

Thorobred  Dog  Food  . 


Number  Number 
of  of 

Cities  Newspapers 
Used  Used 


Misc.  Foods 

Bell  Potato  Chips . 

Betty  Crocker  Potato  Buds 
Betty  Crocker  Potatos  .  . 

Bixmix  &  Coca-Cola  . 

Bounty  Beef  Goulash . 

Brandywine  Chicken  Livers  & 

Mushrooms  . 

Breyers  Frozen  Cake  &  Ice  Cream  . 

Butter  Kernel  Vegetables  . 

California  Canning  Pear  Growers  & 

Cling  Peach  Advisory  Board . 

Campbells  Soups . 

Case-Swayne  Beans  . 

Chesty  Potato  Chips  . 

Chipnics  Potato  Chips  . 

Chun  King  Prods. . 

Cock  O  The  Walk  Prods. 

College  Inn  Soup  . 

Crescent  Nuts 
Del  Monte  Fruits  .  . 

Del  Monte  Prods . 

Dulaney  Potatoes  .  . 

F  4  P  Prods . 

F  4  P  Vegetables . 

Florida  Grapefruit . 

Florida  Oranges  ... 

Rorida  Tangerines 

Freshlike  Vegetables . 

Golden  Q  Premium  Plan  Prods. 

Gordons  Potato  Chips  . 

Granny  Goose  Potato  Chips 
Green  Giant  Vegetables 

Heinz  Soups  . 

Hunts  Beans  . 

Imp  Prods . 

Jell-O  Whip  ’N  Chill . 

Kraft  Dinner . 

La  Choy  Prods . 

Lays  Potato  Chips  . 

Libbys  Barbecue  Sauce  4  Beef  . 

Libbys  Barbecue  Sauce  4  Pork 
Libbys  Chili  ... 

Libbys  Fruits  . 

Libbys  Prods . 

Libbys  Vegetables  . 

Louis  Sherry  Jellies  4  Preserves  .  . 

Lynden  Egg  Salad  . 

Metrecal  . 

Mortons  Chip-Os  4  Potato  Chips  .  . 

Mortons  Potato  Chips  . 

Nestles  Choco-Bake  . 

Pacific  Coast  Canned  Pear  Service  .  . 

Pillsbury  Bake  Off  Section  . 

Pillsbury  Suppers  . 

Progresso  Prods . 

Red  Kettle  Soups . 

Smuckers  Jellies  4  Preserves  .  . 

Sunkist  Lemons  . 

Uncle  Ben's  Rice  . 

Underwood  Chicken  Spread  . 

Van  Camps  Beans  . 

EDITOR  Bi  PUBLISHER  for  March  27,  19« 


4 

8 

8,044 

7 

10 

11,892 

3 

4 

9,I9S 

21 

37 

310,537 

52 

94 

148,937 

16 

25 

26.804 

30 

53 

64,345 

86 

142 

213,385 

4 

7 

9.492 

24 

42 

42,275 

6 

9 

9.015 

3 

5 

5.015 

4 

6 

9.056 

38 

57 

63,614 

6 

II 

11.032 

7 

II 

54,387 

3 

5 

11,100 

4 

7 

7,030 

4 

6 

7.330 

9 

14 

16,875 

3 

6 

6,005 

5 

10 

10,457 

II 

12 

12,995 

6 

7 

7,010 

6 

10 

26,984 

9 

14 

36,448 

II 

19 

22,848 

5 

7 

11,115 

3 

6 

16,005 

6 

8 

42,002 

69 

123 

743,469 

10 

15 

98,656 

7 

II 

20,460 

4 

5 

4,990 

5 

10 

37,812 

7 

13 

101,388 

4 

7 

6,985 

7 

12 

18,848 

4 

5 

15,096 

18 

26 

26,080 

16 

25 

27,989 

10 

13 

13,008 

13 

17 

60,205 

7 

13 

I7J069 

17 

32 

38,120 

3 

6 

16,163 

25 

41 

47,108 

15 

24 

255,320 

12 

21 

61,390 

10 

19 

20,990 

12 

21 

71,618 

6 

8 

13,682 

36 

61 

1 10,197 

10 

17 

21,070 

69 

110 

159,350 

30 

54 

95,110 

5 

10 

72,774 

4 

5 

6,000 

18 

31 

124,431 

5 

7 

9,004 

3 

3 

3,035 

12 

17 

28,524 

33 

67 

76,275 

3 

7 

7,213 

9 

21 

85.430 

4 

4 

13,860 

10 

16 

16,040 

23 

23 

156,400 

4 

7 

71.824 

13 

16 

27.519 

21 

36 

54,916 

4 

5 

8.910 

10 

16 

28.060 

38 

56 

88,446 

23 

39 

76,115 

1 1 

21 

21,039 
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In  portant  Newgpaper  ROP  Color  Advertisers 


Number 

Number 

Total 

of 

of 

ROP 

Cities 

Newspapers 

Color 

i  Accounts 

Wagon  Master  Beans . 

'  Washington  State  Apples . 

Used 

Used 

Linage 

3 

5 

4,992 

31 

53 

74,802 

Wilsonj  Prods . 

12 

14 

16,770 

Wise  Potato  Chips  . 

22 

36 

88,870 

Wolf  Chili  &  Tamales . 

6 

13 

14,532 

hotels  &  RESORTS 

Chambers  of  Commerce 

Arkansas  Publicity  &  Parks  Commission  3 

3 

2,980 

Bahamas  Ministry  of  Tourism . 

7 

8 

207,440 

Missouri  Division  of  Commerce  & 

Industry  . 

3 

4 

4,984 

Oregon  Travel  Information  Center  .  . 

5 

6 

11,925 

HOUSEHOLD  FURNITURE  & 
furnishings 

B.  F.  Goodrich  Carpet  Cushion 

5 

5 

10,840 

rtannon  Sheets  . 

13 

13 

13,048 

Cannon  Sheets  &  Towels  . 

31 

32 

70,008 

Cannon  Towels  . 

29 

30 

32,342 

DuPont  Household  Fibres 

6 

7 

9,790 

Oiite  Outdoor  Carpet . 

62 

III 

126,742 

Sarta  Mattress  . 

4 

5 

10,440 

HOUSEHOLD  SUPPLIES 

Aluminum  &  Paper  Products 

Alcoa  Wrap  . 

9 

17 

16,895 

Aurora  Toilet  Tissue . 

45 

79 

248,834 

Cut-Rite  Plastic  Bags . 

105 

173 

173,980 

Gala  Towels  . 

14 

25 

69,355 

Hudson  Facial  Tissues . 

4 

7 

7,716 

Hudson  Toilet  Tissue . 

4 

7 

23,176 

Hudson  Towels  . 

3 

6 

18,012 

Kaiser  Foil . 

30 

51 

127,392 

Kleenex  Facial  Tissues . 

4 

7 

29,013 

Lady  Scott  Facial  &  Toilet  Tissue 

19 

27 

78,596 

Reynolds  Wrap  . 

6 

10 

46,245 

Saran  Wrap  Squares . 

(Continued  on 

5 

page  110) 

6 

8,386 

IPI  Quebec  Meeting 
Mainly  ‘Off  Record’ 

Quebec  City 

Sixty-five  U.S.  and  Canadian 
members  of  the  International 
Press  Institute  met  at  the 
Chateau  Frontenac  here,  March 
11-13,  for  discussions  aimed  at 
improving  common  understand¬ 
ing  and  friendship  between  the 
two  countries. 

Because  of  the  political  and 
economic  content  of  the  pro¬ 
gram,  Canadian  host  members 
of  the  IPI  arranged  mostly  off 
the  record  sessions.  The  only 
“on  the  record”  speaker  was 
Quebec’s  premier,  Jean  Lesage, 
who  addressed  the  opening  ses¬ 
sion. 

Barry  Bingham,  publisher  of 
the  Louisville  Times  and  Cour¬ 
ier  Journal,  chairman  of  the  IPI 
executive  board,  said  the  meet¬ 
ing  was  “highly  informative 
with  much  lively  participation 
from  visiting  editors.” 

Subjects  discussed  were:  U.S. 
and  Canadian  Trade;  U.S.  In¬ 
vestment  in  Canada;  Civil 
Rights  in  U.S.;  Separatism  in 
Canada;  U.S.  Domestic  Policy; 
Canadian  Domestic  Policy ; 
Canadian  Editions  of  U.S. 
Periodicals;  New  Technical  De¬ 
velopments  in  the  Newspaper 
Field;  U.S.  Foreign  Policy; 
Canadian  Foreign  Policy. 


Georgians  Will  Study 
tiOurt  News  Problems 


Atlanta 

The  Georgia  Press  Associa¬ 
tion  has  formed  a  committee  of 
newspaper  executives  to  study 
’iie  relationship  and  possible 
onflict  between  a  free  press 
ind  fair  trials. 

Announcement  of  the  move 
»as  made  by  Sanders  Camp, 
nresident  of  the  association.  He 
s  publisher  of  the  Walton  Trib¬ 
une  at  Monroe. 

To  be  known  as  the  Judicial 
committee,  the  group  will  be 
leaded  by  a  former  president  of 
he  association,  Homer  Rankin, 
oublisher  of  the  Tifton  (Ga.) 
'^axly  Gazette  and  its  companion 
iiu  Mr.  Rankin  holds  a  law 

'774  *Yef:ree  and  is  a  former  special 
Ment  of  the  Federal  Bureau  of 
Investigation. 

t  Named  to  serve  with  Mr. 
flankin  are  Eugene  Patterson, 
|ditor  of  the  Atlanta  Constitu¬ 
tion;  Daniel  Grahl,  member  of 
he  general  assembly  and  pub- 
I  isher  of  the  Fort  Valley  Leader- 
'Jribune;  and  Lowell  Kirby,  pub- 
I  isher  of  the  McCaysville  Citizen 
ind  an  attorney.  Glenn  McCul- 
nugh,  executive  manager  of  the 
ciation,  and  Tyus  Butler, 
ii'ector  of  alumni  activities  of 
he  University  of  Georgia,  are 
f Iso  named  to  the  committee  as 
fpecial  advisers. 


TH£  ALTOONA  -FAMILY 


**Here,  match  this  ad  in 
the  MIRROR.  lt*8  exactly 
the  right  pink  for  the  nursery!** 

COLOR  DOES  MORE  IN  ALTOONA!  Take  34  years  of 
color  printing  know-how,  add  the  purchasing  power  of  close  to 
41,000  families,  and  cover  with  one  daily  newspaper  reaching 
82%  of  homes  in  the  market.  Every  year  more  advertisers 
endorse  the  results  of  color  in  the  MIRROR.  Proof:  1964 
national  color  linage  up  again  .  .  .  over  40%  above  1963! 


SELL  BEST,  TEST  BEST 


WITH  COLOR  IN  THE 


Hltootm  SRtcror 


2.6 

H/lillion 

Lines 

of  R  .O.P. 
Color 

in*64 

an  all-time  high 

* 

THE  DAILY 
OKLAHOMAN 

OKLAHOMA 
CITY  TIMES 


Altoona  Pennsylvania’s  Only  Daily  Newspaper 

'  Richard  E.  Beeler,  Advertising  Manager 
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Important  Newspaper  ROP  Color  Advertisers 


Number 

Number 

Total 

of 

of 

ROP 

Cities 

Newspapers 

Color 

Accounts 

Used 

Used 

Linage 

Scott  Toilet  Tissue  . 

32 

57 

155,81 1 

Scott  Facial  &  Toilet  Tissues  . 

3 

4 

10,116 

Vanity  Fair  Prods . 

4 

5 

35,904 

Zee  Towels  . 

15 

27 

91,640 

Disinfectants  and  Insecticides 

Hot  Shot  Bug  Killer  . 

27 

48 

52,445 

Fuel 

American  Heating  Oil  . 

12 

24 

107,151 

Kingsford  Charcoal  Briquets  . 

3 

5 

17,970 

Royal  Oak  Briquets . 

3 

4 

14,165 

Soaps,  Cleansers,  Polishes 

At  Once  . . 

6 

10 

34,412 

Bruce  Cold  Water  Cleaner  ...  . 

4 

4 

5,980 

Care  Bleach  . 

8 

14 

14,100 

Chiffon  . 

13 

18 

21,580 

Chiffon  Liquid  .  .  . 

74 

IIS 

144,009 

Dazzle  Bleach  ...  .  .  . 

II 

18 

23,070 

Defend  Fabric  Softener  . 

6 

9 

9,055 

Faultless  Spray  Starch  . 

3 

5 

11,858 

Fels  Naptha  Cleaner . 

9 

II 

13,203 

Fels  Naptha  Cleaner  &  Instant  Fels  .  . 

7 

8 

11,050 

Final  Touch  Fabric  Softener  . 

63 

107 

273,636 

Gentle  Fels  Liquid  . 

9 

II 

11,000 

Gentle  Fels  Liquid  &  Instant  Fels . 

14 

19 

33,027 

Instant  Fels  . 

5 

6 

6,010 

King  Ammonia  4  Fluff  . 

6 

10 

20,028 

King  Bleach  4  Fluff  . 

3 

6 

11,988 

King  Flugg  . 

9 

17 

24,048 

Magic  Finish . 

55 

89 

91,415 

Motion  Pellens  . 

6 

8 

8,045 

Palmolive  Liquid  . 

4 

7 

17,000 

Proctor  4  Gamble  Prods . 

17 

26 

74,712 

Rain  Drops  Water  Softener . 

4 

5 

14,487 

Redout  . 

4 

6 

18,717 

Rescue  Soap  Pads  . 

5 

5 

22,584 

S  O  Ettas  . 

12 

17 

15,208 

Silver  Dust  . 

28 

51 

51,295 

and  now,  we  offer 


3-Day  Leeway 
Standard  Size 


Monday 

Tuesday 

Wednesday 

Thursday 

Friday 

Saturday 


Can  be  purchased  in  optional  combination  with 
our  Burlington  County  Times  -  Willingboro,  NJ. 
NOW  OVER  40,000  DAILY 


THE  LEVITTOWN  TIMES 
BRISTOL  DAILY  COURIER 

S.  W.  CALKINS  m  MURRAY  C.  HOTCHKISS 
CO-PUB.  ^  CO-PUB.  ' 

National  Representatives:  Bottinelli-Kimball,  Inc. 


Number  Number 
of  of 

Cities  Newspapers 


Accounts  Used  Used 

Smite  Cleanser  .  4  5 

Sun  Soft  Fabric  Softener .  6  7 

Touch  ‘N  Cleen  Spray  Cleaner  3  3 

Vel  Liquid  .  3  4 

HOUSING  EQUIPMENT 
Air  Conditioninq 

Carrier  .  4  6 

Fedders  .  4  5 

Friedrich  .  3  8 

Fixtures 

Caloric  Ranges .  4  4 

S.  E.  Ranges  .  4  6 

Okeefe  &  Merritt  Ranges .  3  9 

Roper  Ranges  .  9  9 

Major  Electrical  Appliances 

Frigidaire  Dishwasher  .  31  35 

Frigidaire  Prods .  57  101 

Frigidaire  Washer  .  62  103 

G.  E.  Dishwasher  .  3  4 

G.  E.  Dryer  .  3  5 

G.  E.  Prods .  47  81 

G.  E.  Washer  .  5  8 

Hotpoint  Dishwasher  .  3  3 

Kelvinator  Dryer  &  Washer  .  33  58 

Kelvinator  Washer  .  54  77 

RCA  Whirlpool  Dishwasher  .  15  24 

RCA  Whirlpool  Dryer  &  Washer .  4  9 

RCA  Whirlpool  Prods .  12  15 

RCA  Whirlpool  Washer .  10  17 

Westinghouse  Prods .  3  6 

Refrigerators  &  Freezers 

Frigidaire  10  16 

G,  E .  16  27 

RCA  Whirlpool  .  4  8 

INDUSTRIAL 

Aluminum  Co.  of  America  .  23  43 

American  Iron  &  Steel  Institute .  36  59 

Boysen  Paints  .  II  16 

Dutch  Boy  Paints  .  17  24 

Formica  .  3  4 

Fuller  Paints  .  15  25 

Gold  Bond  Siding  .  18  32 

Kaiser  Aluminum  .  5  7 

One  Hour  Martinizing  .  3  3 

Pittsburgh  Paints  .  20  29 

Sakrete  Prods .  13  16 

Schorn  Paints  .  3  3 

Southern  Pine  Lumber  Co .  3  4 

Spread  Satin  Paints  .  3  3 

Super  Kem-Tone  Paints  .  3  4 

U.  S.  Steel  Corp .  3  3 

Wallhide  Paints  .  44  71 

INSURANCE 

Blue  Cross  Hospital  Service 
Indianapolis  &  Mutual 

Medical  Insurance  Inc .  7  12 

Farm  Bureau  Insurance  Co .  4  7 

Farmers  &  Merchants  Insurance  Co .  25  30 

Insurance  Companies  of  Connecticut  ...  3  5 

Mass.  Hospital  Service  & 

Mass.  Medical  Service  .  7  II 

Merchants  Mutual  Insurance  Co .  5  10 

Time  Life  Insurance  Co .  3  3 

Travelers  Insurance  Companies  .  4  5 

Western  65  Health  Insurance  Assn .  5  7 


Total 
ROP 
Color 
Linage 
11.910 
7,030  -  » 
2,980 
8,196 


I4,38J 

7.660 

42,332 


3.970 

8,438 

23,421 

10,672 


54,830 
230,580 
246,530 
7,754 
8,119 
3  75,563 
17,220 
9,944 
68,496 
85,962 

30.344 

24.344 
19,488 
39,767 

8,336 


32,082 

76,164 

33,121 


55,953 
171,810 
21,403  ^ 
59,415 
5,785 
72,150 
56,670 
21,161 
1,788 
83,287 
17,390 
8,292 
4,020 
1,630 
4,815 
8,375 
228,650 


26,089 

55,965 

51,881 

26,886 

11,090 
18,115 
3,096 
12,710 
25,168  - 


MEDICAL 

Arrestin  .  3 

Citrogen  .  6 

Coldene  .  3 

Cope  .  4 

McKesson  Prods .  5 

Rexall  Prods .  6 

MISCELLANEOUS 

Gift  Stars  Inc .  6 

Gold  Bond  Stamps  .  3 

King  Korn  Stamps  .  4 

Lindy  Pons  .  7 


{Continued  on  page  128) 


4 

6 

6 

9 

7 

6 


11 
5 
5 

12 


49,315 

6,650 

9,270 

37,282 

9,105 

31,610 
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69,618^ 
27,260  I 


5,806 

29,888 
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These  Newspapers  gave 

Outstanding  Merchandising  Support 


If 

3* 

»I0 

920 

980 

196 


t 


,089 

>,965 

.881 

,886 

,090 

1,115 

1,096 

1,710 

i,l6f 


To  our  “See  America  Best...By  Car” 
Campaign 


The  Arizona  Repubuc 


The  Phoenix  Gaxette 


THE  BOSTON  HERALD 


^  iffioiitei  Segilter 

Tht  Ntmtfaim  hmm  Dipw^i  Vpm  ^ 


Des  Moines 
Tribune  Q! 


HOUSTON  CHRONICLE  . 

IklMkr  UMM  •  OMHaMi  BiMI  •  dl-atl  ^ 


Sionx  Falls 

ARGUS-LEADER 


k  •!•«>•••»•»  far  tka  Waae 


1,315  The  American  Petroleum  Institute’s  million-dollar  advertising 
1'^  budget  has  been  used  to  publish  165close-to-home  tours  in  cities 
across  the  country.  Many  of  the  148  newspapers  that  carried  the 
>.105  campaign  in  1964  extended  services  far  and  above  the  call 
of  media-advertiser  relations.  The  API  has,  however,  singled  out 
the  above  for  their  exceptional  assistance.  Parchment  citations 
^260  swarded  each  of  these  papers  at  the  Newspaper  Advertis- 

5!806  ing  Executives  Association’s  January  meeting. 

Through  editorial  and  feature  articles  these  newspapers  in¬ 
creased  the  effectiveness  of  the  campaign.  By  promotion  and 

1965 


merchandising  they  brought  it  to  the  attention  of  those  in  auto¬ 
motive  and  allied  industries,  and  local  travel  services.  Through 
retail  advertising  tie-ins  they  increased  the  travel  potential  in 
their  communities.  Most  important,  they  stimulated  the  interest 
of  those  who  benefited  most  from  the  series— those  families  who 
actually  took  the  tours.  In  short,  these  newspapers  went  out  of 
their  way  to  make  what  has  always  been  a  popular  campaign  a 
smashing  success.  Our  grateful  thanks  to  them! 

American  Petroleum  Institute 


“Fasten  your  seat  belt,  Daddy!” 


Uncommon 
Advertising 
for  the 

Common  Good 


■(•'•fraining 

(Automotion) 


Yovfh  Fitnest  Aid  to  Higher  Challenge  to  Fore$t  Fire*  Keep  America  Peace  Corps  United  Community  Pellgion  in 
Education  Americans  Prevention  Beoutiful  Volunteers  Compaigns  Americon  Ufn 


When  your  little  girl  re¬ 
minds  you  to  fasten  your 
seat  belt . . . 

When  you  think  of 
Smokey  Bear,  and  drown 
your  campfire . . . 

When  you  see  someone 

walk  over  to  a  litter  bas¬ 
te 

ket  and  drop  in  a  gum 
wrapper. . . 

When  you  are  asked  to 
support  R  adio  F  ree  Europe, 
Red  Cross,  Higher  Educa¬ 
tion— or  are  encouraged 
to  save  by  buying  U.S. 
Savings  Bonds . . . 

. . .  that’s  the  power  of  ad¬ 
vertising  at  work— public 
'T  service  advertising,  pre- 
!  pared  free  of  charge  by  The 
■  Advertising  Council.  It’s  a 
voluntary  gift  to  America 
by  U.S.  business. 


There  are  all  kinds  of  ways  to 
get  things  done. 

You  can  coerce  people,  force 
them,  penalize  them  heavily 
for  disobedience. 

Or  you  can  show  people  that 
something  is  worth  doing,  keep 
them  reminded  to  do  some¬ 
thing  about  it. 

And,  in  America,  that 
method  works.  For  23  years 
now.  The  Advertising  Council 
has  been  proving  that  it  works. 
Through  the  use  of  advertis¬ 
ing,  with  its  unique  ability  to 
get  results,  changes  have  been 
brought  about  to  benefit  the 
whole  nation. 

What  the  Council  is  . . . 

The  Advertising  Council  is  a 
non-profit,  non-partisan 
organization  that  exists  only 
for  public  service.  It  started 
right  after  Pearl  Harbor,  and, 
in  war  and  peace,  has  helped 
solve  more  problems  and  serve 
more  people,  than  any  other 
single  private  institution,  be¬ 
fore  or  since. 

And  this  advertising  space 
doesn’t  cost  you  a  cent!  All  of 
the  support  The  Advertising 
Council  gives  to  public  service 
causes  is  made  possible  by  con¬ 
tributions  of  men,  materials 
and  money  from  American 
business. 

Advertising  agency  men  and 


women  donate  time  and  effort 
to  create  the  Council’s  adver¬ 
tising  messages.  Magazines, 
newspapers,  radio  and  televi¬ 
sion  stations,  networks  and 
sponsors,  transit  and  outdoor 
advertising  companies  all  do¬ 
nate  free  time  and  space  to  keep 
those  messages  in  your  mind. 

Last  year  time  and  space 
worth  more  than  $230  million 
was  contributed. 

. . .  and  what  it  does  for  you 

Look  at  the  symbols  on  these 
pages.  Each  one  of  them 
stands  for  a  current  Adver¬ 
tising  Council  effort.  Each  one 
represents  a  cause  that  is  more 
successful  because  of  the  work 
The  Advertising  Council  does 
to  enlist  public  support  for  it. 

Because  these  causes  suc¬ 
ceed,  Americans  are  healthier, 
safer,  stronger,  better  in¬ 
formed.  The  United  States  is  a 
better  country,  a  better  place 
for  you  and  your  family  to  live. 

Uncommon  advertising, 
working  for  the  common  good, 
is  one  of  the  great  social  inven¬ 
tions  of  our  time.  Its  power 
for  good  is  something  new  and 
hopeful  in  the  world. 

Next  time  you  see  the  little 
circle  with  the  crossed  sword 
and  quill,  let  it  remind  you 
of  the  human  bene- 
fits  of  this  work. 


The  Advertising  Council . .  .  for  public  service 


If  you  would  like  to  know  more  about  this  work,  write  for  a  free  booklet 
to  The  Advertising  Council,  25  West  45th  Street,  New  York  36,  New  York. 
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V®TE 


Americon  R«d  Crow  United  Notiont  Op«rotion  Goodwill  Traffic  Sofoty  UnHod  Sorvko 

(Know  Moxico)  Orponlzotiont 


U.S.  Sovingt  Bonds 


ftogisfor  &  Voto 


Radio  Froo 
Ewropo  Fimd 


Auto-  Totil 

Ratail  Ganaral  motiva  Financial  Adv, 


TOTAL  ROP  COLOR  UNAGE 
OF 

397  NEWSPAPERS 

MEASURED  BY  MEDIA  RECORDS,  INC. 


Ratail 


Ratail 

Akron  Baacon  Journal-e  .  I, IBS, 804 

Akron  Baacon  Journal-S  .  429,459 

Albany  Knickarbockar  News-a  ...  114,157 

Albany  Titnas-Union-m  .  IIB,BIB 

Albany  Timat-Union-S  .  IB2, 114 

Albuquarqua  Journal-m  .  3M,306 

Albuquarqua  Journal-S  .  149,213 

Albuquarqua  Tribuna-a  .  3BI,073 

Atlanta  Constitution-m  .  400,979 

Atlanta  Journal-e  .  744,795 

Atlanta  Journal  B  Conttitution-S  374,04B 

Atlanta  Tltnas-a  .  24,913 

Atlanta  Timas-S  .  30,080 

Atlantic  City  Prest-m  .  33,517 

Atlantic  City  Prats-S  .  14,740 

Baltimora  Naw$-Amarican-S  .  51,443 

Baltimora  Naws-Amarican-a  .  194,941 

Baltimoia  Sun-m  .  7,407 

Baltimora  Sun-a  .  247,024 

Baltimora  Sun-S  .  123,955 

Bangor  Naws-m  .  179,855 

Binghamton  Prais-e  .  101,973 

Binghamton  Prais-S  .  94,797 

Binghamton  Sun-Bullatin-m  .  — 

Birmingham  Post-Harald-m  .  424,881 

Birmingham  Naws-a  .  801,434 

Birmingham  Naws-S  .  287,949 

Boston  Racord  Amarican-d  .  28,242 

Boston  Advartisar-S  .  25,400 

Boston  Globa-a  .  I3I,0W 

Boston  Globa-m  .  73,224 


General 

Auto¬ 

motive 

Financial 

Total 

Adv. 

General 

Auto¬ 

motive 

Rnancial 

Total 

Adv. 

381,901 

318,557 

21,575 

1,954.407 

15,419 

51,527 

4,487 

430,243 

249,251 

113,070 

1,125 

499.403 

244,709 

104,441 

1,125 

491,293 

23,490 

24,145 

— 

229,949 

240,003 

134,341 

17,184 

779,854 

12,537 

9,412 

73,442 

244,424 

259,988 

134,451 

17,182 

792,494 

359,248 

174,243 

44,571 

1,310,217 

347,005 

179,780 

44,294 

1,485,719 

35.418 

49.829 

20,345 

537,140 

31,104 

30,203 

1,120 

92,758 

5,012 

7,243 

1,804 

44,870 

47,700 

5,045 

1,192 

107,474 

7,970 

1,192 

3,359 

27,281 

1,000 

74,479 

2,340 

129,482 

205,232 

105,191 

4,340 

511,724 

332,440 

143,770 

2,030 

505,847 

332,433 

187,275 

4,755 

773,487 

1,518 

— 

2,340 

127,833 

139,528 

40,344 

— 

397.795 

148,517 

49,458 

2,500 

342,448 

23,450 

21,184 

8,420 

149,353 

293,314 

247,524 

41,455 

1.034.944 

297,940 

274,391 

39,517 

1,443,270 

18,124 

14,344 

25,106 

345,547 

153,135 

17,400 

— 

198,797 

3,200 

— 

— 

29,800 

345,554 

183,811 

— 

741,445 

341,944 

183,924 

— 

701,414 

COLOR 

NOW  AVAILABLE  IN  THE 

BERGEN-PASSAIC,  N.  J. 

METROPOLITAN  NEWSPAPERS 

'Die'^Call 

Hackensack,  N.  J.  Paterson,  N.  J. 

$200  $60 

AVAILABLE  DAILY  BLACK.  AND  ONE  COLOR 

See  color  data  in  Standard  Rate  &  Data 

Here  are  some  of  our  color  advertisers 

Humble  Oil  &  Refining  Co.,  Ford  Motor  Co., 
Chrysler  Motors,  Chevrolet  Motor  Co., 

Lucky  Strike  Cigarettes,  Zenith  TV, 

American  Bakeries  Co.,  Armour  Agricultural  Co. 

Write  or  phone 

THE  RECORD  -  THE  CALL 

150  River  Street,  Hackensack,  N.  J.  HU  7-8000-BR  9-7846 
or  the  nearest  office  of  the 

WARD-GRIFFITH  COMPANY,  INC. 

Combination  Circulation  Now  164,814 
114 


Boston  Globa-S  . 

400,923 

33,540 

54,493 

519, 9H 

Boston  Harald-m  . 

328,820 

328.044 

213,393 

.... 

m.fn 

Boston  Harald-S  . 

344,440 

12,444 

7,900 

— 

384.M 

Boston  Travalar-a  . 

334,806 

313,930 

207,881 

— 

913.319 

Buffalo  Courier  Exprass-m  . 

342,110 

172,423 

119,181 

27,058 

U0.772 

Buffalo  Courier  Exprass-S . 

310,879 

21,374 

73,388 

14,870 

422.513 

Buffalo  Naws-e  . 

1,284,447 

409,398 

175,574 

43,154 

1,914,575 

Camdan  Couriar-Post-a  . 

144,033 

140,844 

92,843 

1,000 

4I4.0« 

Charleston  Mail-a  . 

155,339 

192,454 

104,235 

29,022 

495,570 

Charleston  Gazatta-m  . 

171,441 

194,457 

104,797 

28,000 

5II.2II 

Charleston  Gaiatta  Mail-S . 

152,247 

40,297 

10,471 

10,947 

2I3.9U 

Charlotte  Naws-a  . 

452,829 

229,014 

144,230 

85,324 

1. 295.217 

Charlotte  Observar-m  . 

537,483 

243,703 

123,294 

39,387 

1.080.475 

Charlotte  Observar-S  . 

242,425 

34,240 

74,982 

18,001 

452,t4t 

Chicago  Tr!bune-m  . 

742,110 

792,851 

254,984 

55,485 

1,921,170 

Chicago  Tribuna-S  . 

237,245 

40,110 

9,940 

21,840 

329.175 

Chicago  Daily  Naws-e  . 

538,099 

450,333 

214,471 

45,970 

1.448.173 

Chicago  Amarican-e  . 

189,412 

384,138 

142,817 

23,495 

742,243 

Chicago  Amarican-S  . 

49,802 

2,480 

4,494 

74,770 

Chicago  Sun-Times-m  . 

241.440 

334,200 

83,000 

38,400 

741.4* 

Chicago  Sun-TImas-S  . 

135,140 

31,104 

75,740 

7,400 

252,324 

Cincinnati  Enquir«r>m  . 

448.519 

298.400 

144,702 

37,914 

i.ii2.n7 

Cincinnati  Enqutrar>S  . 

382,555 

24,101 

45,455 

5,079 

479,3* 

Cincinnati  Post  8  TImas-Star-e  ... 

S2I.95I 

492,700 

258,144 

34,455 

1. 414,170 

Cleveland  Plain  Dealar-m  . 

747,920 

257,050 

221,823 

— 

1.305.473 

Cleveland  Plain  Daaler-S  . 

344,912 

27.500 

44,454 

1,200 

420.m 

Cleveland  Prass-a  . 

1,424,052 

392,349 

271.854 

2.332.N3 

Columbus  Dispatch-e  . 

477,951 

453,329 

227,748 

122.740 

1.484.4* 

Columbus  Dispatch-S  . 

377,01 1 

21,172 

107.448 

14,427 

749,123 

Columbus  C!tizen-Journal-m 

359,444 

292,487 

147,243 

125,158 

928.447 

Columbus  Star-w  . 

4,000 

1.200 

... 

7.300 

Dallas  Naws-m  . 

831,859 

401,951 

244.502 

8,445 

1,531,477 

Dallas  Naw$-S  . 

358.439 

53.899 

77,848 

984 

581, 4n 

Dallas  TImas-Herald-E 

997,754 

447.817 

291.944 

7,498 

1,793.544 

Dallas  Times-Harald-S . 

438,497 

28,942 

37.344 

1,000 

545,539 

Dayton  Journal  Herald-m . 

444.307 

327,484 

247.547 

11.817 

1. 051.377 

Dayton  Naws-a . 

447,044 

324,443 

247,740 

11,832 

1,053,319 

Dayton  News-S  . 

154,934 

43,122 

12,420 

... 

210474 

Denver  Rocky  Mountain  Naws-m  . . 

479,200 

145,200 

71,000 

104,005 

900405 

Denver  Rocky  Mountain  News-S  . . 

193,880 

28,140 

10,340 

7,000 

239  3* 

Denver  Post-a  . 

887,305 

489,595 

244,344 

154,443 

I.8t7.ir 

Denver  Post-S  . 

295,377 

15.517 

78.889 

20.239 

452,703 

Das  Moines  Register-m  . 

58,959 

183,837 

104,318 

30,004 

387,549 

Das  Moines  Tribuna-a  . 

1,154.504 

224,412 

111,278 

45,840 

1,544  417 

Das  Moines  Register-S  . 

74,591 

99,473 

111,879 

4,310 

303,171 

Detroit  Free  Press-m  . 

355,172 

207,789 

135,848 

704,543 

Detroit  Free  Press-S  . 

79,438 

14,170 

27,840 

121,4* 

Detroit  News-e  . 

417,715 

325,174 

121,754 

844,447 

Detroit  News-S  . 

47,394 

4,079 

44,418 

117  893 

Elmira  Telagram-S  . 

71,084 

4,020 

4,200 

81,304 

Elmira  Star  Gazette  8  Advertiser-d 

242,547 

111,447 

25,740 

3.035 

385  239 

El  Paso  Timas-m  . 

511  980 

237,491 

135.872 

2,802 

944,714 

El  Paso  Timas-S  . 

343,017 

17,052 

7,585 

9,459 

381.3* 

El  Paso  Herald  Post-a  . . 

471,407 

242,060 

134,484 

10.945 

1,117.445 

Erie  Times-(See  Foot  Note)  . 

532,811 

184,425 

133,443 

13,842 

844.941 

Erie  Timas-News-S  . 

123,431 

24,284 

14,904 

93,800 

244  037 

Eugene  Registar-Guard-e  . 

448,959 

115,173 

198,175 

41,081 

1,023.3* 

Eugene  Rtgistar-Guard-S  . 

230,184 

4,880 

21,400 

14,425 

273,091 

Evansville  Couriar-m  . 

542,244 

155,249 

48,053 

42,750 

811,133 

Evansville  Press-a  . 

539,499 

155,409 

48,248 

42,750 

808,941 

Evansville  Courier  8  Prass-S  . 

231,925 

59,910 

14,120 

17,280 

333,315 

Everatta  Herald-a  . 

444,274 

44,517 

23,952 

3,719 

742.150 

Fall  River  Herald  News-a  . 

54,412 

84.043 

77,845 

1,450 

219,950 

Fort  Lauderdale  News-e  . 

805,855 

130.433 

140,785 

8,478 

1,085,551 

Fort  Lauderdale  Naws-S  . 

314,138 

54,775 

33,495 

3,445 

413,733 

Fort  Lauderdale  News-sa . 

385,927 

5,040 

1,125 

392,093 

Fort  Wayne  Journal  Gazetta-m  . . . 

320,834 

240,834 

152,273 

7,700 

755,515 

Fort  Wayne  Journal  Gazetta-S _ 

114,335 

13,520 

8,000 

137,855 

Fort  Wayne  News-Santinal-a  . 

442,403 

245,332 

143,728 

5,234 

882,571 

Fort  Worth  Star-Talagram-m . 

108,778 

353,025 

125.428 

25,407 

414,183 

Fort  Worth  St6r*Teleqram*e  . 

842,440 

352,018 

237,433 

27,743 

1,482,189 

Fort  Worth  Star-Telegram-S  . 

804,321 

70,701 

54,280 

13,983 

958,177 

Port  Worth  Press-e  . 

84,800 

73,530 

44,474 

9,030 

244,507 

Fort  Worth  Press-S  . 

48,912 

4,340 

7,040 

4,200 

93,713 

Fresno  Baa-e  . 

394,885 

233,129 

174,230 

78,745 

884,989 

Fresno  Bae-S  . 

133,109 

28,415 

54,443 

21,851 

237,811 

Gary  Post-Tribune-a  . 

438,474 

133,928 

142,134 

42,498 

980,219 

Gary  Post-Tribune-S  . 

291,179 

22,420 

21,240 

1,250 

341,049 

Gary  Northwest  Indiana  Santinal-m 

38,434 

7,790 

55,909 

Grand  Rapids  Prass-e  . 

542,478 

220,829 

239,891 

13,030 

1,044,084 

Grand  Rapids  Prass-S  . 

299,109 

73,374 

23,294 

25,434 

421,411 

Hackensack  Rocord-e  . 

13,200 

13,200 

Hammond  Times-a . 

580,185 

95,994 

135,192 

7,528 

844,131 

Hammond  TImas-S  . 

184,415 

22,947 

22,242 

21,404 

254,513 

NOW  .  .  .  SPECTACOLOR 
as  well  as  R.O.P. 

for  the  Heartland  of  ILLIANA  served  by 

DANVILLE  COMMERCIAL-NEWS 

MEMBER:  GANNEH  GROUP  DANVILLE,  ILLINOIS 

615,776  lines  of  R.O.P.  color  in  1964  and  now 
Hurletron  Insetrol  to  handle  SPECTACOLOR! 

For  tear  sheets  merchandising  data,  etc.,  local  contact  is 
W.  L.  STARBODY,  Manager  General  Advertising 
Gannett  Advertising  Sales,  Inc. — N.Y.,  Chgo.,  Detroit,  Phila., 

Boston  &  Syracuse.  West  Coast— Nelson  Roberts  &  Associates. 
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Retail 

General 

Auto¬ 

motive 

Financial 

Total 

Adv. 

298,579 

280,107 

94,820 

14,549 

894,331 

222,457 

49,315 

48,811 

9  524 

118,488 

171,241 

53,152 

10,080 

352,941 

210,913 

88,234 

45,883 

13,934 

338,984 

‘Hartford  Timas-a  . 

312,740 

289,951 

181,492 

20,702 

784,885 

Havarhill  6aiatta-e . 

— 

— 

— 

TT 

28,407 

3,408 

— 

•— 

421,782 

378,083 

223,082 

152,587 

1,178,994 

Honolulu  Star-Bullatin-a  . 

580,343 

398,988 

221,843 

154,388 

1,358,498 

Honolulu  Star-BulUtin  & 

248,928 

78,823 

28,544 

18,595 

382.488 

1,480,917 

488,083 

202,282 

20,784 

2.190.222 

857,835 

53,317 

57,158 

3,800 

773,084 

1,048,955 

458,980 

191,411 

25,857 

1,734,331 

321,810 

55,082 

82,188 

2,400 

441,478 

38  029 

24,387 

3,744 

88,988 

384,881 

385,545 

199,758 

9,598 

939,758 

Indianapolis  Star-m  . . . 

304,313 

389,233 

248,104 

9,828 

931,278 

523,231 

22,393 

8,878 

3,189 

558,185 

Indianapolis  Timas-a  . 

180,438 

123,030 

149,870 

12,215 

471,221 

150,549 

35,871 

1,554 

4,385 

192,159 

Jackson  Clarion-Ladgar-m  . 

105,870 

159,353 

218,833 

77,217 

581,073 

Jackson  Clarion-Ledgar  &  Ntws-S 

74,138 

18,338 

8,990 

74,508 

175,972 

105,883 

157,305 

217,874 

77,233 

558,075 

Jacksonvilla  Times-Union-m  . 

558,858 

348,075 

328,240 

29,330 

1,282,303 

jacbonvillo  Timos-Union>S  . 

384.884 

44,544 

24,053 

1,200 

434,881 

jKksonvilla  Journal-a  . 

113,775 

300,151 

214,770 

28,108 

6S6,802 

'  Jarsay  City  Jarsay  Journal-e  . 

138,678 

142,234 

104,932 

5,040 

402,784 

Kansas  City  Timas-m  . 

785,237 

310,112 

148,388 

2,952 

744,687 

299.851 

278,399 

248,348 

2,942 

825.540 

270.202 

85,072 

31,978 

8,525 

375.775 

Knozville  Journal-m  . 

430,158 

180,880 

74,873 

27,288 

892,955 

Knoxville  News-Sent!nel-e . 

559.483 

185,590 

101.913 

29,475 

878.481 

Knoxville  News-Sentinel-S  . 

181,987 

23,898 

1,518 

— 

187.401 

Lawrence  Eagle-Tribunc-d 

88,844 

35,581 

— 

8,578 

110.803 

Little  Rock  Arkansas  Gazatte-m  . 

230,580 

210,395 

148,930 

30,887 

818,592 

Llttla  Rock  Arkansas  Gazatta-S 

330.878 

48,772 

44,983 

17.578 

444  739 

Littia  Rock  Arkansas  Damocrat-a 

188,382 

214,158 

124,533 

28,388 

539.081 

Littla  Rock  Arkansas  Damocrat-S 

218,058 

53,495 

8,532 

13,124 

292,553 

Long  Beach  Indepandont-m  . 

991,542 

380,721 

382,220 

33.824 

1,998,264 

Long  Beach  Indapandant  Prass- 

373,084 

3,200 

27,028 

1,980 

420,799 

Long  Beach  Press-Telegram-e  . 

994,580 

380,534 

383,254 

33,558 

1,995,109 

Los  Angeles  Times*m  . 

1 .282,838 

809,593 

318,815 

177,727 

2,388,573 

Los  Angeles  Times-S  . 

891,890 

38,292 

13,230 

148,982 

1,090.394 

Los  Angeles  Herald-Examiner-e 

373,252 

415,133 

200,521 

72,014 

1,073,933 

Los  Angeles  Herald-Examiner-S 

78,888 

4,840 

48,984 

3,155 

135,508 

Louisville  Courier  Journal-m . 

333,825 

231,489 

244,597 

10.400 

870,111 

Louisville  Courier  Jourfnal-S . 

173,525 

10,980 

2,000 

5,400 

191,885 

Louisville  Times-e  . 

388,857 

311,884 

247,842 

9,400 

957,783 

Lowell  Sun-e  . 

103,739 

58,935 

13,188 

— 

178,442 

Lowell  Sun-S  . 

89,221 

2,400 

1,218 

— 

98237 

Manchester  Union  Leader-d  . 

184,170 

120,558 

23,229 

14,020 

337,027 

Manchester  News-S  . 

48,140 

20,521 

5,988 

20,208 

94,833 

Memphis  Commercial  Appeal-m  . 

778.052 

329,033 

273,713 

139,504 

1,122,822 

Memphis  Commercial  Appaal-S  .. 

402,821 

33,244 

11,378 

19,288 

475.807 

Memphis  Press-Scimitar-e . 

191,583 

324,504 

283,157 

154,805 

957,917 

Meriden  Record — (See  Foot  Note) 

77,114 

28,107 

18,132 

14,140 

135,493 

*  Miami  Herald*m  . 

2,471.011 

584,990 

398,888 

35,410 

3,514,728 

Miami  Horald-S  . 

923,949 

141,999 

123,550 

17,520 

1 ,288,928 

Miami  News-e  . 

435,817 

244,875 

272,148 

17,318 

989,754 

Miami  Ntws-S . 

148,029 

84,055 

12,285 

5,948 

231,150 

Milwaukee  Sentinel-m  . 

187,101 

155,572 

212,881 

81,382 

734,918 

MilwauKte  Journol-e  . 

1,324,388 

488,087 

338,333 

122,400 

2,321,808 

Milwaukee  Journal-S  . 

408,474 

141,598 

172,844 

34.800 

903,224 

Minneapolis  Tribune-m  . . 

283,280 

323,801 

140,940 

127,889 

894,198 

Minneapolis  Star-e  ....  . 

1,039,854 

375,808 

170,034 

170,281 

1,773,843 

Minneapolis  Tribune-S  . 

554,704 

59,949 

71,014 

103,919 

825,545 

Modesto  Bee-e  . 

452,713 

201,514 

80.458 

40,512 

755,195 

Modesto  Bee-S  . 

84,878 

8,928 

3,000 

4,792 

79,598 

Montreal  Star-e  . 

358,825 

423,408 

122,425 

2,785 

905,223 

Montreal  Gazette-m  . 

854,888 

413,288 

104,731 

8,584 

1,183,998 

Montreal  La  Presse-e . 

198,023 

218,222 

82,884 

4,324 

503,253 

Montreal  La  Patrie-S  . 

80,854 

189,810 

_ 

2,400 

252,884 

Muncie  Press-e  . 

405,951 

131,381 

59,825 

19,188 

818,105 

Muncie  Star-m  . 

401,982 

133,388 

81,884 

13,184 

810,198 

Muncie  Star-S  . 

93,988 

25,790 

18,488 

33,897 

172,805 

Nashville  Banner-e  . 

1,130,093 

398,345 

282,858 

128,058 

1,919,352 

Nashville  Tennessean-m  . 

1,138,257 

400,575 

282,897 

127,989 

1,929,898 

Nashville  Tennessean-S  . 

822,488 

148,574 

27,902 

30,374 

1,027,318 

Now  Bedford  Standard  Times-e 

93,038 

81,934 

29,740 

2,384 

187,094 

New  Bedford  Standard  Times-S 

52,900 

11,988 

2,384 

87,252 

New  Haven  Journal  Courier-m 

133,101 

244,983 

133,128 

4,794 

515,988 

New  Haven  Register-e  . 

94,713 

223,138 

78,971 

2,448 

399,288 

Nnw  Haven  Regi$ter-S  . 

78,118 

29,120 

44,841 

1,170 

153,247 

1964  WAS  OUR 
BIGGEST  COLOR 
LINAGE  YEAR! 

taking  more  time 

TO  DO  A  GOOD  JOB 
PAID.  OFF  FOR  US. 
...  OUR  LOW  RATES 
HELPED,  TOO.  PHONE 

ASBURY  PARK 

pnrrr  asbury  park 

r  IvL  J  J  NEW  JERSEY 
OVER  46,000  DAILY  A.BC 


NOW  AVAILABLE! 

KOLOR 
in  PARIS 

KENTUCKY 

SPOT  COLOR  WITH  TOP 
OFFSET  REPRODUCTION 
AT  MODEST  RATES 

In  the  heart  of  Kentucky's 
Blue  Grass  Region 

The  Daily  Enterprise 

PARIS,  KENTUCKY 
Represented  by 
BottInelii-KImball,  Inc. 


editor  ac  PUBLISHER  for  March  27,  1»65 


Retail 

New  Haven  Register  &  Journal 


Courler-Se  .  — 

New  London  Day-e  .  25,4S5 

New  Orleans  Times-Picayune-m  ..  1,015,842 

New  Orleans  Times-Picayune-S  . . .  204,317 

New  Orleans  States  t  Item-e .  435,878 

New  York  Tlmes-m  .  — 

New  York  Times-S  .  — 

New  York  Herald  Tribune-m  .  17,808 

New  York  Herald  Tribune-S  .  — 

New  York  News-m  .  — 


New  York  Journal-American-e  _  948 

New  York  Journal-American.S  .  — 

New  York  Post-e  .  34,710 

New  York  Post-S  .  — 

New  York  World-Telegram  t  Sun-e  24,041 

New  York  Long  Island  Prass-e _  135,920 

New  York  Long  Island  Prass-S  ...  198,220 

New  York  El  Diario  La  Pransa-m  . .  — 

New  York  El  Diario  La  Prensa-S  . .  — 

Newark  Star  Ledger-m  .  150,428 

Newark  Star  Ladgar-S  .  331,479 

Newark  News-a  .  138,184 

Newark  News-S  .  148,878 

Newburgh  Naws-a  .  187,037 

Newport  News  Press-m  .  188,983 

Newport  News  Prass-S  .  282,335 

Newport  News  Timas-Harald-e  ...  158,912 

Niagara  Palls  Gazatta-e  .  277,811 

Niagara  Falls  Gaiette-S .  119,938 

Norfolk  Ladger-Star-e  .■ .  320,423 

Norfolk  VIrginian-Pilot-m  .  591,425 

Norfolk  Virginian-Pilot  &  Star-S  ..  499,291 

Oakland  Tribune-e  .  581,880 

Oakland  Tribuna-S  .  33^048 

Oklahoma  City  Oklahoman-m  _  458,194 

Oklahoma  City  Oklahoman-S  .  284,785 

Oklahoma  City  Timas-e  .  458,178 

Omaha  World-Herald 

(Sea  Foot  Note)  .  1,488,450 

Omaha  World-Herald-S  .  389,879 

Orlando  Sentinel  (See  Foot  Note)  1,120,840 

Orlando  Santinal-S  .  521,482 

Pasadena  Star  Naws-e  .  422,309 

Pasadena  Independent-Star  Naws-S  88,882 

Pasadena  Indapandant-m  .  432,330 

Paterson  The  Call-m  .  43,848 

Pawtucket  Timas-a  .  87,532 

Pensacola  Naws-a  .  333,992 

Pensacola  Journal-m  .  828,271 

Pensacola  News  Journal-S  .  181,078 

Peoria  Journal  Star 

(See  Foot  Note)  .  744,238 


R.O.P.  COLOR 

Daily  and  Sunday 


HI-FI 

Mondays 


Paducah,  Ky. 

Nationally  Represented 

by 

JANN  &  KELLEY 


General 

Auto¬ 

motive 

Financial 

Total 

Adv. 

_ 

13,804 

_ 

2,552 

41,811 

359,882 

174,907 

52,330 

1,818,181 

8,878 

8.900 

11,888 

231,759 

347,878 

158,317 

49,482 

1,002,5/4 

— 

— 

— 

— 

— 

_ 

174.258 

93,849 

1,000 

288,715 

— 

— 

— 

— 

— 

— 

— 

— 

178,015 

78,331 

990 

258,284 

78,924 

5,000 

1,000 

119,834 

173,207 

84.248 

980 

282,474 

131,190 

98,405 

5,400 

388,915 

8,800 

1,488 

204,508 

— 

— 

— 

— 

— 

180,733 

190,589 

4.000 

525,748 

19,850 

24,148 

2,015 

377,290 

288,097 

115,343 

1,955 

539,579 

3,530 

59,742 

1,000 

210,950 

38,075 

28,590 

3,230 

234,932 

178,872 

101,888 

13,118 

503,197 

7,755 

4.818 

8,349 

283,255 

177,817 

104.444 

13,119 

474,830 

108,139 

49,479 

7,845 

473,494 

3,488 

3,115 

5,383 

131,924 

239,718 

193,823 

84,044 

838,171 

299,878 

187,143 

62,898 

1,125,284 

35,834 

70,840 

9,494 

829,500 

381,159 

208,330 

38,524 

1,189,893 

14,218 

18,985 

1,055 

380,328 

311,485 

194,185 

58,487 

1,084,835 

58,888 

25,983 

29,417 

388,182 

314,840 

204,513 

84,159 

1,088,112 

382,492 

248,154 

32,493 

2,142,495 

115,834 

88,508 

11,188 

583,405 

278,880 

220,511 

34,981 

1,887,209 

180,848 

23,582 

47,744 

781,188 

194,583 

35,180 

48,730 

898,802 

3,253 

3,384 

11,581 

107,998 

197,343 

30,702 

47,288 

707,641 

3,170 

14,853 

3,800 

89,389 

55,273 

4,214 

1,120 

148,139 

100,503 

101,830 

14,712 

584,121 

117,123 

120,282 

902,208 

47,212 

8,888 

35,957 

291,807 

238,121 

217,717 

1,050 

1,201,124 

{Continued  < 
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CLIMBS 

IN 

BROCKTON 


ENTERPRISE-TIMES 
COLOR  LINAGE  UP 


IN  1964 


Sell  with  2,  3  or  Full  Color 
in  one  of  New  England’s 
Fastest  Growing  Markets 


Circ.  48,566  ABC 
9-30-64 


AMO  etOCKTOH  TIMIS 

Represeeted  by  the  jeliiis 
MATHEWS  special  aqaaey,  lee. 
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ROUTE  130,  WILLINGBORO,  N.J 


S.  W.  CALKINS  »  MURRAY  C.  HOTCHKISS 
CO-PUB.  COPUB. 

National  Representatives;  Bottinelli*Kimball,  Inc. 


Auto-  Total 

Rataii  Ganaral  motiva  Financial  Adv. 


Auto- 

Retail  General  motiva  Financial 

San  Antonio  E>prats-m  .  SS8,447  2M,2I5 

San  Antonio  Exprast-Naws-S  3S2.60i  I9,2S4 

San  Antonio  Exprass-Naws-S  M,373  48,623 

San  Antonio  Naws-a .  515,720  292,135 

San  Antonio  Light-e  .  608,628  256,608 

San  Antonio  Light-S  .  520,398  24,371 

San  Antonio  Light-Sa .  5,182  — 

San  Barnardino  Sun 

(Saa  Foot  Nota)  881,355  220,547 

San  Barnardino  Sun-Telegram-5  ..  199,324  2,366 

San  Diego  Union-m  .  350,258  347,193 

San  Diego  Union-S  .  299,225  19,819 

San  Diego  Tribuna-e  .  658,983  355,831 

San  Francisco  Chronicla-m  .  352,002  373,568 

San  Francisco  Chronicla-S  .  184,065  I4,M2 

San  Francisco  Examiner-m  .  361,324  353,635 

San  Francisco  Examiner-S .  250,797  8,026 

San  Francisco  Naws-Call-Bullatin-a  288,389  260,175 

San  Josa  Marcury-m  .  1,173,201  339,849 

San  Jose  News-e  .  1,167,243  338,582 

San  Josa  Mercury-News-S  .  423,969  2,550 

San  Rafaal  Indapendant-Journal-a  433,601  90,453 

Schanactady  Gaxette-m  .  100,567  247,471 

Schenectady  Union-Star-e  .  37,836  69,807 

Scranton  Tribuna-m  .  27,612  46,954 

Scranton  Scrantonian-S  .  317,8^  3,330 

Scranton  Timas-a  .  345,320  168,219 

Seattle  Post-lntalligancar-m  .  128,843  176,646 

Seattle  Post-Intelligencer-S  .  164,059  18,330 

Seattle  Times-a  .  731,717  351,616 

Seattle  Timas-S  .  326,357  20,077 

Shreveport  Journal-e  .  181,548  189,579 

Shraveport  Timas-m  .  204,749  207,443 

Shreveport  Times-S  .  258,137  51,711 

South  Bend  Tribune-a  .  425,029  153,468 

South  Band  Tribuna-S  .  268,173  60,768 

Spokane  Spokasman-Review-m  _  229,478  199,370 

Spokane  Spokesman-Raview-S  _  226,472  15,830 

Spokane  Chronicla-e  .  284,437  188,754 

Stockton  Racord-a  .  259,687  206,239 

Syracuse  Herald  Journal-e .  502,016  335,342 

Syracuse  Herald  American-S  .  261,997  40,536 

Syracuse  Post-Standard-m  .  183,750  306,5M 

Syracuse  Post-Standard-S  .  8,4M  — 

Tacoma  News  Tribune-a  .  177,848  206,739 

Tacoma  News  Tribuna-S  .  109,304  20,008 

Tampa  Tribuna-m  .  859,304  334,805 

Tampa  Tribune-S  .  299,8W  61,511 

Tampa  Times-e  .  309,320  261,637 

Toledo  Timas-m  .  50,940  265,039 

Toledo  Blade  e  .  722,096  291,856 

Toledo  Blada-S  .  335,211  11,349 

Toronto  Globa  &  Mail-m .  155,094  640,421 

Toronto  Telegram-e  .  1,280,008  705,247 

Toronto  Star-e  .  209,773  419,913 

Trenton  Times-e  .  95,784  158,617 

Trenton  Times  Advertiser-S  .  125,573  7,800 

Trenton  Trentonian-m  .  17,820  29,253 

Troy  Record  (See  Foot  Note)  .  105,802  240,797 

Tulsa  Tribune-e  .  332,701  328,427 

Tulsa  World-m  .  332,390  328,734 

Tulsa  World-S  .  336,964  92,467 

Union  City  Hudson  Dispatch-m  ...  40,135  50,506 

Utica  Observer  Dispatch-e  .  98,356  150,071 

Utica  Observer  Dispatch-S  .  84,585  — 

Utica  Press-m  .  171,442  131,091 

Washington  News-e  .  241,626  125,202 

Washington  Post-m  .  1,235,806  464,419 

Washington  Post-S  .  505,720  26,292 

Washington  Star-e  .  934,223  392,781 

Washington  Star-S  .  355,504  33,830 

Walarbury  Amarican-e  .  118,476  142,534 

Watarbury  Republican-S  .  174,106  31,932 

West  Palm  Beach  Post 

(See  Foot  Note)  .  421,906  176,411 

West  Palm  Beach  Post-Times-S  175,622  46,532  3,780  13,425 

WESTCHESTER-ROCKLAND  GROUP,  N.  Y. 

Mamaroneck  Timas-a  .  3,564  —  —  — 

Mt.  Vernon  Argus-a .  2,376  —  —  — 

New  Rochelle  Standard  Star-e  _  2,376  —  —  — 

Ossining  Citizen  Register-e  .  2,376  —  —  — 

Peekskill  Star-a  .  —  —  —  — 

Port  Chester  Itam-e  .  2,376  —  —  — 

Tarrytown  Naws-e  .  2,376  —  —  — 

Yonkers  Herald  Statesman-e .  25,896  —  —  — 

White  Plains  Reporter  Dispatch  ..  21,384  —  —  — 

Rockland  Journal  News-e .  —  —  —  — 

Wichita  Eagla-m  .  391,451  305,333  227,903  3,625 

{Continued  on  page  119) 


Peoria  Journal  Stai-S 
Philadelphia  Bulletin-e 
Philadelphia  Bullatin-S 
Philadelphia  Inquirer-m 
Philadelphia  Inquirer-S 
Philadelphia  News-a 
Phoenix  Rapub!ic-m 
Phoenix  Republic-5 
Phoenix  Gazarta-e 
Pittsburgh  Post-Gazetle  8 
Sun-Telegraph -m 
Pittsburgh  Prass-e 
Pittsburgh  Prass-S 
Portland  Oragonian-m 
Portland  Oragoniar.-S 
Portland  Oregon  Jounial-e 
Providence  8ulletin-a 
Providence  Journal- m 
Providence  Journal-S 
Reading  Eagle  (Sea  Foot  Note) 

Reading  Eagle-S  . 

Richmond  News-Laader-a 
Richmond  Times-Dispatch-m 
Richmond  Timas-Dispatch-S  . . 
Riverside  Enterprise 
(See  Foot  Note) 

Riverside  Press-Entcrprisa-S 
Roanoke  Timas-m 
Roanoke  Times-S 
Roanoke  World-Naws-e 
Rochester  Democrat  >  Chronicla-m 
Rochester  Democrat  8  Chronicla-S 
Rochester  Timas  Union-a 
Rocktord  Star  (See  Foot  Note) 

Rockford  Star-S  . 

Sacramento  Bee-e 

Sacramento  Bee-S  . 

Sacramento  Union-m  . 

Sacramento  Union-S . 

St,  Louis  Globa-Damocrat-m 
St.  Louis  Globe-Democrat-weekend 
St.  Louis  Post-Dispatch-e 
St.  Louis  Post-Dispatch-S 
St.  Paul  Pioneer  Press-m 

St.  Paul  Pioneer  Press-S . 

St.  Paul  Dispatch-e 

St.  Petersburg  Indapendent-a 

St.  Petersburg  Times-m . 

St.  Petersburg  Times-S 
Salem  Oregon  Statesman-m 
Salem  Oregon  Statesman-S 
Salem  Capital  Journal-e 
Salt  Lake  City  Tribune-m  . 

Salt  Lake  City  Tribune-S . 

Salt  Lake  City  Deseret  News-e  . . . 


135,116 

47,331 

229,984 

46,716 

269,174 

130,294 

5,712 

69,262 

64.094 

127,188 

287,927 

287,921 

11,164 

125,436 

98,239 

4,646 

3.400 

2.400 
50,335 
103,291 
46,312 
193,518 

14,545 

160,844 

182,994 

29,340 

186,910 

52,524 

109,657 

24,912 

125,538 

100,996 

184,161 

6,884 

149,399 


311,711 

777,1* 

347,(21 

>.33S,Mi 

7«,3« 

30(,7lt 

837.177 

324.177 
741,121 

I.848.N2 
l,864,ai 
441,313 
742,144 
447,382 
113213 
77,3a 
323  623 
5U,274, 
443,123' 

232.111 
1,314.371 

374.274 
S3S23( 
531, 4H 

333.111 
7(5,407 
383,357 
557,421 
297,020 
627,(17 
613,154 

1,034,357 

3l(,(r 

457,773 

8,484 

462,001 

134,534 

1,514,714 

412,233 

738,375 

445,4(3 

1,334,738 

373,(35 

9I3,I3( 

2,114,114 

754,307 

313,343 

I7(,4H 

51,(13 

444,(81 

872,714 

8U.05I 

474.274 
144,555 
324,23( 
88,025 
382,50( 
410,028 

2,013,(83 

400,340 

1,548,453 

401,720 

330,811 

241,841 


Monday 

Tuesday 

Wednesday 

Thursday 

Friday 

Saturday 


3-Day  Leeway 
Standard  Size 


Can  be  purchased  in  optional  combination  with 
our  Levittown  Times  -  Bristol  Daily  Courier,  Pa. 

NOW  OVER  20,000  DAILY 


One  of  only  two  cities  in  Western  Pennsylvania 
with  its  own  Sunday  newspaper— The  Erie  Times- 
News  which  reaches  better  than  4  out  5  homes 
in  the  market. 

the  ERIE  TIIRES  <&  MEWS 

Sunday  circulation  pushing  80,000 
Reftrcscnud  by  The  Katz  Agency,  Inc. 


EDITOR  8C  PUBLISHER  for  March  27,  1965 


4, 


i'SS'S 


FAMILY  STYLE 

With  Coverage  Close  To  lOO^o, 
New  England  Newspapers  Serve 

The  No.  1  U.S.  Region  In 
Per-Household  Food  Sales 


*1965  Estimate,  E&P  Market  Guide 


1965  Population  . 

11,311,450 

1965  Households  . 

3,354,285 

1965  Personal  income  . 

S31, 271, 408,000 

1965  Total  Retail  Sales  . 

$16,291,129,000 

1965  Total  Food  Sales  . 

$  4,280,999,000 

1965  Per  Household  Income  . 

$  8,390 

1965  Per  Household  Retail  Sales  . . . 

$  4,857 

Source:  E&P  Estimates, 

1 965  Market  Guide 

:LL 

Englan 

V't:- 

The  ONLY  medium  that  can  deliver 
saturation  coverage  of  this  rich,  important  area! 


Bangor  Daily  News  (M), 

Portland  Press-Herald  (M), 

Portland  Express  (E),  Portland  Telegram  (S) 

VERMONT 

Barre-Montpelier  Times-Argus  (E), 

Burlington  Free  Press  (M), 

Rutland  Herald  (M) 


DE  ISLAND 


Pawtucket  Times  (E), 
Providence  Bulletin  (E), 
Providence  Journal  (M&S), 
Woonsocket  Call  (E) 


MASSACHUSETTS 

Boston  Globe  (M&E),  Boston  Globe  (S), 
Brockton  Enterprise  &  Times  (E), 

Fall  River  Herald  News  (E), 

Fitchburg  Sentinel  (E), 

Gardner  News  (E), 

Lawrence  Eagle-Tribune  (M&E), 

Lynn  Item  (E), 

New  Bedford  Standard-Times  (E&S), 
North  Adams  Transcript  (E), 

Pittsfield  Berkshire  Eagle  (E), 
Springfield  Daily  News  (E),  Union  (M), 
Republican  (S),  Taunton  Gazette  (E), 
Waltham  News  Tribune  (E), 

Worcester  Telegram  (M&S), 

Worcester  Gazette  (E) 


CONNECTICUT 

Bridgeport  Post-Telegram  (M&E), 
Bridgeport  Post  (S),  Bristol  Press  (E), 
Hartford  Courant  (M),  Hartford  Courant  (S), 
Hartford  Times  (E), 

Meriden  Record  &  journal  (M&E), 
Middletown  Press  (E), 

New  Britain  Herald  (E), 

New  Haven  Journal-Courier  (M), 

New  Haven  Register  (E&S), 

Norwich  Bulletin  (M&S), 

Torrington  Register  (E), 

Waterbury  Republican  &  American  (M&E), 
Waterbury  Republican  (M&S) 

NEW  HAMPSHIRE 

Nashua  Telegraph  (E) 


CIRCULATION 


ICMA  Leader  Urges 
More  Reader  Savvy 


Kansas  City,  Mo. 

Circulation  managers  will 
have  to  know  more  about  their 
subscribers,  potential  subscrib¬ 
ers,  demographic  information 
and  marketing  while  engaged  in 
mo<lern  newspaper  selling,  Ray 
W.  Gilliland  told  the  Midwest 
Circulation  Managers  Associa¬ 
tion’s  annual  convention  here, 
la.st  week. 

“In  order  to  sell  more  news¬ 
papers  to  those  with  less  than 
high  school  educations,  we  might 
well  have  to  know  more  about 
their  needs  and  wants,”  Mr. 
Gilliland,  circulation  director  of 
Lancaster  (Pa.)  Newspapers, 
told  a  record  turnout  of  nearly 
250  MCMA  members  at  their 
r>()th  annual  meeting. 

“For  those  with  the  least  in¬ 
comes,  we  must  operate  so  effi¬ 
ciently  that  we  will  be  able  to 
deliver  the  best  possible  paper 
for  the  lowest  possible  costs. 

“We  will  have  to  know  many 
more  things  about  our  subscrib¬ 
ers  not  only  to  sell  more  papers 
but  to  allow  our  publishers  to 


1)6  able  to  .sell  more  advertis¬ 
ing.” 


Vi  liut  Agencies  Want 


Mr.  Gilliland  said  he  had  dis¬ 
covered  that  agency  space  buy¬ 
ers  are  becoming  more  and  more 
interested  in  “quality  circula¬ 
tion”  as  well  as  quantity. 

“Advertisers  want  more  demo¬ 
graphic  information  about  our 
readers,”  Mr.  Gilliland  said, 
‘  and  the  ones  that  will  have  to 
furnish  this  information  will,  in 
many  cases,  be  we  circulation 
managers. 

“We’re  going  to  have  to  learn 
how  to  gather  such  information 
in  an  accurate  and  complete 
manner.  We’re  going  to  have  to 
learn  more  about  marketing. 

“For  years,  the  suggestion 
has  been  made  that  the  title 
of  circulation  manager  was  out 
of  date,  that  a  more  accurate 
description  of  our  functions  was 
that  of  sales  manager.  I’d  like 
to  suggest  that  if  we  meet  the 
challenges  and  take  advantage 
of  the  opportunities  that  we  will 


PR\^ 


A  northern  newspaper  with  a  daily  circulation  of  70,000 
increased  their  home  delivery  price  from  30c  to  40c  a  week. 
Two  weeks  after  the  price  raise  went  into  effect,  they  used 
the  Church,  Rickards’  program.  Result:  in  six  weeks  all 
circulation  loss  was  recovered  and  circulation  revenue 
substantially  increased.  Write  for  complete  details  on  how 
Church,  Rickards’  Plan  for  Building  Circulation  Profits 
can  work  for  you. 


CHURCH,  RICKARDS  &  CO. 


35  EAST  WACKER  DRIVE,  CHICAGO,  ILLINOIS  60601 


have  to  become  marketing  man¬ 
agers.  We  must  enlarge  our 
horizons  and  manage  the  entire 
marketing  activity.” 

Mr.  Gilliland  said  there  are 
more  opportunities  for  growth 
“right  in  our  own  departments, 
on  our  present  operations.” 

He  cited  the  1963  Inland 
Daily  Press  Association  cost 
study  covering  350  newspapers. 
This  showed  that  circulation 
and  distribution  costs  ranged 
from  24  to  48  percent  of  circu¬ 
lation  revenue. 

“In  other  words,  if  the  least 
efficient  would  be  able  to  cut 
his  costs  to  the  most  efficient, 
he  would  cut  them  in  half.” 

Mr.  Gilliland  said  he  believes 
the  circulation  profession  needs 
some  new,  fresh  and  imagina¬ 
tive  thinking  about  methods  and 
procedures.  He  advised  analyz¬ 
ing  and  evaluating  all  present 
operations,  while,  at  the  same 
time,  seeking  new  methods  of 
operation.  He  asked: 

“Are  we  sure  that  there  are 
not  better  and  more  efficient 
methods  of  putting  that  paper 
in  the  hands  of  the  reader? 
Have  we  really  searched  for 
new  methods?  Are  we  making 
delivery  convenient  for  our  sub¬ 
scribers?  How  much  could  we 
save  by  cutting  the  average 
newspaperboys  delivery  time  by 
one-third  or  one-half? 


Savings  Important 


Cost  Study  Described 


$165.  I  don’t  mean  thi-  higher 
your  wage  structure  the  lower 
your  unit  costs,  but  I  do  mean 
that  we  have  to  make  sure  what 
we  are  paying  for  when  we  buy. 

The  lower  priced  item  may  cost' ' 
more  in  the  long  run. 

“How  about  our  coverage?  Do 
we  really  know  why  the  St.  Jo- 
seph,  Kansas  City  and  Wichita 
papers  rank  first,  second  and 
fifth  among  all  newspapers  in 
the  United  States  in  peicentag* 
of  coverage  for  morning  and  omai 
evening  papers?  Is  it  because 
of  their  price,  product  and/or 
service? 

“There  are  plenty  of  oppor-  head 
tunities  and  challenges.  I  am  mygu 
convinced  that  we  circulation 
men  must  know  more  about  oursp 
market  and  our  product.”  san  i 


NEW  POSTS  FILLED 


Two  new  executive  t)ositions 
have  been  created  in  a  reorgan¬ 
ization  of  the  circulation  depart¬ 
ment  of  the  Kansas  City  (Mo.) 
Star,  according  to  J.  R.  O’Don¬ 
nell,  general  circulation  man¬ 
ager. 

Minor  McCrite  has  been 
named  assistant  general  circu¬ 
lation  manager.  He  has  been  city 
CM  since  March  1,  1962. 

Succeeding  him  as  city  circu¬ 
lation  manager  is  Thomas  J. 
Lynch  Jr. 

Wilbur  Regan,  becomes  circu¬ 
lation  sales  manager. 


“A  saving  of  only  one  penny 
per  year  per  subscriber  would 
save  the  newspaper  industry 
$600,000.  A  10-cents  saving 
would  be  $6  million.  At  $1  per 
year  —  that’s  only  one-third  of 
a  cent  per  day  —  the  saving 
would  be  $60  million. 

“How  about  collections?  How 
much  does  it  cost,  in  lower 
wholesale  rates,  to  collect  from 
our  subscribers?  Could  it  be 
done  cheaper,  perhaps  through 
drafts  on  our  subscribers’  check¬ 
ing  accounts?  Would  some  sub¬ 
scribers  really  prefer  to  pay 
that  way? 

“In  other  words,  are  our  col¬ 
lection  practices  for  the  con¬ 
venience  of  the  subscriber  or 
our  convenience?  Do  we  really 
know  how  our  subscribers  pre¬ 
fer  to  pay? 

“How  about  our  district  man¬ 
ager  costs  per  unit  of  circula¬ 
tion?  Are  they  higher  or  lower 
than  others  in  our  circulation 
group?” 


Evening  Paper  Adds 
2  Full  Stock  Lists 


Baltimore 

The  evening  News  American 
will  start  publication  March  30 
of  the  complete  quotations  of 
securities  listed  on  the  New 
York  Stock  Exchange  and  the 
American  Stock  Exchange.  At 
the  same  time,  the  News  Amer¬ 
ican’s  coverage  of  business,  in¬ 
dustry  and  trade  news  will  be 
expanded. 

Financial  editor  Don  Otena- 
sek’s  column,  “Let’s  Talk  Busi¬ 
ness,”  will  continue  as  will 
“Your  Money’s  Worth,”  by  Syl¬ 
via  Porter,  and  the  “Investors’ 
Guide,”  by  Sam  Shulsky. 


Mr.  Gilliland  told  of  a  cost 
study  where  the  lowest  salary 
paid  a  district  manager  was  $40 
for  a  part-timer.  Another  paper 
in  the  same  state  was  paying 
$165  a  week. 

“Which  one  has  the  lower  cost 
per  unit  of  circulation?  You 
guessed  it  —  the  one  paying 

EDITOR  ac  PU 


Hears!  Issues  Annual 
Dept.  Store  Guide 

The  9th  edition  of  “Leading 
Department  Stores  in  Leading 
Trading  Areas”  is  avail*^ 
from  the  research-marketing 
division  of  Hearst  Magazines 

This  89-page  directory  lilt* 
information  on  1,428  dep^- 
ment  stores  in  the  United 
States:  sales  volume,  resident 
buying  offices,  branches,  *®d 
items  which  the  stores  carry.  * 

The  book  may  be  obtained 
from  Jack  Hope,  959  Eighth 
Avenue,  New  York,  10019,  at  » 
cost  of  $5. 
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THE  NEWS- JOURNAL  COMPANY 

founded  in  1871 


have  engaged 


LOCKWOOD 

GREENE 

ENGINEERS, 

INC. 

whose  history  dates  back  to 
1832,,  to  design  their  new 
four-story  structure  and  to 
rearrange  certain  existing 
facilities. 


Early  in  1966,  these 
progressive  newspapers 
will  benefit  from 


Enlarged  news  and 
advertising  facilities 


•  Space  for  additional 
press  units 


•  Expanded  paper  storage  area 


•  Improved  mail  room  facilities 


New  truck  docks  and 
paper  handling  operations 


Retail 

General 

motive 

Financial 

Wichita  Bsacon-e  . 

421,395 

253,914 

238,594 

3,565 

Wichita  Eagle  t  Baacon-S  . 

248,417 

69,839 

15,416 

7,350 

Winstcn  Salem  Journal-m  . 

787,335 

261,476 

94,620 

31,193 

WInstoi -Salem  Sentinel-e  . 

759,014 

263,316 

92,841 

24,753 

Winston  Salem  Journal  & 

$entinel-S  . 

219,729 

24,217 

10,480 

14,719 

Worces'zr  Talagram-S  . 

395,136 

63,400 

10,312 

11,072 

Worcester  Teleqram-m  . 

395,167 

204,536 

112,493 

5,018 

Worcester  Gazette-e  . 

448,284 

226,686 

111,667 

13,670 

Younqstown  Vindicator-a  . 

280,642 

156,349 

117,886 

10,111 

Youngstown  Vindicator-S  . 

3,780 

8,316 

13,972 

— 

DIRECTORY  OF  FOOTNOTES 

ERIE  . Th«  N«wt  Morning  and  tho  Timas  Eyeninq,  ara  sold  in  optional 

combination.  Linaga  of  ona  adition  Timas  Evaning  is  shown. 

MERIDEN  . Racord  Morning  and  Journal  Evaning,  sold  only  in  combination. 

Linaga  of  ona  adifion  Racord  Morning  is  shown. 

OMAHA  . World-Harald,  Morning  and  Evaning,  sold  only  in  combination. 

Linaga  of  ona  adition  Morning  is  shown. 

ORLANDO  . Santinal  Morning  and  Star  Evaning,  sold  only  in  combination. 

Linaga  of  ona  adition  Santinal  Morning  is  shown. 

PEORIA  . Journal  Star,  Evaning  and  Morning,  sold  only  in  combination. 

Linaga  of  ona  adition  Evaning  is  shown. 

READING  . Eaqia  Evaning  and  Timas  Morning,  sold  only  in  combination. 

Linaga  of  ona  adition  Eagla  Evaning  is  shown. 

RIVERSIDE  . Entarprisa  Morning  and  Prass  Evaning,  sold  in  combination. 

Linaga  of  ona  adition  Entarprisa  Morning  is  shown. 

ROCKFORD  . Star  Morning  and  Ragistar-Rapublic  Evaning  sold  only  in  com¬ 

bination.  Linaga  of  ona  adition  Star  Morning  is  shown. 

SAN  BERNARDINO  ...Sun  Morning  and  Talaqram  Evaning  sold  in  optional  combination. 

Linaga  of  ona  adition  Sun  Morning  is  shown. 

TROY  . Racord  Morning  and  Timas-Racord  Evaning,  sold  only  in  com¬ 

bination.  Linaga  of  ona  adition  Racord  Morning  is  shown. 

WEST  PALM  BEACH  ..Post  Morning  a  Timas  Evaning  sold  only  in  combination.  Linaga 
of  ona  adifion  Post  Morning  is  shown. 


1964  ROP  Color  Linage  Supplifnl  by  Publisher 

Local  National  Local  National 


Local  National 

ALABAMA 

Decatur 

Daily-e  .  36.200  2,«0 

Daily-S  .  71,500  . 

Dothan 

Eagle-eSexsat.  320,390  ‘13,764 

Gadsden 

Times-eS  .  170,172  91,984 

Huntsville 

Times-e  .  985,221  149,912 

Times-S  .  418,820  6,062 

Tuscaloosa 

News-eS  .  231,336  86,254 


ARIZONA 

Tucson 

Arizona  Star-m  1,119,146 

Citizen-e  .  1,263,248 

Arizona  Star-S.  150,178 


ARKANSAS 

El  Dorado 

News-m  .  140,952 

Times-e  .  140,952 

News-S  .  17,542 

Fayetteville 
Northwest  Arkansas 

Times-e  .  99,270 

Fort  Smith 
Times 

Record-me  ..  673  652 

Southwest  Times 
Record-S  ...  202,930 

Harrison 

Times-eexsat.  .  51,860 

Little  Rock 
Arkansas 

Democrat-e  .  574,364 

Arkansas 

Democrat-S  .  34d,870 

Springdale 

News-eexsat.  . .  85,778 


Local  I 

CALIFORNIA 

Brawley 

News-eexsat.  ..  21,672 

Camarillo 

News-mexsat.  .  150,024 
Chico 
Enterprise- 

Record-e  ...  184,002 

Eureka 

Humboldt  Times 
&  Humboldt  Stand- 

ard-m&e  _  600,068 

Fresno 

Bee-e&S  .  489,972 

Fullerton 

News 

Tribune-e  ...  181,682 

Glendale 

News-Press-e  163.800 
Grass  Valley-Nevada  City 

Union-e  .  49,392 

Hanford 

Sentinel-e  .  122,304 

Inglewood 

News-e  .  481,608 

Martinez 

News 

Gaiette-m  . .  22,554 

Times-Herald-S  2,352 

Merced 

Sun-Star-e  _  45,801 

Newport  Beach-Costa  Mesa 
Orange  Coast  Daily 
Pilot-eexsat.  813,904 

Ontario-Upland 

Report-eS  .  655,398 

Polo  Alto 

Times-e  .  1,042,976 

Redding 

Record- 

Searchlight-e  238,462 

Redwood  City 

Tribune-e  .  562,240 

Richmond 

Independent-e  625,408 

{Continued  on  page 
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Color  Linage 

{Cowtinued  from  page  111)) 

Local  National 


fribune-eexsat. 

130,508 

1,120 

Salinas 

Califomian-e 

631.960 

55.867 

San  Fernando  Valley 

Valley 

Times-e  .  503,636 

136,280 

San  Luis  Obispo 
Telegram- 
Tribune-e  ... 

67,032 

54.802 

San  Mateo 

Times  &  Daily  News 
Leader-e  ...  181,214 

59.796 

Santa  Ana 

The 

Register-meS 

945,868 

309,014 

Santa  Barbara 
News-Press-eS  . 

815,864 

129,035 

Santa  Cruz 
SentInel-eSexsat. 

312,312 

21,056 

Santa  Marla 
Times-e  . 

91,110 

IB.222 

Santa  Monica 
Evening 
Outloolc-e  ••• 

268,254 

189,938 

Torrance 

South  Bay 
Breeze-eS  ... 

952,142 

68,366 

Tulare 

Advance- 

Register-e 

151,858 

232,260 

Turlock 

Joumal-e  . 

240,198 

7,182 

Visalia 

TImes-Delta-e  . 

129,965 

33,746 

Whittier 

News-e  . 

154,039 

30,105 

COLORADO 

Boulder 

Camera-eS  ...  1,127,658 

12,544 

Greeley 

Tribure  & 
Republican-e 

377,398 

4,116 

Pueblo 

Chieftain-m  ... 

339,574 

96,685 

Star-Journal  .. 

339,574 

96,685 

Star-Journal  &  Sunday 
Chieftain-S  74,048 

4.400 

Rocky  Ford 
Gazette-eexsat. 

9,408 

Sterling 

Journal- 
Advocate*e  . 

712,656 

16,313 

CONNECTICUT 

Bridgeport 

Telegram-m  ...  129  625 

281,339 

Post-eS  . 

129,625 

281  339 

Bristol 

Press-e  . 

120,538 

15,395 

Greenwich 

Times-eexsat. 

4,752 

25,624 

Meriden 

Record  & 
Journai-m&e 

91,875 

34.099 

Stamford 
Advocate-e  ... 

86,710 

101,078 

Torrington 
Register-e  _ 

48,706 

16,506 

Waterbury 

Republican-m 

100,607 

197,214 

American-e  ... 

192,855 

200,058 

Republican-S  . 

140,480 

6,704 

DELAWARE 

Wilmington 
News  & 

Journal-m&e.  50i,038 

FLORIDA 

bradenton 

Herald-e  .  37,574 

Herald-S  .  10,668 

Daytona  Beach 

Joumal-m  .  576.142 

News-e  .  565,306 

News- 

Journal-S  . . .  96,446 

Fort  Pierce 
News 

Tribune-eersat.  98,000 
News 

Tribune-S  ...  3,472 

Hollywood 

Sun-Tattler-e  ..  349,160 

Lake  Wales 
Highlander- 

eSexsat .  17,552 

Los  Gatos 
TImes-Saratoga 
Observereexsot.  4,634 
Ocala 
Star- 

Banner-eexsat.  188,160 
Star- 

Banner-S  ...  44,800 

Tallahassee 

Democrat-eexsat  155,848 
Democrats  .  28,462 


Local  I 
GEORGIA 

Columbus 

Engulrer-m  ...  276,472 

Ledger-e  .  276,472 

Ledger- 

Enquirer-S  ..  13,052 

Dalton 

Cltiien-News-e  16,363 

Gainesville 

Tlmes-eexsat.  ..  81,830 

TlmesS  .  17,710 

Macon 

Telegraph-m  119,003 

News-e  .  119,003 

Telegraph  & 

News-S  .  18,375 

Marietta 

Journaleexsat.  67,040 

Journals  .  6,316 

Waycross 

Waycross  Journal- 
Herald-e  _  61,880 

IDAHO 

Boise 

Statesman-meS  667,637 

Idaho  Falls 
Post- 

Reglster-meS  257,306 

Lewiston 

Tribune-m  _  170,688 

Tribuna-S  .  43,246 

Moscow 

Idahonlan-e  . .  246,409 

Pocatello 
State 

JournaleS  ..  163,310 

ILLINOIS 

Bloomington-Normal 
Pantagraph- 
(all  day  &  S)  403,466 

Canton 

Ledger-e  .  110,922 

Champaign- Urbana 

Courler-e  .  177,450 

Courler-S  .  29,176 

Chicago 

Calumet-e  ....  34.356 

Danville 
Commercial- 

News-e  .  433,090 

Commercial- 
News-S  ......  80.318 

East  St.  Louis 
Metro-East 

Journal-e  ...  7,200 

Metro- East 

Journal  s  . . .  2,400 

Freeport 
Journal- 

Standard-e  ..  345.478 

LaSalle 

News  Tribune-e  127,036 

Litchfield 

News-Herald-e  3,402 

Mattoon 
Journal- 

Gazette-e  . . .  293,076 

Moline 

DIspatch-e  . . .  583,842 

Monmouth 
Review 

Atlas-e  .  36,680 

Quincy 

Herald-Whig-eS  315,546 
Rock  Island 

Argus-e  .  846.552 

Rockford 

Star-m  .  999.628 

Register 

Republic-e  .  1,233,862 

Star-S  .  242.354 

Waukegan 

News-Sun-e  665,294 

INDIANA 

Anderson 

Herald-mexmon.  218  330 

Bulletin-e  .  235,877 

Herald-S  .  17  542 

Connersville 

News- 

Examiner-e  ..  69,013 

Crawfordsville 
Journal- 

Revlew-m&e  44,842 

Indianapolis 

Star-m  .  388.862 

News-e  .  378  690 

Star-S  .  39U66 

Jasper 

Herald-e  .  84,694 

Lafayette 
Journal  & 

Courler-e  ...  998,179 

Lebanon 

Reporter-e  ....  21,168 

Logansport 

Press-mexmon.  311,241 

Pharos 

Tribune-egxsat.  311,241 

Pharos  Tribune  & 

Press-S  .  44,457 

Madison 

Courler-e  .  57.120 


Local  National 


Portland 
Commercial- 
Rev  lew -e 
Shelbyville 
News-e 


Local 

MASSACHUSETTT 


...  152,166 

.  206,318 

IOWA 


TrIbune-e  . 

157,731 

2,996 

Burlington 

Hawl- 

Eye-eSexsat. 

462,182 

43,666 

Carroll 

Times  Herald-e 

63,672 

13,244 

Cedar  Rapids 

The 

Gazette-e&S 

999,684 

189,565 

Clinton 

Herald-e  . 

159,894 

50,776 

Davenport 
Times-Democrat- 
all  day  &  S  . 

313,650 

250,698 

Dubuggue 

Telegraph. 

Herald-eexsat, 

348,124 

52,983 

Telegraph- 
Herald-S  .... 

107,058 

12,484 

Keokuk 

Gate  City-e  .. 

499,199 

13,242 

Mason  City 

Globe 

Gazette-e  . . . 

308,126 

45,150 

Muscatine 

Journal-e  . 

675,220 

82,173 

Oelwein 

Register-e  .... 

129,752 

3,808 

Oskaloosa 

Herald-e  . 

21,816 

12,349 

Ottumwa 

Courier-e  . 

339,054 

26,220 

Sioux  City 
Journal-all  day 

269,423 

137,407 

Journals  . 

81,998 

61,726 

Spencer 

Reporter-eexsat. 

61,775 

KANSAS 

Atchison 

Globe-eSexsat. 

73,962 

12,000 

El  Dorado 

TImes-e  . 

30,884 

42,000 

Garden  City 
Telegram-e 

52,850 

6,552 

Hutchinson 

News-all  day  &  S 

255,171 

113,071 

Junction  City 
Union-e  . 

314.899 

18,970 

Kansas  City 
Kansan-eexsat. 

466.911 

29,719 

29,312 

Lawrence 

Journal- 
World-e  ... 

182,168 

24,976 

Leavenworth 
Times-eexsat.  . . 

14,408 

17,056 

S  428 

Newton 

Kansan-e  . 

147,406 

1,015 

KENTUCKY 

Lexington 

Herald-m  . 

243,831 

212,166 

Leader-e  . 

243.831 

212,166 

Herald- 
Leader-S  _ 

37,408 

27,992 

Madisonville 

Messenger-e 

33,600 

Middlesboro 
News-e  . 

197,946 

5,698 

Paducah 

Sun-Demo- 

crat-eSexsat. 

801,010 

65,408 

LOUISIANA 

Baton  Rouge 
Advocate-m  ... 

496.846 

264,754 

State-TImes-e 

496,846 

264,754 

Advocate-S  . . . 

312,186 

24,248 

Hammond 
Star-eexsat.  ... 

176,428 

10,262 

Jennings 
News-eexsat.  .. 

81,564 

57,896 

Monroe 

World-m  . 

257,832 

119,640 

News- 

Star-eexsat.  . 

255,771 

83,889 

World-S  . 

163,837 

3,878 

New  Iberia 
Iberian-eSexsat. 

38,528 

72,240 

MAINE 

Biddeford 

Saco  Journal-e 

158,494 

3,759 

Lewiston 

Sun- 

Journal-m&e 

153,580 

72,142 

Waterville 
Sentinel-m  .... 

215,502 

14,273 

MARYLAND 

Cambridge 
Banner-e  . 

18,096 

23,016 

Frederick 

Post-m  . 

67,000 

22,250 

News-e  . 

67,000 

22,250 

Hagerstown 
Herald-m  . 

177,702 

40,114 

Mail-e  . 

177,702 

40,114 

EDITOR  8c  P 

Enterprise  & 
TImes-e  . 

159.656 

Fitchburg 
Sentinel-e  . 

235,635 

Greenfield 
Recorder- 
Gazette-e  . . . 

94,715 

Holyoke 
Transcrlpt- 
Telegram-e  - 

171,136 

Milford 

News-e  . 

43,974 

North  Adams 
Transcript-e 

10,906 

Pittsfield 

Berkshire 

Eagle-e  . 

282,674 

Salem 

News-e  . 

82,586 

Waltham 

News-Tribune-e 

114.422 

MICHIGAN 

Albion 

Recorder-e  _ 

17,136 

Alpena 

News-e  . 

20,958 

Ann  Arbor 
News-e  . 

221  802 

Battle  Creek 
Enquirer  and 
News-eS  ... 

1,151,899 

Bav  City 

Times-e  . 

151. 151 

TImes-S  . 

39,700 

Benton  Harbor 
Ncws- 

Palladium-e 

174,146 

Cadillac 

News-e  . 

19,362 

Escanaba 

Press-e  . 

23,030 

Flint 

Journal-e  . 

470  915 

Journals  . 

124,583 

Jackson 

Citizen 

Patriot-eS  ...  292,040  I56,IM 

Lansing 
State 

Journal-eS  1,965,782  336,131 

Manistee 
News- 

Advocate-e  26,122  13,511 

Muskegon 

Chronicle-e  ...  255,906  157,114 

Niles 

Star-e  .  192.962  21.754 

Owosso 

Argus-Press-e  99,834  17,810 

Petoskey 

News-Review-e  1.960  . 

Started  Color  in  October.  1964 

Pontiac  _ 

Press-e  .  733,191  243,752 

Port  Huron 

Times  Herald-e  470,974  110,092 

Times  Herald-S  46,452  1,000 

Saginaw 

News-e  .  327.992  267,351 

News-S  .  161  942  7,428 

St.  Joseph  _ 

Herald-Press-e  68,782  37,234 

Ypsilanti 

Press-e  .  94,507  30,608 

MINNESOTA 

Albert  Lea 

Tribune-eexsat,  141,967  24.602 

Tribune-S  .  25,585  . 

Duluth 

News-Trlbue-m  231,007  H5,85 

Heralds-e  ....  307,069  145.851 

News-Tribune-S  146,944  38,184 

Fairmont  , 

Sentinel-e  .  234,206  7,480 

Faribault  „ 

News-e  .  32.340  6.W 

Hlbbing  , 

Tribune-e  .  179,298  11.858 

Mankato 

Free  Press-e  ..  478.640  24,136 

New  Ulm 

Journaleexsat.  161,322  5,152 

Journal 

Review-S  . . .  35,362  . 

Owatonna 
People's  Press- 

mSexmon.  ..  2,352  . 

Red  Wing 

Republican  , 

Eagle-e  .  33,810  6,200 

Rochester  ^ 

Post-BulletIn-e.  654,444  57,428 

Willmar  i 

West  Central 

Tribune-e  ...  49.770  5,026 

Winona 

News-eexsat.  . .  57,453  43,736 

News-S  .  61.706  1.008 

(Continued  on  page  125) 
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WORLD  TRADER 


From  Argentina  to  Australia  . . .  from  Tanzania  to  Turkey,  GM's  familiar  trademark 
is  constantly  on  the  go  from  country  to  country  throughout  the  world. 

With  49  manufacturing,  assembly  or  distribution  centers  in  22  foreign  countries, 
employing  more  than  150,000  people.  General  Motors  sells  its  products  in  more 
than  150  countries. 


Who  benefits?  Everybody.  Overseas  customers  get  vehicles  and  other  useful  prod¬ 
ucts  built  to  their  precise  requirements.  Resultant  taxes,  wages  and  technical  skills 
help  stimulate  the  economy  of  foreign  countries.  The  U.  S.  gets  vital  inflow  of 
dollars  from  overseas  sales. 


And  it's  all  made  possible  by  the  people  of  General  Motors  ...  at  home  and 
abroad. 


General  Motors  Is  People 


making  better  things  for  you 


Color  in  Retailing 

(Conthmed  from  page  16) 

to  match  any  specified  hue.  The  book  is 
a  basic  working  tool  of  the  color  adver¬ 
tiser.  Copies  are  available  through  the 
ANPA  Research  Institute,  Inc.,  750 
Third  Avenue,  New  York  17,  New  York. 

Preparation  of  Artwork 

The  mechanics  of  newspaper  color  re¬ 
production  require  forethought  in  the 
preparation  of  artwork.  Best  results  will 
be  obtained  if  the  following  suggestions 
are  observed: 

In  laying  out  the  ad,  keep  the  use  of 
color  bold  and  simple  for  maximum  im¬ 
pact. 

Avoid  designing  ads  with  small  areas 
requiring  hairline  registration  of  2,  3 
or  4  plates. 

If  you  use  a  color  tint  block  behind 
type,  make  sure  the  block  is  large  enough 
so  that  variations  in  register  will  not 
move  part  of  the  type  outside  the  tint 
block. 

Avoid  typography  in  light  colors  such 
as  baby  blue.  To  ink  the  type  heavily 
enough  to  be  legible  it  is  necessary  to 
flood  the  plate,  with  consequent  offset 
on  the  facing  page. 

Illustrations  or  type  in  light  shades 
of  yellow  have  low  visibility  unless  out¬ 
lined  in  black. 

For  best  reproduction,  avoid  the  use 
of  large  solid  color  areas  behind  the  mer¬ 
chandise  illustration.  They  are  difficult 
to  print  evenly,  and  they  are  not  neces¬ 
sary  to  command  attention. 

Where  solid  color  areas  are  manda¬ 
tory,  specify  a  90%  Ben  Day  screen. 
The  printed  area  will  appear  solid,  but 
the  halftone  dot  will  help  to  eliminate 
streaks  and  variations  in  tone. 

Often  a  set  of  spot  color  plates  can 


be  made  from  a  pair  of  stereo  plates 
cast  from  the  same  mat.  All  areas  to 
appear  in  the  spot  color  are  routed  out 
of  the  black  plate  and  all  areas  to  ap¬ 
pear  in  black  are  routed  out  of  the  color 
plate. 

ROP  full-color  photo  reproductions 
have  most  brilliance  and  sparkle  when 
engravings  are  made  from  a  dye  trans¬ 
fer  print.  Engravings  made  from  origi¬ 
nal  positive  transparencies  tend  to  pro¬ 
duce  muddy  ROP  color  reproductions. 

Where  original  copy  is  produced  by  an 
artist  rather  than  by  a  photographer, 
make  sure  that  the  original  is  executed 
in  watercolor  or  casein,  not  too  heavily 
applied.  These  produce  better  newspaper 
color  reproductions  than  originals  in  oil 
paint,  pastels  or  other  coloring  media. 

In  designing  the  multi-color  ad,  avoid 
close  positioning  of  elements  with  similar 
tone  values;  the  colors  tend  to  blend  to¬ 
gether  and  lose  impact. 

There  are  many  more  rules  than  space 
will  accommodate,  but  the  observance  of 
the  above  will  go  far  to  insure  satisfac¬ 
tion  with  the  reproduction  quality  of  the 
ROP  color  ad. 

Liaison  with  Retailer 

It  also  is  most  useful  to  establish 
close  liaison  between  the  spokesman  for 
your  newspaper’s  color  production  staff 
and  the  individual  preparing  the  color 
copy  for  the  retailer.  When  the  news¬ 
paper  color  staff  knows  what  color  effect 
the  retailer  is  trying  to  achieve,  its  mem¬ 
bers  can  make  helpful  suggestions  at 
every  stage  of  preparation,  and  are  in 
the  best  possible  position  to  see  that  the 
retailer’s  intent  is  reflected  in  the  printed 
ad. 

Your  newspaper  production  people  are 
continually  alert  to  improve  color  repro¬ 
duction  techniques. 

To  assist  in  the  selling  and  most  effec¬ 
tive  use  of  ROP  color,  newspaper  ad 


managers  who  are  not  already  doing  n 
might  profitably  begin  to  collect  ROP 
color  tear  sheets  from  exchange  tapen 
and  from  their  opposite  numbers  in  othtr 
cities. 

Such  a  file  is  invaluable  in  demonstnt-* 
ing  the  power  of  ROP  color  when  prop 
erly  used.  The  “horrible  examples”  an 
useful  in  proving  your  point  when  at' 
tempting  to  dissuade  an  artist  from  u 
approach  not  suited  to  the  mechania 
of  newspaper  ROP  color. 

Presentation  Material 

Your  collection  of  ROP  color  teat 
sheets  becomes  a  powerful  presentatioi 
tool  when  you  attempt  to  interest  a  re¬ 
tailer  in  beginning  or  improving  an  ROP 
color  advertising  program.  The  samplei 
provide  many  fresh  and  unusual  crea¬ 
tive  ideas  that  can  be  adapted  to  a^•  ' 
counts  in  your  city  with  minor  modifica¬ 
tion.  Finally,  they  serve  as  a  visoal 
training  aid  for  newspaper  space  salea 
men,  enabling  them  to  see  exactly  what 
happens  when  ROP  color  copy  prepara¬ 
tion  rules  are  followed — and  when  thej 
are  not. 

In  this  day  of  sharpening  competitioa, 
every  retailer  ought  to  be  aware  that 
ROP  color,  properly  used,  offers  tr^ 
mendous  promotional  advantages. 

ROP  color’s  performance  against  bfht 
copy,  impressive  though  it  is,  should  not 
be  evaluated  only  on  the  basis  of  addi¬ 
tional  cost  and  additional  merchandiat 
units  sold. 

The  big  and  often  hidden  extra  bene¬ 
fit  is  the  affirmative  attitude  that  truly 
creative  color  copy  builds  in  the  mind 
of  the  reader  who  is  not  in  the  market  ^  ^ 
today,  but  who  may  be  tomorrow — and^ 
who  then  will  come  first  to  the  colot 
advertiser’s  store  because  of  a  powe^ 
ful  conviction  that  this  is  the  best  place 
to  supply  the  need. 


Variations  in 
Ads  Displayed 

Salt  Lake  City 

An  abundance  of  hues  and 
sizes  mark  color  advertising’s 
expansion  in  the  Sait  Lake  Trib¬ 
une  and  the  Deseret  News, 
separately-owned  dailies  here. 

Announcements  of  sales  under 
banners  with  letters  in  five  dif¬ 
ferent  colors  and  multi-color 
copy  in  sizes  as  small  as  a  single 
column  have  been  published 
here. 

The  color  miniatures  appeared 
in  the  Home  magazine  section  of 
the  Tribune  in  a  layout  carried 
on  the  center  spread.  There  were 
eight  different  ads  in  color 
placed  by  as  many  firms. 

Smallest  of  the  group  was  a 
one  column  by  four-inch  mobile 
homes  ad.  It  was  printed  in  red, 
blue,  yellow  and  black. 

Two-column  ads  on  this 
double-truck  included  carpet 
copy  in  three  colors  and  black. 


Five  were  two  colors  and  black. 
The  eighth  color  ad  was  red  and 
black. 

The  letters  of  the  banner, 
“Appreciation  Days  in  Sugar 
House,”  were  in  five  alternately 
used  colors  at  the  top  of  a  full 
page  ad  on  a  section  page  of 
the  Deseret  News.  The  back  page 
carried  full-color  carpet  copy. 

Full  page  ads  on  the  first  and 
last  pages  of  Deseret  News  sec¬ 
tions  included  four  colors  and 
black  pages.  The  double  cover 
of  a  full-page  section  on  Cotton¬ 
wood  Mall,  a  shopping  center, 
was  in  two  colors  and  black. 

A  10-full  page  “Go  Fishing” 
section  confined  its  color  dis¬ 
play  to  a  green  and  black  cover. 
Top  outdoor  black  and  white 
photos  marked  the  editorial  con¬ 
tent. 

The  Tribune  uses  full  page 
editorial  color  Home  magazine 
covers  whether  the  section  be 
dedicated  to  skiing  or  foreign 
travel.  Prince  Valiant  of  the 
color  comics  cavorts  inside  in 
color  when  full  color  photos  are 
not  used. 


A  recent  24-page  Tribune  tab¬ 
loid  report  on  Utah  manufac¬ 
turing  used  a  color  cover  for 
distinction.  The  rest  of  the  sec¬ 
tion  was  in  black  and  white. 

• 

Chips  Present 
Colorful  Trip 

Portland,  Ore. 

A  trip  to  the  moon  or  $2500 
in  cash  is  offered  in  color  adver¬ 
tising  placed  by  Blue  Bell  Pota¬ 
to  Chips  in  a  sweepstakes  con¬ 
test  campaign  developed  by  Cole 
&  Weber’s  offices  here. 

The  moon  trip  designation 
was  carefully  qualified  with  the 
notation  that  the  jaunt  was  for 
one-way  only.  The  drawing  will 
be  held  before  May  30.  The  con¬ 
test  ends  April  30. 

Large  two-color  ads  with  re¬ 
peat  copy  in  black  and  white 
were  placed  in  the  Seattle 
(Wash.)  Times,  Spokane 
(Wash.)  Spokesman-Review, 
Eugene  (Ore.)  Register-Guard 

EDITOR  at  PL 


and  the  Portland  (Ore.)  On- 
gonian. 

Black  and  white  advertisiB* 
was  scheduled  in  the  Portlad 
(Ore.)  Oregon  Journal,  Seattk 
(Wash.)  Post-Intelligencer,  Stir 
em  (Ore.)  Journal  &  Statesmm, 
Tacoma  (Wash.)  News-Tribwu, 
Yakima  (Wash.)  Herald-Rejmh- 
lie  and  Butte  (Mont.)  Sfowi- 
ard  &  Post. 

A  heavy  schedule  of  television  « 
and  radio  spots  rounded  out  the  ^ 
Blue  Bell  campaign.  I 


Legal  Rate  Raised 

Santa  Fe,  N.  M. 

Governor  Jack  Campbell  h« 
signed  a  measure  which  raise* 
the  maximum  rate  for  legal  ad¬ 
vertising  from  12  to  15  cents* 
column  line  for  the  first  inser¬ 
tion,  from  10  to  12  cents  a  line 
for  each  subsequent  publicati» 
Legal  ad  rates  were  raised  2c  *#  ^ 
line  eight  years  ago.  Prior  to 
that  time  legal  ad  rates  in  Ne* 
Mexico  had  not  been  increased 
for  more  than  25  years. 

BLISHER  for  March  27,  1965 


122 


IN  MIAMI,  COLOR  SELLS  THE  FLAVOR! 


It's  easy  to  tell  which  brother  has  the  chocolate  and  which  the 
strawberry  ice  cream.  Color  adds  the  flavor  and  color  flavors  the  ad! 

Again  in  1964,  The  Miami  Herald  was  the  nation's  most  colorful 
newspaper,  according  to  Media  Records,  official  tabulator  of  the 
newspaper  industry. 

The  credit  really  goes  to  our  advertisers  who  know  that  the  use 
of  color  can  help  push  their  profit  solidly  in  the  black.  That's  the  plain, 
uncolored  truth  behind  the  40.6%  increase  of  color  by  Herald  adver¬ 
tisers  over  last  year  — a  gain  of  1,386,730  lines. 

MmmmmmI  Doesn't  that  ice  cream  look  good  enough  to  BUY? 


TOP  THREE  NEWSPAPERS  IN 
COLOR  ADVERTISING,  1964 


1.  THE  MIAMI  HERALD 

2.  THE  LOS  ANGELES  TIMES 

3.  THE  MILWAUKEE  JOURNAL 


4,801,654  LINES 
3,476,967  LINES 
3,225,032  LINES 


THE  MIAMI 


Herald 


REPReSENTED  NATIONALLY  BY 
STORY,  BROOKS  B  FINLEY,  INC. 

MEMBER  OF  FLORIOA’S  GOLDEN  MARKETS  GROUP 


Success  Stories 

{Continued  from  page  19) 

of  dealers.  The  color  more  than  doubled 
men’s  interest  and  increased  women’s  by 
53%.  Dealer  listings  like  this  cannot  be 
done  effectively  by  tv  or  radio. 

*  *  • 

11.  And  for  a  final  national  ad — a 
regional  account.  Here  is  a  partial  page 
split  run,  two  color  and  black  ad.  The 
color  earned  a  tremendous  advantage 
over  its  black  and  white  counterpart.  Not 
only  in  readership  and  retention  figures, 
but  also  in  actual  response  and  sales  re¬ 
sults.  This  ad  points  out  another  ad¬ 
vantage  of  ROP  color — it  increa.sed  the 
impact  of  a  special  offer.  In  fact  the 
color  pulled  four  to  one  in  coupons. 

«  *  * 

12.  Back  to  retail.  Here  is  a  super¬ 
market  ad  which  ran  in  the  Salt  Lake 
Tribune.  Color  is  important  to  Albert¬ 
son’s.  According  to  Mr.  Albertson,  “We 
find  that  color  sets  us  apart  from  other 
retail  food  advertising  and  makes  our 
‘specials’  more  exciting.’’  “We  believe 
color  is  worth  the  extra  cost  as  an  ‘insur¬ 
ance’  in  making  our  initial  advertising 
expenditure  more  productive.” 

«  «  « 

13.  This  ad,  for  The  Nebraska,  ran  in 
the  Omaha  World  Herald.  According  to 
William  K.  DeRoose,  they  dominate  the 
men’s  field  and  consider  that  color  ad¬ 
vertising  is  an  important  factor  in  their 
success.  They  ran  20  color  ads  in  1964, 
half  of  them  in  full  color.  Mr.  DeRoose 
said,  “I  realize  space  size  is  important, 
but  we  are  a  specialty  store  and  cannot 
attempt  to  out-advertise  our  department 
store  competitors.  Out  next  best  move 
is  to  buy  color.  By  using  color  in  a 
dramatic  way  at  strategic  times,  we  can 
offset  to  some  extent  the  advantage  of 
space.  Color  addjt  stature  to  our  quality 
image  and  projects  fashion  in  a  desirable 
manner.  Our  department  store  competi¬ 
tors  use  color  too,  but  by  concentrating 
our  color  ads  in  the  Spring  and  Fall  sea¬ 
sons  our  fashion  impact  can,  we  feel, 
equal  the  department  store’s  total  pro¬ 
motion.” 

«  *  • 

14.  Here  is  a  Dayton’s  ad  which  ran 
in  the  Minneapolis  Star.  This  year  Day¬ 
ton’s  wanted  to  do  a  better  job  of  pi'O- 
moting  their  men’s  wear  department  and 
selected  newspaper  color.  'To  test  color, 
they  developed  in  their  own  art  depart¬ 


ment  this  four-color  ad.  According  to 
Dayton’s,  the  promotion  was  terrific,  so 
terrific  they  developed  three  more  simi¬ 
lar  ads.  According  to  the  store  manager, 
they  sold  out  many  items.  In  spite  of 
additional  cost  for  art  and  engraving, 
they  thought  it  was  one  of  their  most 
outstanding  promotions  this  Fall. 

m  m  m 

15.  Here  is  an  ad  for  a  Brandeis  white 
sale  which  ran  in  the  Omaha  World  Her¬ 
ald.  (And  did  it  ever  strike  you  as  sig¬ 
nificant  that  “white  sale  ads”  are  run 
in  full  color,  many  times  without  any 
white  goods  being  featured?)  According 
to  Peter  Chapel,  Advertising  Director, 
“When  properly  used,  spot  color  greatly 
increases  the  ‘remembrance  factor,’  de¬ 
veloping  additional  floor  traffic  and  mail 
inquiries  for  days  after  the  ad  appears. 
We  made  great  use  of  color  to  tie  store¬ 
wide  promotions  together  when  we  feel 
a  strong  impact  is  necessary.  At  Bran¬ 
deis,  we  will  continue  to  use  color  in 
the  future,  but  will  use  it  primarily  to 
develop  and  continue  our  image  style 
which  we  feel  is  necessary  today  in  an 
extremely  competitive  market!” 

*  «  * 

16.  Here  is  a  cosmetics  promotion  that 
ran  in  the  Houston  Chronicle  for  E.  S. 
Levy  which  helped  produce  a  gain  of 
124%  over  previous  year  in  all  lines  of 
cosmetics  for  the  store. 

*  *  * 

17.  Even  financial  ads  make  effective 
use  of  color.  Here  is  a  very  successful 
one  for  Capital  City  Bank  that  ran  in 
the  Des  Moines  Register  Tribune.  It  was 
part  of  a  20-page  series  all  in  color.  This 
particular  ad  produced  12,000  registra¬ 
tions.  Consistent  newspaper  users,  the 
Capital  City  Bank  has  shown  more 
growth  than  any  other  bank  in  the  City 
of  Des  Moines. 

«  «  * 

18.  The  Wisconsin  Savings  And  Loan 
League  has  been  using  color  ads  such 
as  this  for  the  past  five  years  in  the 
Milwaukee  Journal.  These  ads  now  ap¬ 
pear  weekly.  Mr.  Seramour  attributes 
much  of  their  success  to  this  color  pro¬ 
gram.  Proof  of  this  fact  is  that  they 
have  increased  the  number  of  insertions 
each  year.  Numerous  associations  in 
other  metropolitan  areas  are  starting 
similar  programs  using  the  Wisconsin 
Savings  and  Loan  League  printing  ma¬ 
terial  supplied  by  the  ROP  Color  Service. 

*  «  * 

19.  And  a  dramatic  use  of  color  to 


sell  lots  in  Texas,  and  it  really  sol  I  them.  1 
This  unusual  and  attractive  real  estate 
ad  appeared  in  the  Houston  Chronic 
and  produced,  according  to  the  develop, 
ers,  results  far  beyond  their  ixpecU-W  •* 
tions.  A  record  number  of  piospeeti 
visited  the  development  even  though  it 
was  175  miles  away  from  Houston.  Tbe 
developer  said,  “It  produced  sales  n. 
suits  to  well  off-set  additional  color 
costs.” 

*  *  * 

20.  A  Del  Monte  ad  quite  conclusivelj 
proves  the  tremendous  attention-gettinj 
power  of  good  ROP  color.  This  ad  pro¬ 
vided  a  record  breaking  95  percent  worn-  » 
en-noted  score.  Mr.  Stone  of  DanitI  | 
Starch  and  Associates,  who  conducts  f 
regular  readership  studies  for  Million 
Market  Newspapers,  Inc.,  said,  “I  knov^Vr 
of  no  other  media  capable  of  delivering 

so  close  to  total  coverage.” 

«  •  « 

21.  A  Mustang  ad,  another  reconi 
breaker  which  ran  in  the  Philadelplm 
Bulletin,  produced  95%  men-noted,  94% 
seen  and  associated,  and  49%  read  moot 
The  women  responded  in  addition  to  this 
high  readership  of  men,  to  the  tune  of 
67%  women-noted,  60%  seen  and  as¬ 
sociated,  and  10%  read  most. 

Yes,  the  flexibility  and  diversity  of 
uses  for  ROP  color  are  truly  amazing. 

It  really  serves  the  advertiser  from  soup 
to  nuts.  We  could  double  or  triple  the 
number  of  examples  of  the  successful 
uses  of  color  in  newspapers  throughout 
the  country. 

From  these  illustrations  you  can  easily 
see  why  this  statement — “Color  breedim* 
color” — has  become  an  axiom.  Nothing 
sells  ROP  color  advertising  better  than 
ROP  COLOR. 

ROP  COLOR  is  definitely  prescribed 
when  your  diagnosis  of  business  prob¬ 
lems  in  your  area  calls  for — 

1.  Sales  for  tomorrow 

2.  Increased  store  traffic 

3.  Up-grading  quality  merchandise 

4.  Making  special  events  exciting 

5.  Creating  an  impression  of  size  and 
importance  quickly 

6.  Making  a  store  the  “remembered" 
one  for  future  buying  needs. 

If  any  of  your  accounts  has  any  of 
these  problems,  why  not  try  the  tried 
and  true  proven  action  medium  in  ROP 
color  newspapers? 


Color  Booms 
Food  Linage 

Portland,  Ore. 

The  use  of  color  on  redesigned 
food  pages  in  the  Oregon  Jour¬ 
nal  gained  attention  from  ad¬ 
vertisers  as  well  as  from 
readers. 

For  results  include  the  ex¬ 
pansion  of  two  retail  food  chain 
advertisers  to  eight.  Journal 
records  reveal.  A  single  color 
was  used  to  supply  the  added 
identification  of  the  Thursday 


market  section  of  the  afternoon 
newspaper. 

The  change  in  design  and  the 
color  helped  provide  stronger 
food  identity.  And  a  promo¬ 
tional  campaign  backed  up  the 
visual  change,  it  was  pointed 
out  by  Richard  K.  Millison,  pub¬ 
lic  relations  manager  of  the 
Oregon  Journal  and  the  Ore¬ 
gonian,  morning  and  Sunday 
affiliate. 

Tint  blocks  and  color  head¬ 
lines  are  alternated.  The  upper 
portion  of  the  food  section’s  first 
page  also  regularly  carries  a 
layout  of  page-width  illustra¬ 
tions. 


A  special  “home  and  family” 
masthead  which  may  run  from 
two  to  four  columns  appears 
under  the  color  and  art  layout. 
A  card  reading  “With  Mary 
Cullen  to  serve  you”  is  included 
in  the  mast.  The  Journal’s  food 
editor  writes  the  page’s  lead 
story. 

Color  also  is  used  in  Thurs¬ 
day  editions  for  the  first  page 
of  the  Oregon  Journal’s  two 
zone  editions,  Metro-East  and 
Metro-West.  The  added  hue  to 
the  mastheads  make  these  sec¬ 
tions  pop-out  for  readers,  it  is 
explained. 

These  editions  carry  zoned 


news,  advertising  and  feature? 
for  the  two  central  area  por-  j 
tions  of  Portland.  ] 

A  masthead  with  color  | 
Ixirders  and  special  art — a  cow-  { 
girl  for  the  West  and  a  risiai 
sun  for  the  East — designate  the 
separately-made  up  sections. 

• 

Norelco  Promotion 

North  American  Philips  Cffl*- 
pany  has  announced  a  Mother’ll 
Day  dealer  promotion  for  it 
Lady  Norelco  home  hair  dryer. 

It  includes  free  listings  in  600-  ^ 
line  ads  in  69  newspapers  in  57 
markets,  April  27  and  28. 
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Color  Linage 

(Cordinued  from  page  120) 


Biloxi  Gjlfport 
Herald-e  ... 
Greenwood 
Common, 
wealth-e  . 
Laurel 

Leader-Call-i 

Pascagoula 

Chronicle- 

eSexsat. 

Tupelo 

Journai-m 


Boonville 

News-e 

Carthage 


Local  National 
MISSISSIPPI 

334,334 


8,792 

176,120 


109,396 

42,595 

97,580 


NEW  YORK 

Jamestown 

Post-Journale  451,633 

Kingston 

Freeman-e  _  200,578 

Lockport 
Union-Sun  & 

Journal-e  ...  140,980 

New  York 
Home  Furnishings 

Daily-dexsat . 

New  York 
Daily  News  Rec- 

ord-dexsat . 

New  York 


.  57,918 

39,284 

Women's  Wear 
Daily-dexsat. 
Staten  Island 

....  425,486 

57,110 

Advance-e  .... 
Niagara  Falls 

301,624 

MISSOURI 

Gazette-e  _ 

Gazette-S  _ 

112,392 

80,808 

.  11,760 

2,352 

Oneonta 

Star-m  . 

90,902 

.  26,012 

1,015 

Poughkeepsie 
Journal-e  . 

81,504 

Journal'S  . 

38,497 

Chillicothe 
Constitution- 

Trib_une-e  ...  49,438  16,876 

^Tribune-eexsat.  156,716  14,588 

Tribune-S  .  17,696  . 

'’°llobe-mS  .  180,096  46,150 

News  Heraid-e  145,670  46,150 

'^*Democrat-e  ...  193,592  22,092 

Ledger-e  .  16,800  1,400 

St.  Joseph  _ 

Gazette-mexsat.  27,268  142,795 

Press-eexsat.  115,317  139,591 

News-Press-S  16,893  15,638 

Sedalia 

Capital-m  ....  61,600  47,674 

Democrat-e  ...  61,600  47,674 

Democrat- 

Capital-S  ...  5,768  1,000 

Springfield 
News  Leader  & 

Press-m&e  ..  156,534  122,811 

News  & 

Leader-S  ....  106,372  23,314 

MONTANA 

Butte-Anaconda 
Montana  Standard 
S.  8utte 

Post-mS  .  181,128  82,839 


70,631 

33,399 

13,566 

204,750 

181,125 

288,000 

216,512 

161,098 

7,070 


84,748 

2,400 


NORTH  CAROLINA 

Asheville 

Citizen-m  .  311,808 

Times-e  .  393,512 

Citizen- 

Times-S  .  93,184 


89,726 

27,368 


2,128 


Burlington 

Times-News-e  123,732 
Concord 

Tribune-exS  ...  66,570 

Goldsboro 

News-Argus-e  59,717 

Greensboro 
News  & 

Record-meS  999,096 

Hickory 

Record -e  .  61,096 

Washington 

News-e  .  12,068 

Wilwington 

Star-m  .  223,090 

News-eexsat.  223,090 

Star-News-S  68,712 

Wilson 

Times-e  .  81,235 

NORTH  DAKOTA 

Bismarck 

Tribune-e  .  331,324 

Fargo 

Forum  &  Tribune 
Moorhead  News- 

m&S  .  587,675 

Minot 

News-e  ....  395,710 

OHIO 

Ashland 

Times-Gazette-e  145,194 

Athens 
Messenger- 

eSexsat .  20,806 


21,504 

Bowling  Green 
Sentinel- 

35,854 

Tribune-e  ... 
Cambridge 

36,008 

22,000 

13,594 

Jeffersonian-e  . 

70.042 

18,432 

Cdnton 

575,288 

Repositorye&S 

Defiance 

Crescent. 

671,510 

348,292 

50,390 

News-e  . 

East  Liverpool 

191,816 

47.962 

10,682 

Review-e  . 

Elyria 

Chronicle- 

89,953 

95,302 

49,750 

49,750 

Telegram-e 

Fairborn 

429,716 

41.343 

Herald-eexsat. 

Fostoria 

28,000 

4,000 

11,490 

Review  Times-e 
Fremont 

News- 

38,045 

38,537 

Messenger. e 
Hamilton 

265,496 

30,900 

Journa)-New$-e 

Kenton 

195,364 

109,730 

140,409 

Times-e  . 

Lancaster 

Eagle- 

29,372 

28.728 

48,190 

6azette-e  . . . 

Lorain 

94,080 

15,244 

31,682 

Journal-e  . 

Mansfield 

News 

275.734 

76,278 

Journal-e _ 

522,081 

114,463 

18,382 

( Continued 

on  page  126) 

Tacoma  isn’t  the  only  puppy  in  the  yard 


NEBRASKA 

Columbus 


Telegram-e  ... 
Grand  Island 

118,258 

43,424 

Independent-e  . 
Hastings 

1,387,232 

77,819 

Tribune-e  . 

Kearney 

511,658 

48,982 

Hub-e  . 

Lincoln 

513,366 

2,534 

Star-m  . 

644,056 

258,973 

Journal-e  . 

644,056 

258,973 

Journal-Star-S  . 
Nebraska  City 
News- 

180,404 

13,769 

Press-eSexsat. 
North  Platte 
Telegraph 

14,000 

Bulletin-e  ... 

188,440 

18,200 

NEVADA 

Reno 

Nevada  State 

Journal-m  .. 

5.888,800 

803,544 

Gazette-e  _ 

Nevada  State 

9,222,094 

895,594 

Journal-S  ... 

2,908,892 

98,588 

NEW  HAMPSHIRE 

Nashua 

Telegreph-e 

Portsmouth 

56,889 

26,404 

Herald-e  . 

100,352 

19,094 

NEW  JERSEY 

Dover 

Advance-eexsat. 

Passaic-Clifton 

53,227 

Herald-News-e 

Vineland 

96,964 

236,488 

Times  Journal-e 

125,840 

17,907 

NEW  MEXICO 


Carlsbad 


Current- 

Argus-eSexsat. 

Farmington 

370,650 

5,684 

Tlmes-eS  . 

Gallup 

117,964 

13,888 

Independent- 

eSexsat . 

Hobbs 

79,170 

2,205 

News- 

Sun-eSexsat.  . 

294.000  . 

We  don’t  say  that  we’re  the  “only  puppy  in  the  yard’’. , .  nor  are  we 
the  "only  fish  in  the  sea,’’  nor  do  we  claim  to  be  the  only  “pebble  on 
the  beach.’’ 

What  we  do  claim  is  this: 

Tacoma  is  Washington  State’s  second  market,  and  the  Tacoma  News 
Tribune  has  such  dominant  penetration  in  this  market,  it  is  all  but 
unbelievable! 

The  penetration  of  the  News  Tribune  in  the  Tacoma  market  is  a  big 
fat  82%.  Compare  this  with  the  readership  of  the  Seattle  newspapers 
in  this  market.  The  combined  circulations  of  both  Seattle  dailies  pro¬ 
vide  a  skinny  13%  penetration  in  the  Tacoma  area. 

So  remember  these  facts  when  you  plan  promotions  in  the  Pacific 
Northwest.  Think  Twice  About  Tacoma  and  advertise  in  The  Tacoma 
News  Tribune  and  a  Seattle  newspaper. 

P.  J.  BOLSTAD,  District  Manager, 

GENERAL  CIGAR  COMPANY,  INC.,  Wholesale  Branch.  Seattle 
Mr.  Bolstad  says:  “We  in  the  Pacific  Northvrest  realize  Tacoma  is  an  im- 
portant  ‘puppy  in  the  yard’  in  Washington  State.  Tacoma,  the  state's 
second  market,  adjoins  the  Seattle  market,  but  is  not  a  part  of  it,  at  least 
as  far  as  newspapers  are  concerned.  Because  of  its  dominant  coverage, 
we  always  advertise  in  the  News  Tribune  when  we  promote  cigars  in  the 
Pacific  Northwest.” 


TACOMA  NEWS  TRIBUNE 

COVERING  WASHINGTON  STATE’S  2NO  MARKET  /  CIRCULATION  90.000 
Represented  by  SAWYER-FERGUSON-WALKER  COMPANY 
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Color  Linage 

(Continued  from  page  125) 


News- 

Local 

National 

Journol-S  ... 
Marion 

105,476 

5,320 

Star-e  . 

Middletown 

133  168 

59  021 

Journal-eS  .... 
Napoleon 

508,372 

90,170 

Northwest.Signel 

eexsat . 

New  Philadelphia 

325.860 

14,720 

Times-e  . 

Pioua 

99,134 

12,387 

Call-e  . 

Portsmouth 

46,436 

3,380 

Times-e  . 

Sandusky 

154,077 

48.068 

Reqister-e  _ 

SteulMnville 

Herald. 

75,446 

33.992 

Star-e  . 

Van  Wert 

415.692 

76  815 

Bulletin-e  . 

12,530 

308.000 

Washington  Court  House 
Record- 

Herald-e  ... 
Wilmington 

News- 

24,339 

8,776 

Journal-e  .... 
Wooster 

4  346.440 

275,002 

Record -e  . 

Zanesville 

Times 

307,440 

109,200 

Recorder-mS 

381,192 

42,784 

OKLAHOMA 

Duncan 

Duncan  Banner- 

eSexsat . 

McAlester 

News- 

94.864 

5,090 

Capital-e  ... 
Norman 

Transcript* 

23,100 

8,459 

eexsat . 

251,762 

7.798 

Transcript-S  ... 
Shawnee 

News- 

192,486 

3,500 

Star-mSexmon. 

200,718 

8  274 

OREGON 

Albany 

Democrat* 

Herald-a  ....  283.836  12,342 


Ashland 

Local 

National 

Tidings-e  . 

Astoria 

26,838 

5,844 

Astorian-e . 

Bend 

58,800 

20,616 

Bulletin-e  . 

Corvallis 

Gazette- 

261,016 

24,850 

Times-e  . 

Grants  Pass 

438,543 

24,262 

Courier-e  . 

Klamath  Falls 
Herald  & 

40,320 

28,224 

News -eexsat. 
Herald  & 

430,962 

25,042 

News-S  . 

Medferd 

Mail 

31,234 

Tribune-eexsat. 
Medford  Mail 

62,865 

50,526 

Tribune-S  ... 

134,918 

PENNSYLVANIA 

Altoona 

Mirror-e  . 

Beaver 

Beaver  County 

149,254 

181,437 

Tlmes-e  . 

Bloomsburg 

180,565 

54,368 

Press-m  . 

Butler 

55,216 

20,482 

Eagle-e  . 

Chambersburg 

Public 

236,278 

44,996 

Opinion-e 

Columbia 

81,942 

29,182 

News-e  . 

DuBois 

Courier- 

24,934 

1,500 

Express-e  .... 
Easton 

3,402 

27,196 

Express-e  . 

Fllwood  City 

486,248 

154,437 

Ledger-e  . 

Greensburg 

Tribune 

78,078 

6,398 

Review-all  day 
Hazleton 

Standard-Speaker 

153,608 

66,058 

all  day  .... 
Huntingdon-Mount 
Union 

58,919 

59,345 

News-e  . 

94,388 

12,666 

Johnstown 

Tribune. 

Democrat. 


Kittanning 

Leader- 

Local 

Mational 

Times-e  . 

Lancaster 

Intelligencer 

76,300 

11,184 

Journal-me  . 

983,626 

291,510 

News-S  . 

Lansdale 

North  Penn 
Reporter- 

221,603 

21,216 

eexsat . 

Lebanon 

9,856 

3,444 

Ncws-e  . 

Lock  Haven 

322,574 

46,825 

Express-e  . 

Monessen 

Valley 

12,642 

17,690 

Independent-e 
Oil  City-Franklin 

64,169 

3,024 

Derrick-m  . 

News- 

139,417 

51,696 

Herald-e  _ 

Pottstown 

138,367 

51,696 

Mercury-m  .... 
Scranton 

162,701 

14,664 

Tribune-m  .... 

48,717 

33,405 

Scrantonian-S  . 
Shamokin 

News- 

28,522 

3,600 

Oispatch-e  .. 
Sharon 

24,612 

6,000 

Heraid-e  . 

Shenandoah 

158,004 

84,156 

28,294 

Uniontown 

Herald- 

Standard-me 

Williamsport 

46,844 

59,986 

Grit-S  . 

63,000 

33,098 

(Williamsport  Ed.  only) 
York 

Gazette  & 

Daily-m  _ 

46,200 

25,200 

RHODE 

Newport 

ISLAND 

News-e  . 

Woonsocket 

30,660 

8,298 

Call-e  . 

115,118 

11,988 

SOUTH  CAROLINA 

Charleston 

News  & 

Courier-m  ... 

220,378 

102,555 

Post-e  . 

News  & 

289,772 

125,834 

Courier-S  . . . 
Columbia 

72,411 

23,279 

State-m  . 

270,642 

246,871 

Record -e  . 

State- 

256,784 

266,571 

Record -S  .... 
Rock  Hill 

186,032 

33,044 

Herald-e  . 

Sumter 

145,222 

36,359 

Item-e  . 

42,336 

15,672 

SOUTH 

Aberdeen 

American- 

DAKOTA 

News-e  . 

American- 

256,228 

30,498 

News-S  . 

Huron 

Plainsmen- 

59,878 

3,488 

eSexsat . 

Sioux  Falls 

Argus- 

54,432 

31,915 

Leader-eS  .. 

554,234 

142,110 

TENNESSEE 

Chattanooga 

Time$-m  . 

News- 

832,675 

224,861 

Free-Press-e  . 

984,655 

267,581 

Sunday  Times-S 
Cleveland 

152,417 

53,829 

Banner-e  . 

Columbia 

285,760 

23,520 

Herald-e  . 

Jackson 

173,924 

2,000 

Sun-eexsat.  ... 

206,521 

37,056 

Sun-S  . 

Johnson  City 

Press- 

115,850 

Chronicle-m&e 

Press- 

220,976 

79,716 

Chronicla-S  • 
Kingsport 

97,160 

21,532 

Time$-New$-me 

Maryville 

280,112 

35,084 

Times-eexsat.  .. 
Oak  Ridge 

200,984 

Oak  Ridger-e  . 

3,680 

1,000 

TEXAS 

Abilene 

Reporter.Newi.m  596,554  81,270 

Reporter-News-e  596,554  81,270 

Reporter.NewS'S  150,850  . 

Austin 

American.m  ...  716,313  113,114 

Statesman-e  ..  716,313  137,114 

American. 

Statesman.S  .  206,986  . 

Bay  City 

Tribune-eexsat.  14,292  . 


all  day  ....  206.003  145,383 


but  in  ''Teletype”  it’s  always  a  cap .  e . 

because  its  a  registered  trademark  identi¬ 
fying  Teletype  Corporation  products— and 
used  correctly  only  as  an  adjective,  as  in: 
"Send  it  on  the  Teletype  printer."  Never 
just,  "Teletype  it." 


TELETYPE 


EDITOR  ac  PUBLI 


Local  National 

Beaumont 
Enterprise-in  . . 

325,148 

337  NK 

Journal-e  . 

325,148 

337.6K 

Enterprise-S  .. 

167,737 

4.901 

Brownsville 

Herald-eSexsat. 

138,264 

'02.8U 

Freeport 

Brazosport 

Facts-eSexsat. 

63,070  . 

Galveston 

News- 

Tribune-meS  . 

247,030 

144,442 

Greenville 

Herald- 
Banner-mS  ... 

173,754 

21,231 

Harlingen 

Valley  Morning 
Star-mS  . 

130,060 

101.665 

Hillsboro 

Mirror-e  . 

4,200  . 

Kilgore 

News 

Herald-eSexsat.  35,210 

28,521 

Killeen 

Herald-eexsat.  . 

69,797 

8.092 

Levelland 

Sun 

News-eSexsat. 

21,560  . 

Lufkin 

News-eS  . 

208.208 

69.031 

Marshall 

News 

Messenger- 
eexsat . 

119,798 

21.166 

New? 

Messenger-S  . 

18,144  . 

McAllen 

Valley  Monltor- 
eSexsat . 

149,912 

100,465 

Midland 

Reporter-Tele- 

gram-eexsat. 

1,061,172 

113,453 

Reporter- 
Telegram-S  .. 
Orange 

Leader-eSexsat. 

399,581 

1,743 

172,977 

85,974 

Pampa 

News-eSexsat.  . 

187,824 

9,000 

Port  Arthur 
New$-eS  . 

357,784 

122,481 

Richardson 
News-eexmon.  . 

96,432  . 

San  Angelo 
Standard 

Time$-m  .... 

339,220 

102,816 

Standard 

Times-e  . 

339,220 

102,816 

Standard 

Times-S  . 

94,766 

2,498 

Tyler 

Telegraph  & 
Courier-Times- 
meexsat.  .. 

408,142 

51,772 

Courier-Times- 
Telegraph-S  • 

233,660 

1,008 

VERMONT 

Burlington 

Free  Press-m  .. 

173,285 

90,444 

St.  Johns 
Caledonia- 
Record -e  .... 

127,000 

5,600 

VIRGINIA 

Bristol 

Herald-Courier 
&  Virginia- 
Tennessean- 
meS  . 

73,920 

28,538 

Charlottesville 
Progress-e  .... 

476,161 

8,092 

Covington 
Virginian-e  _ 

15,771 

2,352 

Culpeper 

Star-Exponent- 
eexsat . 

44,177 

1,000 

Fredericksburg 
Free  Lance- 
Star-e  . 

342,566 

31,514 

Harrisonburg 

News-Record-m 

195,538 

15,358 

Petersburg 

Progress 

Index-e . 

72,098 

76,710 

Progress 

Index-S  . 

35,984 

2,700 

Pulaski 

Southwest 

Times-eexsat. 

33,100 

2.800 

Southwest 
Times-S  . 

220,000  . 

Radford 

News  Joumal- 
eexsat . 

18,816  . 

Staunton 

Leader-e  . 

70,805 

6,244 

News- 

Leader-S  .... 

54,775  . 

Waynesboro 

News-_ 

Virginian-e  .. 

504.000 

5,000 

Winche$ter 

Star-e  . 

98,616 

5,264 

WASHINGTON 

Aberdeen 

World- . 

75,727 

6.827 
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I7.i8 

17.685 

4.906 

>2.865 


W.'W 

:i.238 

1,665 


j'kley 

Post- 

Herald-m  .. 
Raleigh 
Register-a  . . 

Post  Herald  & 
Raleigh 
Register-S  . 
.rfleld 

Telegraph  &  Sunset 


Northwestern-e 


14,921 

326,396 


;;ine 

Journal- 

Tlmes-e  .  a  1 2,328 

Bulletin-S  .  125,832 

■eboygan 

Bress-e  .  973,368 

'djKesna 

freerr,=n-e  ....  75.796 

^ausau 
Record- 

Herald-e  ....  861,631 

Wisconsin  Rapids 
Tribune-e  .  142,660 

WYOMING 

-asper 

.  90,712 

^f'bune*e  .  40.712 

itaMribune-S  18.956 
'a»lins 

Tiinet-mex  mon  55,760 

eridan 

'*fe*s  e  .  7,518 

■'ditor  ac  PUB 


Local 

National 

|(ii;ngh«r 

H»rald-e:  exsat. 

32.576 

1,391 

i.emerton 

539.999 

21,229 

■entralifl'Crehalls 
'Chronicie-ft  •  -  • 

290,023 

27,900 

IngviBW 

News-e  . 

930,972 

30,192 

,(oies  Lake 
Columbia  Basin 
Herald-eexsat. 

107,259 

9,858 

.lo.nt  Vernon 

Skagit  Valley 
Herald-e 

37,520 

:,sco  Kennewick, 
(ichland 

Tri-City 

Herald-e  .... 

1,315,972 

939,110 

Tri-City 

Herald-S  .... 

388,633 

80,808 

Columbian- 

eexsat .  2,372,669 

25,319 

yalla  Walla 
Union-Bulle- 
tin-meS  . 

320,180 

13,728 

I'tnstchee 

World-eSexsat. 

562,576 

17,021 

391,839 

96,295 

Republic-e  .... 

990,090 

96,245 

Herald-S  .  119,936 

WEST  VIRGINIA 


250,586 

250,586 

29,989 


29,282 

29,282 


me  . 

562,405 

32,831 

Telegraph-S  ... 

68,260 

9,621 

'}rgantown 
Dominion- 
News-m  . 

83,552 

38,395 

83,552 

38,395 

-'eeling 

Intelligenccr-m 

998,499 

129,222 

News 

Register-e  ... 

972,893 

129,222 

News 

Register-S  .. 

29,318 

2,000 

WISCONSIN 

^plcton 

■Poit- 

Cresccnt-eS  .  676,130 

■ri-.land 

Press-e  . 

if  oit 

News-e  .  971,699 

:su  Claire 
Leader  & 

Telegram-me  127,022 

.na  du  Lac 
Commonwealth 
Reporter-e  ..  63,210 

.:cn  Bay 

Press-Gazette-e  823,805 

Press-Gazette-S  999,099 

:“esvi.le 

Gazette-e  .  236,901 

News-e  .  969,616 

'soison 

Wisconsin  State 
Journal-m  ... 

Capital  Times-e 
Wisconsin  State 
Journal-S  .... 

‘ai.towcc 
Herald 

Times-e  .  40.376 

'of  nette 

tagle-Star-e  ..  193,916 

d 

TfNews- 

Herald-e 


305,929 

305,929 


128,399  12,190 


179,398 

2,560 

91,569 

61,675 


188,696 

21,833 


96,919 

71,992 


295,763 

295,763 


Local  National 

ALURTA 

Edmonton 

Journal-e  .  290,951  325,968 

Medicine  Hat 

News-e  .  103.913  56,157 

Red  Deer 

Advocate-e  53,851  97,321 

BRITISH  COLUMBIA 


NEW  BRUNSWICK 

Moncton 

Times-m  .  503,993  139,260 

Transcript-e  ...  503.993  139,260 

NEWFOUNDLAND 

Corner  Brook 

Western  Star-e.  90,698  80,659 

St.  John's 

Telegram-o  ...  332.792  132,999 

NOVA  SCOTIA 

New  Glasgow 

News-e  .  60.289  15,610 

Sydney 
Cape  Breton 

Post-e  .  681.855  175,360 


31,906 

27,538 

2,051 

37,921 

63,682 

37,290 

8,000 

57,593 

10,157 

33,999 

33,999 

792 

9,000 

19,950 

LISHER 


Barrie 
Examiner-e 
Brantford 
Expositor-e 
Guelph 
Mercury-e  . 
Hamilton 
Spectator-e 
Kingston 
Wig-Stand- 
ard-e  ..-. 
Kirkland  Lake 
Northern  Daily 
News-e 
Kitchener 
Record-e 
North  Bay 
Nugget-e  .. 
Orillia 
Packet  & 
Tlmes-e 
Oshawa 

Times-e  _ 

Ottawa 
Le  Droit-e  . 
Owen  Sound 
Sun-Times-e 
St.  Catharines 
Standard -e 
St.  Thomas 
Times-Joumal-e 
Sarina 
Observer-e 
Sault  St.  Marie 

Star-e  . 

Stratford 

Beacon- 

Herald-e 

Sudbury 

Star-e  . 

Welland 
Tribune-e  ... 
Woodstock 
Sentinel- 
Review-e 


ONTARIO 

32,570 
358,358 
35,835 


367,683 

138,855 

11,989 

505,195 

151,931 

63,826 

99.318 

180,795 

133,719 

507,198 

95,155 

277,032 

239,609 

97,812 

163,590 

67,292 


135,627 

211,399 

92,358 

696,839 

330,919 

119,390 

393,963 

210,925 

91,737 

199,267 

389,655 

28,589 

181,272 

106.769 

109,138 

299,819 

88,880 

922,901 

136,136 


Additional  Color 
Linage  Reports 

(Received  too  late  to  include 
in  foregoing  list.) 

Local  National 

ALABAMA 

Montgomery 


Nanaimo 

Free  Press-e  .. 
New  Westminster 
Columbian-e  .. 
Trail 

96,131 

191,306 

19,266 

582.877 

29,687 

62,000 

25,516 

Advertiser-m  ., 

Journal-e . 

Advertiser 
Journat-S  .... 

.  309,808 

.  309,808 

,  221,312 

236,090 

236.090 

1,000 

Vancouver 

Sun..  . 

375,789 

CALIFORNIA 

MANITOBA 

Callfornian-e  .. 
Hayward 

.  581,182 

387,772 

68,082 

187,166 

37,968 

Winnipeg 

Free  Press-e  .. 

592,285 

923,998 

Review-S  . 

23,986  80,830 


PRINCE  EDWARD  ISLAND 

Charlottetown 

Guardlan-m  ..  99,728  71,639 

Patriot-e  .  99.728  71,639 


QUEBEC 

Montreal 

Le  Devoir-m...  27,550  171,762 

Quebec 
Chronicle- 

Telegraph-e  28,979  197,509 

Quebec 

Le  Soleil-e  ...  965.816  607,838 

Sherbrooke 

Record-e  .  8.850  179,006 


SASKATCHEWAN 

Moose  Law 

Times-Herald-e  30.047  68,268 

Prince  Albert 

Herald-e  .  22,498  50,971 


FLORIDA 

Fort  Myers 

News  Press-m  ..  189,597  29,638 

News  Press-S  ..  51,992  . 

Lakeland 

Ledger-e  ex  sat.  360,902  99,850 
Ledger-S  .  93,330  . 


ILLINOIS 

Dixon 

Telegraph-e  ...  95.119  16,182 


INDIANA 

Frankfort 

limes-mS  ex  mon.  19,000  2,800 

Seymour 

Tribune-e  .  121,598  1,008 


IOWA 

Iowa  City 

Press  Citizen-e  .  298,976  20,295 


KENTUCKY 

Henderson 
Gleaner  Journal- 
mSexmon.  ..  3,158,099  355,085 


Local  National 

MASSACHUSETTS 

Gloucester 

Times-e  .  32,102  1,000 

MISSOURI 

Moberly 

Monitor 

Index-e  .  6,608  . 

Nevada 

Mail-eS  ex  sat.  29,972  16,828 

NEW  YORK 

Corning 

Leader-e  .  257,999  22,785 

OKLAHOMA 

Ada 

News-e  ex  sat.  .  90,131  1,529 

News-S  .  15,673  . 

TEXAS 

Lubbock 

Avalanche 

Journal-meS  .  1,320,218  396,379 

Temple 

Telegram-me  ..  161,686  86,002 

Telegram-S 123,966  . 

ALBERTA 

Calgary 

Herald-e  .  386,253  966,599 

BRITISH  COLUMBIA 

Nelson 

News-m  .  11,690  29,239 

NEW  BRUNSWICK 

Fredericton 

Gleaner-e  .  230,900  96,995 

Saint  John 
Telegraph 

Journal-m  .  189,661 

Times  Globe-e  .  362,937  189,661 

ONTARIO 

Kenora 
Miner  & 

News-e  .  97,000  93,000 

Niagara  Falls 

Review-e  .  96,536  173,790 


IS 


THE 


HOTTEST 

"  *  IDEA  IN 

TYPESETTING! 


■  New  handling  systems  make  “Hot  Metal” 
the  hottest  idea  in  typesetting  today.  Its 
advantages  include  low  cost,  less  waste  and 
flexibility.  Recent  conversion  systems  add  to 
its  efficiency.  And  with  Imperial  controlling 
metal  balance  . . .  “Hot  Metal”  can’t  be  beat. 
May  we  discuss  these  “Hot  Metal"  ideas  with 
you?  Write:  Imperial  Type  Metal  Company, 
Chicago  60650  •  Philadelphia  19134  •  New 
York  10007 
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Important  Newspaper  ROP  Color  Advertisers 

(Continued  from  page  110) 


Number  Number  Total 

of  of  ROP 

Cities  Newspapers  Color 


Accounts 

Used 

Used 

Linage 

Plaid  Stamps  . 

II 

17 

44,582 

Political-Democratic  . 

28 

49 

127,297 

Political-Misc .  . 

35 

64 

274,810 

Political-Republican  . 

26 

46 

112,010 

S  4  H  Green  Stamps 

5 

It 

24,044 

Smoothie  Marker  . 

8 

12 

21,768 

Top  Value  Stamps  . 

21 

40 

207,977 

PROFESSIONAL  4  SERVICE 

Perfect  Photo  Club  . 

4 

5 

8,136 

Rochester  Photo  Service  . 

4 

4 

1,410 

PUBLIC  UTILITIES 

Arkansas  Louisiana  Gas  Co . 

3 

7 

28,237 

East  Ohio  Gas  Co . 

3 

6 

11,601 

Florida  Power  4  Light  Co . 

3 

4 

6,356 

Illinois  Bell  Telephone  Co.  . 

5 

9 

37,411 

N.  J.  Bell  Telephone  Co . 

7 

9 

9,149 

N.  Y.  Telephone  Co . 

13 

20 

46,399 

Northern  Natural  Gas  Co.  . 

4 

II 

108,667 

Northwest  Natural  Gas  Co.  . 

3 

7 

25,907 

Northwestern  Bell  Telephone  Co.  . 

4 

9 

32,423 

Pacific  Northwest  Bell  Telephone  Co.  . . 

3 

5 

25,284 

Public  Service  Electric  4  Gas  Co.  of  N.J. 

6 

8 

16,815 

Southern  Bell  Telephone  4  Telegraph  Co. 

13 

23 

179,241 

Southern  California  Gas  Company  .... 

5 

8 

29,867 

Southern  New  England  Telephone  Co.  .  . 

5 

8 

44,808 

Southwestern  Bell  Telephone  Co . 

10 

30 

211,540 

PUBLISHING  4  MEDIA 

Books 

Liberty  Collection,  The  . 

4 

8 

29,715 

Time-Life  Books  . 

9 

9 

44,184 

Yellow  Pages  Directory  . 

17 

33 

171,489 

Magazines 

Liberty  Collection  Magazine  . 

4 

4 

10,080 

Birthday,  anniversary,  whatever  the  occasion,  Editor 
&  Publisher  makes  an  outstanding  gift.  Check  your 
remembrance  list  today  —  and  don't  forget  your 
own  subscription! 

Name  . 

Address  . 

CHy . Zone _ State _ 

Company  . 

Mail  check  to 

Editor  &  Publisher 


ISO  THIRD  AVE.  NEW,  YORK.  N.  Y..  10022 

t6J0  a  year,  U.  S.  and  Canada — all  other  countries,  $10j0O 


Number  Number 


of 


of 


ROt  ^ 


Carlton  .  .  . 
Devon  .... 

Kool  . 

Lark  . 

Lucky  Strike 
Montclair  . 
Pall  Mall 
Parliament 
Salem  .... 
Tempo  .... 
Winston  ... 
York  . 


TOILET  REOUISITES 
Dentrifrices 
Crest  Tooth  Paste  . 
Gleem  Tooth  Paste 


Perfumes  &  Cosmetics 
Hidden  Ma9ic  Hair  Spray 


Misc.  Toilet  Requisites 

Colgate  100  . 

Confidets  . 

Kotex  . 

Sterisol  . 


32 

30 

4 

7 


50 

54 

7 

13 


Accounts 

Cities 

Used 

Newspapers 

Used 

Color 

Linofo 

Newspapers 

/ 

National  Observer,  The  . 

3 

3 

RADIO,  TV  &  PHONOGRAPHS 

Radio  &  TV  Sets 

Admiral  Television  . 

8 

13 

38217 

G.  E,  Television  . 

21 

34 

84.m 

Motorola  Television  . 

77 

106 

262,791 

Philco  Television  . 

94 

157 

SSIjTl 

RCA  Victor  Prods . 

92 

154 

985,682 

A 

RCA  Victor  Television  . 

51 

92 

401)772 

•  sta 

Zenith  Prods . 

II 

16 

S6,745 

\Dai 

Zenith  Television  . 

106 

184 

511,709 

iin 

Phonographs  &  Records 

Capitol  Record  Club  . 

4 

5 

4,460 

.edit 

!“Su 

tinu 

Columbia  Records  . 

3 

3 

20,740 

lit  ” 

Zenith  Phonograph  . 

4 

5 

9  052  i 

SPORT.  GDS.,  CAMERAS  &  PHOTO  SUPP. 

Cameras  &  Photo  Supplies 

Kodak  Camera  &  Projector  . 

9 

18 

32612 

T 

T 

Kodak  Cameras  . 

98 

151 

1,054,481 

bee 

Kodak  Film  . 

31 

56 

152,417 

T 

Kodak  Prods . 

16 

33 

107,665 

colu 

Sporting  Equipment 

Brunswick  Bowling  Ball  . 

II 

20 

22,370 

line 

T 

3M  Bookshelf  Games . 

3 

3 

3.005 

Spe 

TOBACCO 

Cigarettes 

Avalon  . 

6 

II 

99633 

“ 

ime 

1 15 

206 

2,322687 

7 

13 

84,047  son 

3 

5 

36.075  _p. 

74 

141 

1.197,101 

14 

26 

186,131 

31 

58 

736.624 

20 

34 

414,099  “a 

4 

8 

23,870  stat 

65 

125 

745,03f^ho 

127 

221 

2,584,710  lian 

118 

205 

818,096 

22 

38 

276,734 

7,l7i 

7,771 


102,418 

129,025 

30,738 

54,536 


TRANSPORTATION 

Airways 

Domestic 

Braniff  . 

.  II 

29 

160.^ 

Delta  . 

.  10 

24 

202.9br 

Frontier  . 

.  4 

8 

11662 

National  . 

.  8 

17 

45.920 

Northwest  Orient  . 

.  4 

7 

67.754 

United  . 

.  24 

42 

433615 

Western  . 

.  10 

19 

58.U6 

International 

Continental  . 

.  6 

10 

76,118 

Pan  American  World  . 

.  22 

40 

369,730 

Western  . 

.  10 

19 

9060 

WEARING  APPAREL 

Air  Step  Shoes  . 

.  3 

3 

3,000 

American  Girl  Shoes  . 

.  7 

7 

Arrow  Shirts  . 

.  3 

4 

8,796, 

Healthknit  Underwear  . 

.  9 

14 

16,9921 

King  Louie  Bowling  Shirts  . . . . 

.  5 

5 

5,190  i 

Skylark  Originals  . 

.  3 

3 

4692; 
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‘At  Wit’s  End’  With 
Suburban  Housewife 


AT  WIT'S  END' — Erma  Bombecic  and  her  three  helpers  ponder  over 
a  new  column. 

ITOR  3C  PUBLISHER  for  March  27.  1965 


HIM  llv  Ray  Erwin 

!62,7n 

'l5«  A  young  suburban  housewife 
10 1  Ion  j  started  a  humor  column  for  the 
54, 7«  \Daytoii  (Ohio)  Journal  Herald 
IIiItm  'in  January.  A  week  later,  the 
editor  wrote  to  a  syndicate: 
!“Such  talent  as  hers  absolutely 
iMO  (must  have  an  audience  to  match 
20, MO  j  it.”  The  syndicate  happily 
’'®5^^gree<l  to  find  the  audience. 

The  column:  “At  Wit’s  End.” 
32,412  The  columnist:  Erma  Bom- 
154,411  beck. 

52,417  The  format:  Three  450-word 
07445  columns  weekly,  illustrated  with 
line  drawings. 

The  release:  April  5. 

The  distributor:  Newsday 
Specials,  Garden  City,  N.  Y. 

,  “My  employers  ought  to  shoot 
W433  jme  for  writing  this  letter,” 
'22.417  ’wrote  the  editor,  Glenn  Thomp- 
•4,047  “Ag  you  can  see,  she  is 

Inoi  She’s  happily  married, 

jj'ljl  has  three  kids  and  lives  in  the 
’34424  suburbs  but,  of  the  millions  who 
)I4|099  ,  share  the  frustrations  of  such  a 
23,170  state  of  affairs,  she  is  the  one 
'45,03r^ho  can  tell  about  it  with  bril- 
184,710  liance  and  good  humor.” 

111,094 

74,734  Kids  in  Movie 

The  suburb  is  Centerville, 
Ohio,  outside  Dayton.  Erma 
7I7J  Bombeck  writes  about  taking 
7|27$  jthe  children  to  the  movies:  “We 
jboth  agreed  we  had  seen  so 
imany  Flipper  episodes,  we  had 
9.048  to  buy  nose  plugs!  At  any  rate. 


it  came  out  my  turn  and  there 
I  was  standing  in  a  cold  line 
that  snaked  to  the  outskirts  of 
town.  The  kids  were  running 
in  and  out  of  shops  with  food 
that  was  to  be  the  beginning 
of  a  four-hour  snack-a-thon. 
And,  once  inside  the  theater, 
they  were  busier  than  a  fly  on  a 
fruitcake.” 

Mrs.  Bombeck  on  getting  a 
book  from  a  library:  “When  you 
live  in  a  .small  community  where 
the  librarian  knows  you  by  your 
first  name,  your  blood  type  and 
your  record  club  serial  number, 
you  can’t  be  too  careful  about 
the  books  you  read.  I,  for  one, 
don’t  want  to  be  referred  to  be¬ 
hind  the  book  stalls  as  ‘Old 
Smutty  Tongpie.’  ” 

Copygirl  Wed  Copyboy 

The  new  columnist,  a  38- 
year-old  brunette,  was  born  in 
Dayton,  was  graduated  from  the 
University  of  Dayton,  married 
a  Dayton  Journal  copyboy  who 
has  since  become  an  assistant 
principal  of  a  high  school.  Their 
three  children  are  Betsy,  11; 
Andy,  9;  Matt,  6. 

Erma  began  writing  while 
she  was  a  copygirl  for  the  Day- 
ton  Herald  during  World  War 
II.  Her  first  big  assignment  was 
to  interview  Shirley  Temple.  “I 
did  it  from  the  angle  that  we 
were  both  16  and  probably  had 
a  lot  in  common.  We  didn’t.”  She 
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BACK  TO  THE  DRAWING 
BOARD — Hal  Foster,  King  Fea¬ 
tures  Syndicate  cartoonist  and 
creator  of  the  adventure  strip, 
"Prince  Valiant,”  is  shown  with 
Mrs.  Foster  aboard  the  Cunard 
liner  "Queen  Elizabeth,"  on  their 
return  from  a  winter  cruise  to 
Nassau. 

never  made  the  front  page.  “I 
had  one  all  set  to  go.  I  was  so 
excited.  Then  somebody  crossed 
the  Rhine,  some  army  or  some¬ 
thing.” 

After  getting  her  college  de-  I 
gree  in  English,  she  worked  in  I 
the  women’s  department  of  the 
Journal  Herald  until  the  chil- 1 
dren  started  arriving. 

Jots  Down  iVoles 

Glenn  Thompson  discovered 
her  writing  a  humor  column  for 
a  neighborhood  weekly,  lured  [ 
her  back  to  the  Journal  Herald. ; 
She  jots  notes  for  columns  on  j 
a  yellow  tablet,  phrases  like ' 
“nursery  school  drop-outs”  and 
“Band-Aids  for  bottoms  of  flip- 
open  beer  cans.” 

• 

Abe  Goldberg  to  Etlit 
.Associated  Press  Log 

A.  I.  (Abe)  Goldberg,  who 
has  been  an  Associated  Press 
staff  man  32  years,  largely  in 
the  foreign  service,  has  been 
named  editor  of  the  AP  Log.  He 
succeeds  Robert  D.  Price,  who 
has  edited  the  Log  for  almost 
20  years  and  now  becomes  su- 1 
pervising  editor  of  the  AP’s  j 
news  annual  (The  World  in  ' 
1964  —  History  As  We  Lived  ! 
It)  —  a  book  sold  through  AP  I 
members.  j 

Mr.  Goldberg,  for  the  past 
decade,  has  been  a  member  of  j 
the  United  Nations  bureau  staff.  1 
• 

College  Staff  Awanl 

Oxford,  Ohio 
Gilson  Wright,  faculty  ad¬ 
viser  to  Miami  University’s 
student  newspaper  for  23  years 
and  a  working  newsman  for  40, 
has  given  the  Miami  Loyalty 
Fund  $1,000  to  establish  an  an¬ 
nual  Miami  Journalism  award 
of  $100  to  a  staff  member  of  the 
Miami  Student. 
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I  PAGE  OF  THE  WEEK 

I  Old  Favorite  Face 

j  Cheltenham 
{Used  to  Best 
{Advantage 

I 

\  Edmund  C.  Arnold 


This  page  of  the  Boston 
Globe  is  clean  and  crisp.  If 
it  were  labelled  “contempo¬ 
rary”  no  one  would  find  the 
classification  strange. 

Yet  the  Globe  is  dressed 
in  one  of  the  most  dated 
headletters  we  could  use.  It’s 
Cheltenham. 

Chelt  was  the  first  face 
designed  for  Linotype  cast¬ 
ing  and  also  in  foundry  type. 
Prebably  as  a  result,  it  was 
the  most  widely  us^  face 
in  our  history.  Even  the  clas¬ 
sical  Bodoni,  although  it  had 
well  over  a  century  head 
start,  was  not  used  as  wide¬ 
ly  in  America  as  Chelt. 

Of  course,  one  reason  for 
its  popularity  is  that  it  is  a 
sound  face.  (It’s  a  Transi¬ 
tional  Roman,  in  case  you’re 
interested  in  typographic 
niceties.)  It  has  good  color; 
its  legibility  is  fairly  high; 
its  character  count  pleases 
the  deskman. 

Its  very  popularity  is  also 
its  weakness.  We  can’t  hear 
a  band  play  Dixie  without 
thinking  of  the  Civil  War; 
we  can’t  see  Cheltenham 
without  thinking  —  even  if 
subconsciously  —  of  the  first 
quarter  of  this  century.  It 
is,  alas,  a  dated  face. 

But  notice  how  the  Globe 
uses  this  old  favorite.  Plenty 
of  white  space  is  injected 
into  the  page.  Column  rules 
have  been  replaced  with 
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Undtmttth  All  That  Grttn  Paint,  a  Masterpiece 
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Far  U.S.— Moscow  Rocks. ..Viet  Nam  Bullets 


Mobile  Papers  Win 
Reduction  in  Fees 

Mobile,  Ala. 

The  annual  license  fee  for 
daily  newspapers  —  the  Mobile 
Register  and  the  Mobile  Press 
and  the  Sunday  Mobile  Press 
Register  —  has  again  been  re¬ 
duced  from  the  amount  Mobile’s 
mayor  tried,  but  failed,  to  put 
into  effect. 

Two  of  the  city’s  commission¬ 
ers  blocked  the  effort  of  Mayor 
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Clean  and  crisp  presentation 


white  space,  for  instance. 
There  are  no  30-dashes; 
again,  white  space  takes  their 
place.  Headlines  are  given 
plenty  of  elbow  room  and  no¬ 
tice  how  the  pictures  are 
dramatically  framed  in  white. 

It  must  be  pointed  out  that 
this  is  an  unusual  page.  It  is 
a  symmetrically  balanced  one 
instead  of  the  informally  bal¬ 
anced  pages  which  usually 
are  on  the  front  of  the  Globe. 

Perfectly  balanced  pagres 
are  philosophically  unsound. 
They  are  predicated  on  the 
false  assumption  that  for  any 
given  story  or  picture,  there 
will  be  another  one  of  exactly 
equal  value.  The  world  just 
doesn’t  operate  that  way. 

But  this  is  not  a  fatal 

Charles  Trimmier  to  impose  a 
flat  $250  a  year  plus  one-tenth 
of  1  percent  of  all  g;ross  re¬ 
ceipts  in  excess  of  $200,000.  The 
commission  did  boost  the  fee 
from  a  flat  $750  annually  to  a 
fee  of  one-fortieth  of  1  percent 
of  all  gross  receipts  exceeding 
$1  million. 

William  J.  Hearin,  executive 
vicepresident  and  general  man¬ 
ager  of  the  papers,  petitioned 
the  commission  for  further  fee 
reduction  and  the  commission 


flaw;  “rules”  ought  to  be 
broken  on  occasion  and  the 
breaking  here  has  resulted  in 
a  pleasant  page. 

The  important  thing  to  see 
here  is  how  well  the  headline 
type  has  been  used  to  create 
a  fresh,  inviting  page. 

IN  A  NUTSHELL:  The 
craftsman  is  more  important 
than  his  tools. 


EDITOR’S  NOTE;  Pages  for  | 
comment  may  be  sent  direct-  | 
ly  to:  Edmund  C.  Arnold,  | 
31S  Newhouse  Communica-  | 
tions  Center,  Syracuse  Uni-  I 
versity,  Syracuse,  N.  Y.  f 
13210.  Please  include  any  | 
explanatory  data  concern-  | 
ing  the  pages  yon  submit.  | 

adopted  an  annual  fee  which 
applies  a  graduated  rate  on 
gross  receipts  from  $1  million 
to  $4  million.  In  the  top  bracket 
the  new  fee  would  be  $1,116  in¬ 
stead  of  $1,375  under  the  old 
basis  of  computation. 

• 

On  Parade’s  Staff 

Richard  Hubbard  has  been 
appointed  to  the  editorial  staff 
of  Parade,  the  Sunday  newspa¬ 
per  magazine. 

EDITOR  8C,  PU 


Daily  Sues 
Shopper  for 
Copying  Ads 


Burungton,  Vt  [ 
Do  newspaper  advertisement*  f 
belong  to  the  newspapers  or  the  ' 
advertisers?  | 

This  is  the  question  that  h« 
been  asked  in  U.  S.  District  ' 
Court  here  by  the  Brattlebm 
Daily  Reformer  in  a  city  suit 
agfainst  toe  Brattleboro  Tovm 
Crier,  a  gpve-away  weekly. 

The  Brattleboro  Publishing  : 
Co.,  owner  of  toe  Daily 
former,  claims  the  WinmiU  Pub-  j 
lishing  Co.  has  been  photo-copy-  f 
ing  advertisements  created  by 
the  Reformer  and  using  than 
in  the  “shopper  advertising”  j 
publication. 

The  Reformer  asks  for  in¬ 
junctions  and  damages  of  at 
least  $250  for  each  alleged  re¬ 
production  of  the  ads. 

This  is  the  first  litigation  of  | 
its  kind  ever  filed  in  the  United  | 
States,  according  to  James  | 
Oakes  of  Brattleboro,  attorney  s 
for  the  Reformer. 

Winmill  Publishing  Co.  is 
represented  by  John  Burgess,  j 
who  sought  to  have  the  action  [ 
dismissed,  claiming  that  adver-  j 
tisements  belong  to  the  adver- 
tisers,  not  the  newspapers  in^#* 
which  they  are  used.  i 

The  Reformer’s  attorney 
maintained  the  ads  were  created  j 
by  the  Reformer  staff  and  are  | 
part  of  the  copyrighted  mate-  i 
rial  in  the  newspaper.  \ 

(In  a  Missouri  case  in  1958  a  ? 
federal  judge  ruled  that  the  |  * 
blanket  copyright  protected  the  i 
news  and  picture  contents  of  a  | 
newspaper  but  not  an  advertise-  i 
ment  sent  in  by  a  merchant. 
This  view  prevailed  in  another  , 
case  where  an  ad  was  repro-  S 
duced  from  a  catalogue.) 

Farm  Section  Grows  I 

Raleigh,  N.  C. 

The  1965  Farm  &  Home  Mag-^. 
azine  of  the  Raleigh  News 
Observer  on  March  15  was  a 
record  80-page  edition,  contain¬ 
ing  59,500  lines  of  advertising 
(a  gain  of  14,000  lines  from  last 
year’s  total).  Farm  Editor  Bill 
Humphries  compiled  and  edited  j 
the  section.  ; 

•  i 

Changes  an  Ad  Staff 

Seattle,  Wash.  [ 
Promotions  announced  by  the 
Post-Intelligencer  include  How*  ‘ 
ard  Storie,  marketing  and  plani^fcto 
department  manager;  Maurice 
E.  Cotton,  national  advertising  || 
manager;  and  Bill  T.  Stewart,  [ 
new  food  department  manager. 
BLISHER  for  March  27,  1965 


THE  WINNERS! 


JACOBY  AND  SON 


If  there  was  any  doubt,  it's  now  resolved — for  the  team  headed 
by  NEA's  Oswald  Jacoby  and  son  Jim  skillfully  captured  the 
prized  Vanderbilt  Trophy  at  the  1965  American  Contract 
Bridge  League  Championships. 

The  Jacoby  team  dominated  the  tournament  and  won  a  dra¬ 
matic  playoff,  defeating  many  of  the  world's  best  bridge  play¬ 
ers,  including  most  of  the  major  columnists. 

Ozzie  Jacoby  was  already  the  world's  greatest  player,  with 
more  than  8,500  master  points.  This  tournament  triumph  now 
proves  that  son  Jim  is  cast  in  the  master  mold. 

JACOBY  &  SON  wril-e  "Win  at  Bridge"  for  more  thon  350 
dailies,  os  o  port  of  the  Newspaper  Enterprise  service.  Your 
newspaper  can  share  in  the  luster  of  this  great  player-writer 
team,  too,  ond  win  more  bridge  fans  among  your  renders  by 
bringing  them  the  BEST  in  bridge  columns — by  Oswald  and 
Jim  Jacoby. 
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NEW  YORK  CLEVELAND 


The  Weekly  Editor 

COLOR  AT  A  PREMIUM 
By  Rick  Friedman 


A  person  might  tend  to  shrug 
off  the  use  of  color  in  the  week¬ 
ly  field  as  inconsequential  until 
he  checked  through  some  of 
these  newspapers.  Over  a  period 
of  time  one  finds  a  wide  use  of 
spot  and  four-color  in  editorial 
and  advertising. 

The  Mission  (Tex.)  Times, 
for  instance,  has  used  color  in 
a  number  of  ways.  A  July  4 
issue  features  red  not  only  to 
border  stories  on  their  front 
page  but  to  combine  with  black 
for  a  picture  of  the  American 
flag. 

The  Times  uses  spot  colors 
such  as  red  on  the  front  page 
to  set  off  boxes  telling  where  to 
vote,  to  keynote  special  columns 
such  as  weather  and  the  “Edi¬ 
tor’s  Letters.”  Also,  to  empha¬ 
size  the  headline  in  an  impor¬ 
tant  story.  This  is  done  by  using 
a  reverse  cut  of  red  background 
with  white  letters. 

The  Times,  a  full-size  offset 
newspaper,  has  also  used  eight- 
column  duo-tone  photos  on  the 
front  page  and  spot  color  in  ad¬ 
vertising. 

Special  Events 

Holidays,  special  events  and 
anniversaries  lend  themselves  to 
editorial  color,  Manhattan  East, 
an  Upper  East  Side  New  York 
weekly,  frequently  goes  in  for 
such  display. 

For  its  St.  Patrick’s  Week 
issue,  Manhattan  East  went 
green  on  the  front  page.  A 
group  of  green-clad  leprechauns 
ran  down  the  far  left-hand  col¬ 
umn  of  the  tabloid,  with  the  top 
one  holding  a  shamrock  which 
curled  around  the  flag.  Above 
the  flag,  the  paper’s  slogan, 
“The  Upper  East  Side  Weekly,” 
was  in  green. 

The  Carrollton  (Ohio)  Free 
Press  Standard  used  four-color 
on  March  4  to  show  its  new 
building  in  a  picture  that  went 
into  eight  columns  at  the  top  of 
the  front  page.  Spot  color  was 
used  on  two  inside  pages  to  an¬ 
nounce  its  coming  open  house. 

This  full-size  offset  weekly  also 
used  four-color  and  spot  color  in 
the  same  issue’s  advertising. 

The  Rockland  (Me.)  Courier- 
Gazette  went  to  spot  color  in 
February  to  highlight  a  large 
industrial  review  issue. 

There  were  seven  eight-page 
sections  in  this  issue  and  each 
one’s  front  page  was  brightened 
by  spot  color.  Five  of  the  sec¬ 
tions  had  spot  color  in  the  back 
page  ads  of  each  section. 


In  order  to  get  an  indication 
of  how  much  color  weeklies  were 
using  and  how  effective  it  is,  we 
queried  some  publishers  who 
used  it  in  their  newspapers. 

Paul  Beers,  of  the  Clarence 
(N.  Y.)  Press,  pointed  out  his 
offset-printed  tabloid  has  used 
quite  a  bit  of  spot  color  as  well 
as  duo-tones,  etc.  “We  have  not 
used  any  process  color  as  yet,” 
Mr.  Beers  said,  “but  we  hope 
to  within  the  next  year.” 

Mr.  Beers  thinks  advertisers 
are  going  to  demand  color  from 
nearly  all  publications. 

Little  Use 

A  divergent  opinion  comes 
from  another  offset  newspaper 
publisher,  Ira  L.  Cahn  of  the 
Massapequa  (N.  Y.)  Post.  “I’m 
afraid  I  haven’t  done  too  much 
with  it,”  he  .says.  “We  have  run 
some  spot  color  on  occasion  and 
it  has  been  simply  beautiful. 

“Offset  has  it  over  letterpress 
for  color  in  newspapers  and 
circulars.  The  sad  part  of  it  is 
that  the  advertisers  don’t  seem 
to  want  to  pay  for  it.” 

“Whenever  we  run  ad  color,” 
Mr.  Cahn  says,  “we  usually  use 
it  editorially,  but  with  discre¬ 
tion,  in  headlines.” 

The  Post  has  a  four  unit 
Fairchild  Color  King  Offset 
Press.  “It  does  an  outstanding 
job,”  Mr.  Cahn  says.  “Register 
is  right  on  the  nose  at  top 
speeds.” 

The  Post  chargees  50  percent 
over  regular  rates  for  color  with 
a  minimum  full  page  and  gets 
“very,  very  few  buyers,”  Mr. 
Cahn  says. 

For  Special  Sections 

Charles  B.  Lenahan,  publisher 
of  the  Hamden  (Conn.)  Chroni¬ 
cle,  tells  a  similar  story. 

The  full-size  Chronicle,  which 
prints  on  a  Goss  Suburban,  uses 
spot  color  occasionally  —  al¬ 
ways  for  the  advertiser  and 
never  on  the  editorial  side. 

There  is  a  flat  charge  of  $50 
for  spot  color.  “Advertisers  are 
not  overly  enthusiastic  about 
color,”  this  publisher  says.  “It 
is  not  an  easy  thing  to  sell.  As 
for  our  readers,  I  think  they 
are  impressed  when  we  run 
color  but  generally  it  is  a  mild 
and  perhaps  even  indifferent  re¬ 
action.” 

The  main  problem,  as  Mr. 
Lenahan  sees  it,  is  that  running 
color  reduces  the  page  capacity 
on  the  press  for  that  particular 
run.  “This  often  throws  us  into 


a  third  press  run  for  the  Chroni¬ 
cle,  when  without  color  we 
would  have  had  two  press  runs. 
The  compensations?  Just  the  joy 
of  doing  it  occasionally.” 

On  the  editorial  side,  he  sees 
no  point  to  color,  with  the  ex¬ 
ception  of  the  special  sections, 
adding:  “It  would  not  help  us 
sell  more  newspapers,  nor  would 
it  help  us  particularly  in  telling 
a  story  better.” 

Cost  Factor 

The  cost  factor  in  running 
color  also  came  up  in  the  com¬ 
ments  of  Robert  Y.  Paddock, 
vicepresident  of  Paddock  Pub¬ 
lications,  Arlington  Heights,  Ill., 
publishers  of  15  weeklies. 

“We  can  theoretically  run 
four  color  on  press  but  it  is  so 
uneconomical  we  have  done  so 
just  twice,”  he  tells  us.  “We 
have  two  color  units,  but  can¬ 
not  run  the  same  web  through 
both.  Thus,  additional  color 
necessitates  eliminating  press 
units  from  the  black.  This  is  too 
costly  for  us,  because  we  aver¬ 
age  86  pages  per  issue  with  a 
48-page  Goss  Universal  press. 

“We  can  run  a  different  color 
on  each  of  four  different  pages 
in  the  same  press  run,  but  none 
of  the  ads  could  be  more  than 
two  color.” 

Paddock  charges  $75  for  the 
first  color  other  than  black,  re¬ 
gardless  of  the  size  of  the  ad. 
“This  may  be  uneconomical  in 
today’s  national  ad-selling  pic¬ 
ture  with  more  and  more  1000- 
line  ads  being  sold,”  Mr.  Pad- 
dock  admits,  “but  we  still  cling 
to  that  price  because  of  labor 
involved  in  making  the  extra 
plate  and  accurate  spotting  of 
the  color. 

“We  have  a  charge  of  $125 
listed  for  the  second  color  other 
than  black  but  have  used  it  just 
twice.  Obviously,  this  additional 
color  cuts  our  press  capacity.” 

“Advertisers  like  color,”  Mr. 
Paddock  declares.  “We  have  one 
account  that  runs  a  page  four 
times  per  year,  each  time  in 
seasonal  color.  Another  runs  35 
500-line  ads  per  year,  each  of 
them  in  color.  Several  shopping 
centers  run  color  two  or  three 
times  per  year.  Thus,  it  is  effec¬ 
tive,  though  the  majority  of  ad¬ 
vertisers  prefer  to  use  that  ad¬ 
ditional  money  for  additional 
linage.” 

Heavy  User 

The  Tuscaloosa  ( Ala.) 
Graphic,  an  offset  tabloid,  has 
been  using  color  in  both  edito¬ 
rial  and  advertising  for  four 
years,  both  spot  and  four-color. 

“We  can  print  both  spot  and 
ROP,  Publisher  Karl  Elebash 
Jr.  informs  us.  “We  have  used 
up  to  four  colors  in  advertising 
and  pictures.” 

The  Graphic  prints  on  an 


ATF  Chief  22  sheetfed  press 
which  means  separate  press 
runs  for  each  color. 

A  commercial  photographer 
makes  color  pictures  for  the 
Graphic  but  the  weekly  does  its 
own  separations. 

Color  runs  every  week  in  both 
editorial  and  advertising,  at  a 
flat  $15  for  each  color  in  addi¬ 
tion  to  the  regular  ad  rate  of 
$1.05  per  column  inch.  “We  have 
a  regpilar  advertiser  each  we^ 
who  runs  color,”  Mr.  Elebash 
says.  “Our  readers  like  it  and 
we  are  the  only  local  newspa¬ 
per  running  four-color. 

“Since  we  are  a  weekly  in  a 
town  served  by  a  daily,  we  feel 
color  gives  us  that  extra  whidi 
we  look  for  in  trying  to  make 
our  newspaper  different.” 

On  Dec.  10,  1964,  the  Graphic 
ran  its  first  four-color  halftone, 
although  it  had  run  four-c<dor 
in  ads  before.  The  front-page 
picture,  which  took  up  mort  of 
the  page,  showed  a  local  girl 
dressed  in  a  more-form-fitting- 
than-usual  red  Santa  suit. 

“In  this  picture,  we  have  red, 
blue,  yellow,  plus  black,”  Mr. 
ETlebash  points  out.  “This  made 
four  press  runs,  but  the  press¬ 
man  wasn’t  satisfied  with  his 
red  so  he  ran  it  through  again. 
Then  we  put  it  through  the  sixth 
time  for  the  rest  on  the  page 
and  black.  We  print  two  up.” 

‘No  Problems’ 

The  North  Vancouver  (B.  C.) 
Citizen  has  been  using  color 
since  July  30,  1962,  and  process 
color  since  Jan.  22,  1964.  It 
prints  on  a  four-split  Goss  Sub¬ 
urban. 

“Providing  we  have  the  right 
inks,  we  have  no  problem  in 
running  color,”  Publisher  H.  L. 
Straight  says,  “Besides  news¬ 
papers,  we  run  periodicals  on 
60-pound  Pacific  opaque  paper. 
We  have  had  four-color  editorial 
pictures  on  many  occasions,  but 
the  problems  encountered  are 
the  high  cost  of  separations  and 
the  necessity  of  running  an  ex¬ 
tra  section  when  four  color  is 
used.  We  use  four  colors  to  ex¬ 
cellent  advantage  in  special  sup¬ 
plements.” 

The  Citizen  runs  quite  a  bit 
of  spot  color,  particularly  for 
advertisers  the  weekly  is  trying 
to  “bring  along.”  Rates  are: 
black  and  one  color  —  add  35 
percent.  Black  and  two  colors 
—  add  50  percent.  Minimum  600 
lines.  Full  color  —  price  on  ap¬ 
plication. 

He  adds  that  the  North  Van¬ 
couver  Citizen,  since  it  put  in 
offset  and  started  using  color, 
has  gone  from  12,000  ABC  to 
just  under  16,000  ABC. 

Another  large  user  of  color  i» 
the  Lerner  Home  Newspaper^ 
a  group  of  21  neighborhood  and 
suburban  weeklies  in  the  north 
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Chicago  area.  Lerner  runs  full 
foui  folor,  both  editorial  and 
advertising. 

4  “Our  advertisers  have  reacted 
’  to  the  use  of  extra  color  ex- 
^treniely  well,”  Louis  A.  Lemer, 
executive  vicepresident,  says. 
“Wc  use  color  constantly.  There 
are  very  few  problems  in  run¬ 
ning  color  and  compensations 
are  not  only  financial  but  also 
give  the  papers  a  good  look.” 

The  Lerner  papers  are  printed 
on  a  Hoe-Aller  Lithomaster  with 
a  capacity  of  32  full  pages,  in¬ 
cluding  four  pages  of  spot  color. 
“Color  humps  superimpose  color 
on  two  units,”  Mr.  Lerner  ex¬ 
plains,  “so  that  we  use  this  spot 
I  color  with  no  loss  of  page  ca- 
^  pacity.  VVe  do  not  have  to  add 
to  our  j)ress  crew  when  we  use 
spot  color  utilizing  our  color 
humps.” 

Lerner  normally  charges  $75 
over  the  regular  rate  per  page 
for  spot  color.  The  extra  charge 
for  full  four-color  is  approxi¬ 
mately  $250.  “When  we  run  full 
process  color  it  cuts  down  our 
press  capacity  by  one  full  unit 
or  four  full  pages,”  Mr.  Lemer 
says.  “We  can  run  .spot  and  full 
color  in  the  same  issue.” 


PROMOTION 


Special  Edition 


Utilizes  Color 


Color  was  utilized  widely  in 
the  Tapeline  Edition  of  the 
Hastings  (Neb.)  Daily  Tribune, 
a  record  192-page  effort  that 
produced  21,000  inches  of  ad¬ 
vertising,  including  seven  pages 
of  classified. 

Each  of  the  eight  sections  and 
the  38-page  main  section  car¬ 
ried  color  in  duo-tone  on  the 
front  page  and  color  on  the  back 
page  full  page  ads.  There  were 
52  full  page  and  spread  ads  in 
this  issue. 

All  advertising  was  sold  by 
the  Tribune’s  six-man  staff  and 
all  news  and  pictures,  engrav¬ 
ings  and  photographs  produced 
by  the  newspaper’s  editorial  and 
commercial  art  departments. 

I  Work  on  the  editioi\  started 
Jan.  1. 


Free  Copies  Barred 
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Austin,  Tex. 

The  Board  of  Regents  of  the 
University  of  Texas  has  ordered 
Texas  Student  Publications  Inc. 
to  stop  delivering  free  copies  of 
the  Daily  Texan  beyond  the 
campus.  Deliveries  to  members 
of  the  State  Legislature  and  the 
(Regents  themselves  are  now 
barred.  The  student  newspaper 
has  a  circulation  of  21,000,  of 
which  about  1,000  has  been 
without  charge. 

editor  ac  PUBLISHER 


PR  Entries 
Conference 


By  George  Wilt 


When  the  theme  for  the  1965 
convention  of  the  National 
New'spaper  Promotion  Associa¬ 
tion  —  “Promotion  Starts  with 
PR” — was  selected,  they  knew 
what  they  were  talking  about. 

Program  chairman  Ed  Mc- 
Clanahan,  Denver  Post,  and 
convention  chairman  Mrs.  Pa¬ 
tricia  LaHatte,  Atlanta  Journal 
and  Constitution,  decided  to  em¬ 
phasize  the  public  relations  as¬ 
pects  of  newspaper  promotion 
during  NNPA’s  35th  annual 
conference  at  Atlanta,  April  25- 
28. 


The  entire  Monday  program 
of  the  conference  is  p.r.- 
oriented.  Keynote  speaker  Ho¬ 
bart  Franks,  vicepresident  and 
sales  director  of  the  Journal 
and  Constitution  will  speak  on 
the  subject,  “Prosperity  Starts 
with  PR.”  Bert  C.  Goss,  presi¬ 
dent  of  Hill  &  Knowlton,  Inc., 
follows  with  a  session,  “News¬ 
paper  PR  is  Good,  But  Is  It 
Good  Enough?”  A  panel  of 
newspaper  association  execu¬ 
tives  follows,  discussing  “How 
to  Harness  the  PR  Power  of  a 
Statewide  Press.” 


Clarence  Harding,  public  re¬ 
lations  director  of  the  South 
Bend  (Ind.)  Tribune,  chairman 
of  the  Newspaper  Information 
Service  Committee,  outlines 
“Easy-to-Use  Tools  for  Do-It- 
Yourself  Promoters.”  Daniel 
DeLuce,  general  executive.  As¬ 
sociated  Press,  leads  a  discus¬ 
sion,  “Is  Newspaper  Public 
Service  Newsworthy?” 

Discussions  on  “Telling  the 
Newspaper  Story  to  Readers,” 
and  “Telling  the  Newspaper 
Stoi*y  to  Plant  Visitors,”  are  led 
by  Robert  E.  Reese,  promotion 
director  of  the  Detroit  News, 
and  Warren  Abrams,  Louisville 
(Ky.)  Courier- Journal. 

A  session  on  communicating 
with  employes,  “Employe  Pub¬ 
lication  Survey  Tells  Who, 
What,  Why  .  . .  and  How  Much,” 
with  Alan  Schrader,  promotion 
manager  of  the  Oklahoma  City 
Daily  Oklahoman  and  Times  as 
moderator. 


The  first  day’s  program  is 
concluded  with  a  “round-up  of 
the  year’s  outstanding  newspa¬ 
per  public  relations  activities, 
as  selected  from  the  mailbag  of 
the  editor  of  NNPA’s  Public 
Relations  Newsletter,”  Patricia 
N.  LaHatte,  promotion  man- 
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Justify 

Theme 


ager,  Atlanta  Journal  and  Con¬ 
stitution. 

Subsequent  programs  are  de¬ 
voted  to  other  newspaper  pro¬ 
motion  activities  in  the  fields 
of  advertising  promotion,  circu¬ 
lation  promotion,  research 
“Newspaper  in  the  Classroom,” 
carrier  publications,  and  other 
promotion  activities. 

Coiitr»<t  Notes  Emphasis 

The  large  volume  of  entries 
in  the  Public  Relations  and 
Community  Service  classifica¬ 
tion  of  Editor  &  Publisher’s 
30th  annual  Newspaper  Promo¬ 
tion  Awards  Competition  indi¬ 
cates  that  the  emphasis  is  well 
placed. 

More  than  90  individual  new.s- 
papers  submitted  entries  in  the 
PR  classification,  more  than  en¬ 
tered  any  other  single  division 
of  the  contest.  Entries  in  the 
annual  contest  held  since  1932 
have  traditionally  indicated  the 
current  emphasis  of  promotion 
activity.  In  previous  years  en¬ 
tries  in  Classified  Promotion 
and  Classified  Advertising  Pro¬ 
motion  have  led  the  field  in  vol¬ 
ume  of  participants. 

The  panel  of  judges  for  the 
public  relations  and  community 
service  classification.  Dr.  Paul 
West,  superintendent  of  schools 
for  Fulton  County,  Ga. ;  Bob 
Christian,  News  Bureau  Man¬ 
ager,  Delta  Airlines;  and  Wil¬ 
liam  Pruitt,  public  relations 
manager.  Coca-Cola  Company, 
examined  entries  from  94  news¬ 
papers,  with  .')8  papers  in  the 
over-100,000  circulation  group 
and  36  in  the  under-100,000  cir¬ 
culation  division  submitting 
scrapbooks. 

Entries  generally  fell  into 
five  classifications:  Fund-rais¬ 
ing — with  newspapers  conduct¬ 
ing  programs  to  raise  money  or 
collect  merchandise  for  the 
needy  of  the  community;  Edu¬ 
cational  —  including  working 
with  or  through  area  school  sys¬ 
tems,  scholarships,  seminars, 
and  general  programs  of  infor¬ 
mation  for  the  public;  Cultural 
— with  programs  directed  to  in¬ 
troducing  the  newspaper  audi¬ 
ence  to  books,  music,  art  or 
sculpture;  Sports — with  clinics, 
competitions  or  exhibitions  of 
group  sports  for  youth  and 
adults ;  Community  improve¬ 
ment — including  campaigns  to 
improve  the  health,  welfare. 


safety,  appearance  or  economy 
of  the  newspaper’s  community. 
Other  variations,  of  course, 
were  evident,  but  most  of  the 
entries  fell  into  one  or  another 
of  these  basic  divisions. 

The  winners  of  all  classifica¬ 
tions  of  the  competition  will  be 
announced  in  the  April  24  is¬ 
sue  of  Editor  &  Publisher,  and 
Robert  U.  Brown,  publisher  and 
editor  of  E&P,  will  present  the 
awards  at  the  NNPA  Conven¬ 
tion  at  the  Awards  Luncheon, 
Tuesday,  April  27. 

The  scope  and  volume  of  en¬ 
tries  in  the  public  relations 
category,  however,  indicates 
that  the  NNPA  Conference 
Committee  must  have  used  a 
crystal  ball.  In  planning  their 
program,  they  placed  the  em¬ 
phasis  where  newspapers  are 
placing  theirs. 

Come  on  down  to  Atlanta 
April  25-28  and  see. 

«  *  « 

COLOR  TEAM  —  When  the 
Spokane  (Wash.)  Spokesman- 
Review  and  Spokane  Daily 
Chronicle  won  the  California 
Ink  Company  award  for  the 
“best  multi-color  advertisement” 
for  the  second  time,  it  promoted 
the  honor  with  a  distinctive  di¬ 
rect  mail  piece.  The  full-color 
brochure  reproduced  the  award¬ 
winning  Rambler  advertisement, 
and  included  comments  by  area 
Rambler  dealers  on  how  the 
color  ad  filled  showrooms. 

Featured  on  the  cover  of  the 
promotion  piece  are  photo¬ 
graphs  of  the  mechanical  de¬ 
partment  managers  and  super¬ 
intendents  who  make  up  the 
color  team  for  the  Spokane 
dailies. 

«  «  * 

PLANTING  —  “Yellow,  pink 
and  snowy  white  are  the  colors 
of  April,”  says  the  little  bird  on 
a  broadside  of  the  same  colors 
from  the  New  York  Times  pro¬ 
moting  its  Spring  Planting  Sup¬ 
plement  to  be  published  April 
4.  Feature  of  the  promotion  is 
light-hearted  art  in  the  Spring 
motif  by  Times  staff  artist  Bill 
Sokol,  and  copy  by  Louise  Em¬ 
erson. 

«  «  « 

NEW  ORLEANS— New  Or¬ 
leans  as  a  port,  space  center, 
tourist  and  commercial  center, 
and  new’spaper  market,  is  de- 
scril)ed  in  a  spiral-bound  presen¬ 
tation  for  the  Times-Picayune 
and  States -Item.  Full  color 
scenes  of  the  city  are  featured 
on  the  cover.  Charts  show 
growth  in  sales,  population  and 
income,  and  newspaper  circula¬ 
tion  and  advertising.  Maps  show 
percentage  of  parish  coverage, 
daily  and  Sunday.  Copies  are 
available  from  the  New  Orleans 
(L  a.)  Times-Picayune  and 
States-Item,  or  offices  of  Mo¬ 
loney,  Regan  &  Schmitt. 
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Mistrial  Edict  Hits 
Newspaper  Articles 

Chicago 

A  Chicago  Criminal  Court 
judge  declared  a  mistrial  last 
week  in  the  conspiracy  case  of 
a  crime  syndicate  hoodlum  and 
a  convicted  robber  on  the  ground 
that  newspaper  stories  preju¬ 
diced  the  rights  of  the  defend¬ 
ants. 

Attorneys  for  the  state  and 
a  public  defender,  John  J,  Mc¬ 
Donnell,  questioned  the  six  men 
and  six  women  jurors  after  they 
had  been  dismissed.  Four  of 
them  admitted  having  read 
newspaper  articles  about  the 
case  since  the  trial  started,  thus 
violating  admonitions  of  the 
judge.  One  juror  reportedly  told 
of  being  uncertain  whether 
newspaper  articles  had  influ¬ 
enced  him. 

On  trial  were  Marshall  Cai- 
fano,  named  by  Senate  investi¬ 
gating  committees  as  one  of 
Chicago’s  most  dangerous  gang¬ 
sters;  Vito  Lombardi,  who  is 
serving  a  prison  term  for  rob¬ 
bery,  and  three  others.  They 
are  accused  of  conspiring  to 
cheat  the  Insurance  Company 
of  North  America  out  of  $48,- 
000  through  a  false  claim  on 
the  fake  hijacking  of  a  load  of 
steel. 

Judge  Finnegan,  urged  to  set 
an  early  date  for  a  new  trial, 
instead  sent  the  case  back  to 
the  presiding  judge  of  Criminal 
Court.  He  assigned  it  to  an¬ 
other  judge,  who  couldn’t  hear 
the  case  before  June.  It  eventu¬ 
ally  wound  up  in  the  hands  of 
Judge  Herbert  C.  Pas«hen,  the 
fifth  jurist  to  have  the  case  on 
his  call  since  the  indictment  was 
returned  Dec.  31,  1963. 

Sunday  Edition  Added 

Toms  River,  N.  J. 

The  New  Jersey  Courier,  115- 
year-old  weekly  serving  Ocean 
County,  will  add  a  Sunday  edi¬ 
tion  in  nine-column  format  be¬ 
ginning  April  4.  The  circula¬ 
tion  of  the  Thursday  paper  is 
7,571.  Robert  P.  O.  Godwin, 
editor,  said  15,000  copies  of  the 
Sunday  Courier  will  be  run  off. 
Additions  to  his  staff  include: 
Barbara  Steele,  social  editor; 
Richard  Brinster,  sports;  and 
Thomas  J.  Wilson,  police. 

• 

48  Y  ears,  48  Pag:es 

Cocoa,  Fla. 

The  Cocoa  Tribtine  marked 
its  48th  anniversary  March  17 
with  a  48-page  issue.  It  included 
an  Auto  Show  section  prepared 
by  Debbie  Garst  and  Mary  Ann 
Walker  of  the  editorial  staff. 
Marie  Holderman,  publisher  of 
the  Tribune,  is  in  her  51st  year 
as  a  Florida  publisher. 
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Prof.  George  Kienzle 
Dies  of  Cancer  at  54 

Columbus,  Ohio 

Professor  George  J.  Kienzle, 
54,  director  of  the  Ohio  State 
University  School  of  Journal¬ 
ism  since  1958,  died  March  21 
of  cancer. 

Born  June  30,  1910,  at  De¬ 
catur,  Ind.,  Prof.  Kienzle  re¬ 
ceived  his  bachelor  of  arts  de¬ 
gree  from  Ohio  State  Univer¬ 
sity  in  1932,  and  was  a  grad¬ 
uate  student  at  Princeton  Theo¬ 
logical  Seminary  in  1933  and 
1934. 

After  five  years  with  the  Co¬ 
lumbus  Dispatch  and  five  years 
as  an  editor  for  the  Associated 
Press  in  Ohio,  he  joined  the 
Borden  Company  in  New  York 
in  1945. 

*  *  * 

Milton  A.  Werner,  59,  clas¬ 
sified  advertising  manager  for 
the  old  Milwaukee  Sevtinel  for 
29  years;  March  15. 

*  *  * 

John  Morton,  36,  formerly 
with  the  Montgomery  (Ala.) 
Advertiser,  Louisville  (Ky.) 
Courier  -  Journal,  and  M  iami 
Herald;  March  4. 

*  *  * 

Edward  Keating,  89,  an  edi¬ 
tor  of  the  Rocky  Mountain 
News,  Denver,  before  he  entered 
Congress  in  1913;  March  18. 

*  *  * 

Paul  T.  Morgan,  70,  retired 
business  manager  of  the  Tex¬ 
arkana  (Ark.)  Gazette  and 
Daily  News;  March  5. 

*  *  * 

George  D.  Crittenberger, 
72,  president  and  general  man¬ 
ager  of  the  Anderson  (Ind.) 
Herald  and  Anderson  Bulletin; 
March  12. 

«  «  « 

Robert  Drysdale,  68,  retired 
sports  editor  of  the  Illinois 
State  Journal,  Springfield,  Ill.; 
March  18. 

*  *  * 

Pai  l  S.  Deland,  83,  a  mem¬ 
ber  of  the  Christian  Science 
Monitxtr  staff  for  57  years  and 
its  associate  editor  when  he  re¬ 
tired  in  1945;  March  23. 

«  *  * 

Carlisle  Bargeron,  71,  one¬ 
time  AP  telegrapher  and  for 
many  years  the  writer  of  a  syn¬ 
dicated  column  on  politics; 
March  23. 

• 

Days  are  Named 

Greensboro,  N.  C. 

The  “days”  are  not  the  same 
in  the  Greensboro  Daily  News. 
There  will  be  no  more  “tomor¬ 
rows,”  no  more  “yesterdays,” 
and  no  more  “todays”  in  the 
morning  paper.  Instead,  days 
will  be  referred  to  by  their 
names :  Monday,  Tuesday, 
Wednesday,  etc. 


Caution  on  Offset 

(Continued  from  page  14) 


Herbert  E.  Cox  Jr.,  director  of 
production,  Wilmington  (Del.) 
News-Journal,  remarked:  “See¬ 
ing  the  many  cheap  throwaways 
and  poor  weekly  papers  with 
their  .sharp  contrasting  black 
and  white  printing  on  a  usually 
better  than  average  paper  stock, 
I  think  of  how  nice  a  good  old 
daily  newspaper  with  its  soft¬ 
ness,  some  may  call  it  grayness, 
looks.  Why  then  is  this  so- 
called  new  process  being  pushed 
so  hard?” 

“Could  it  be  that  just  to  be 
different  we  will  use  slower 
presses  that  cost  more  to  op¬ 
erate  and  offer  little  of  the 
flexibility  that  the  letterpress 
offers?  Do  we  want  fewer  edi¬ 
tions,  less  changes,  poorer  cus¬ 
tomer  service,  just  to  be  differ- 


I  ANNOUNCEMENTS 

I  Newspaper  Appraisers 

I  APPRAISALS  FOR  ESTATE  TAX. 

I  Partnership,  loan  and  insurance  pur¬ 
poses.  Sensible  fees.  Brochure,  Marion 
I  R.  Krehbiel,  Box  88,  Norton,  Kansas. 

I  Newspaper  Brokers 

The  DIAL  Agency,  1503  Nazareth 
I  Kalamazoo,  Mich.  Phone  349-7422 
j  “America's  No.  1  Newspaper  Broker” 


ITS  NOT  THE  DOWN  PAYMENT 
that  buys  the  newspaper — it’s  the  per¬ 
sonality  and  ability  of  the  buyer.  This 
is  why  we  insist  on  personal  contact 
selling. 

Li24  FEIGHNER  AGENCY 
P.O.  Box  189,  Mt.  Pleasant,  Michigan 


MR.  PUBLISHER,  if  you  want  to  sell 
or  explore  the  market  and  wish  the  ut¬ 
most  in  discretion,  write  Newspat>er 
Service  Company,  Inc.,  P.O.  Dr.  12428, 
Panama  City,  Fla. 


ent?  Even  under  the  tougheit 
union  conditions,  a  replate  in 
letterpress  is  the  cheapest 
process,  and  by  far  the  fastest 
Plates  made  from  the  closing 
form  in  letterpress  can  be  on 
the  press  in  from  8  to  12  min¬ 
utes.  Offset  will  take  45  min¬ 
utes.  Do  we  want  mort  waste, 
want  to  use  more  expensive 
inks,  be  forced  to  start  a  train¬ 
ing  course  for  present  jierson- 
nel? 

“Ask  any  trouble-shooter  how 
much  more  difficult  it  is  to  find 
the  problem  in  offset :  is  it  the 
paper?  the  water?  the  ink? 
The  plate?  So  many  more  things 
can  go  wrong.” 

Mr.  Cox  cautioned  publishen 
to  think  hard  before  “leaping, 
feet  first  into  the  latest  fad," 
and  to  await  the  findings  of  the 
ANPA’s  research  prograa 
which  includes  a  systems  analy¬ 
sis  study  of  all  newspayier  pro¬ 
duction  operations. 


ANNOUNCEMENTS 

Newspaper  Brokers 

Florida  Broker-Consultant 
L.  PARKER  LIKELY 
Box  481  —  St.  Petersburg  38781 


VERNON  V.  PAINE 
Quality  Newspapers 
899  W.  Bonita,  Claremont,  Calif. 


NEGOTIATORS  for  transfer  of  news¬ 
paper  properties  —  sale  of  purchase. 
Dixie  Newspapers.  P.O.  Box  490,  Gads¬ 
den,  Ala.  Phone  546-3357. 


CONFIDENTIAL  INFORMATION 
Daily  Newspaper  Properties 
W.  H.  Glover  Co.,  Ventura,  Calit 

OONFIDEHSITIAL  NEGOTIA'nONS 
for  purchase  and  sale  of 
Daily  NEWSPAPERS  Weekly 
in  Eastern  states 
W.  B.  GRIMES  &  CO. 
Dupont  Circle  Building 
Washington,  D.C.  20036 
DEcatur  2-2311 


classified  section 

Benefit  from  our  Vast  Newspoper  Audience 
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ANNOUNCEMENTS 

iSetcspaperg  For  Sale 

BIL!-  MATTHEW,  Newspaper  Broker, 
S129  Buena  Vista  I>r.,  Dunedin.  Fla., 
has  several  quality  dailies  and  weeklies 
available  in  the  Midwest  and  Southeast. 
Phone:  AC  (813)  733-2966. 


ESTAiiLJSHED  WEEKLY,  gn^owinw 
rapidly.  Area  has  industries,  resorts, 
skiinK-  Kolf,  hunting,  fishins.  En¬ 
thusiastic  following.  Offset — no  plant. 
P.  O.  Box  274,  Dalton,  Mass. 


SMALL  DAILY,  Chart  Area  5-3.  Own¬ 
ership  chance  for  newsman  who  has 
always  wanted  his  own  paper.  Box 
1361,  Editor  &  Publisher. 

OHABT  5  WEEKLY-JOB  SHOP.  350.- 
000 — 320,000  cash.  New  bldg,  rent  or 
sale.  Publishers  Service,  P.  O.  Box 
3182,  Greensboro,  N.C. 


IJVE  IN  BEAUTIFUL 

(;auf.  vacationland 

■  This  exclusive  weekly  has  fine  plant. 

Grossed  $70,000  in  1964;  operating  net 

$16,800 ;  price  $65,000  with  $18,000 
down.  Besides  tourist  dollars,  there  is 
a  sound  local  economy  of  substantial 
payrolls.  Your  family  will  enjoy  this 
real  western  town ;  you’ll  enjoy  trout 
fishing  minutes  from  your  desk.  Jos. 
A.  Snyder.  Newspaper  Broker,  2234  E. 
Romneya  Dr.,  Anaheim,  Calif.,  92805. 


MIDWEST 
Exclusive  weekly.  1964  gross  $120,000. 
Priced  at  $95,000.  $25,000  down. 

JACK  L.  STOLL  AND  ASSOCIATES 
6381  Hollywood  Blvd. 

Los  Angeles  28,  California 

WON’T  LAST  LONG  I  —  Weekly  in 
beautiful  mountain  resort  town.  Zone 
3.  Under  $30,000.  F.  H.  Titlow,  Jr., 
Broker.  1203  Highland  Ave.,  Blacks¬ 
burg,  Va. 


ARIZONA  WEEKLY  WITH  BUILDING 
Gross  $50-M ;  only  $9-M  down.  Dean 
Sellers.  625  E.  Main  St.,  Mesa,  Ariz. 
85201. 
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COASTAL  AREA.  ZONE  2.  Highly- 
profitable  weekly  available  for  120% 
■  of  gross:  $22,000  down  will  handle. 
Attractive  growing  market — ideal  liv¬ 
ing  conditions.  Please  write  fully.  Box 
1416,  Editor  &  Publisher. 


OFFSET  WEEKLY  NEWSPAPER  in 
coastal  southern  California’s  area  of 
greatest  potential.  Site  of  $22  million 
federal  marina.  Only  weekly  newspa¬ 
per  in  area.  I.«gally  adjudicated.  Box 
1403,  Editor  &  Publisher. 


OPPORTUNITIES 
IN  THE  GROWING  NORTHWEST— 
Following  exclusive  weeklies  with  job 
shops  are  sound,  well-equipped,  long 
established  profitable  properties  priced 
to  sell ; 

(1)  Eastern  Washington  —  $55,000, 
down  payment  $15,000;  balance  5%. 

(2)  Western  Oregon  —  grosses  $23.- 
000,  Price  $35,000  includes  building; 
29%  down. 

(3)  Western  Washington — a  steal  at 
$16,500  including  building.  Requires 
$4600  down. 

(4)  Elastern  Oregon  —  in  1700  town. 
Grosses  over  $20,000.  Price  $19,000 
with  only  $3,000  down. 

(6)  Semi-weekly;  price  $150,000;  re¬ 
quires  at  least  $40,000  down, 
p  Phone  or  write: 

■  Harris  Ellsworth,  Licensed  Broker. 
P.O.  Box  509,  Roseburg,  Oregon 

Newspapers  TFanted 

TOP  EDITOR,  substantial  capital, 
seeks  working  interest  or  control  small 
daily  ;  other  profitable  journalistic  en¬ 
terprise.  Confidential.  Box  1299,  Eiditor 
t  Publisher. 


thinking  of  selling  your  news¬ 
paper?  Highly-qualified  small-city  pub¬ 
lisher  wants  to  buy.  Secure  continuity 
for  you.  Sufficient  money.  Background 
in  depth.  You’ll  later  thank  yourself 
MU  wrote.  Box  1342,  Editor  &  E^lb- 
liiher. 


^^OD  EXCLUSIVE  WEEKLY  wanted 
enywhere  in  western  states  by  top  ad 
•ales  executive.  $60,000  cash  down. 

1  from  $125,000  upward.  Write, 

2“  ^  wire:  J.  A.  Snyder,  Broker, 
“34  B.  Romneya  Dr.,  Anaheim,  Calif, 


ANNOUNCEMENTS 

Newspapers  W anted 

ZONE  1  DAILY.  Minority  interest  ac¬ 
ceptable  with  Management  position. 
L^ral  exiMrience.  Box  1359,  Editor  & 
Publisher.  _ _ 

COMPETENT  AD  EXECUTIVE  seeks 
working  interest  in  small  daily,  or  con¬ 
trol  of  weekly  grossing  $80-M  up  in 
Areas  8  or  9.  Box  1425,  Elditor  &  Pub¬ 
lisher.  _ 

PUBLISHEIR  with  strong  sales,  adver¬ 
tising  and  civic  leadership  for  growth- 
minded  Zone  2  or  eastern  Zone  3  or  5 
daily.  Prefer  100.000  college  city.  Con¬ 
tract,  purchase  plan  or  merger,  I  have 
the  le^ership  and  energy  to  build. 
Box  1420,  Eiditor  &  Publisher. 

YOUNG  EDITOR  -  BUSINESSMAN 
seeks  ownership  of  or  working  interest 
in  weekly  in  Maine.  Vt.,  or  N.H.  Box 
1426,  Editor  &  Publisher. 

Business  Opportunities 

SBIC — for  sale  for  small  premium  over 
$330,000  capitalization  (cash)  value. 
May  finance  publishers,  broadcasters. 
Borrowing  capacity  unimpaired.  Clean 
$25,000  tax  loss.  Contact  Mr.  Warren. 
(202)  362-5477.  CENTRAL  LIS’ITNG 
REALTY,  1024  DuPont  Cr.  Bldg., 
Wash.  36,  D.  C. 


SPIRITED  AD  MANAGER.  36,  seeks 
2  compatible  men  (and  their  $)  to  buy 
paper.  I  have  $17M  (in  N.Y.)  Box 
1413,  Eklitor  &  Publisher. 

Back  issue  For  Sale 

“THE  TATLETR,”  London  1709  origi¬ 
nal  issue,  $5.00.  R.  W.  Spellman,  1153 
51st  St.,  North  Bergen,  N.J.  07047. 

Magazines 

FREE!  Sample  “QUOTE”  magazine, 
for  editorial  writers,  si)eakers.  QUO’TE, 
Box  683,  Anderson,  S.  C.  29621. 


NEWSPAPER  SERVICES 

Features 

’The  SIXTIES  is  a  builder:  readable, 
lively  current  affairs  column.  Weeklies 
only.  Will  you  try  it?  Box  15,  Fraser, 
N.  Y, 

Fillers 

HANDY  FILLERS,  printed  11  pica 
unit  copy — save  editorial  and  composing 
costs.  P.O.  Box  5451,  San  Francisco. 


Newspaper  Printing 

OPEN  PRESS  TIME  on  4-unit  Goss 
Web  Offset.  Write  to:  Hi-Liter  Publ. 
Oo.,  2047  Ogden  Ave.,  Downers  Grove, 
III.  60516. 

Press  Engineers 


Newspaper  Presses  and  Conveyors 

THE  E3DWARDS  TRANSFE3R 
Co.,  Inc. 

1100  Ross  Ave.  -  1316  Ashland  St. 

Dallas  2,  Texas  Riverside  1-6363 

EiRECTING,  DISMANTLING 
TRUCKING,  REPAIRING 
AND  PROCESSING 
Serving  the  South  and  S.W.  since  1900 


W.  E.  STANLEY  CO.  &  SON 
Newspaper  Engineers 
Fox  Lake.  III.  60020 
(312)  Justice  7-5051 
Eheetion — Moving — Rebuilding 
Center  rings  and  clips  rebuilt 
and  turned  in  your  own  plant. 


Newvaper  Press  Installations 
MOVING— REPAIRING— TRUCKING 
Ebcpert  Service — World  Wide 
SKIDMORE  AND  MASON  INC. 
66-59  Fourth  Street 
Brooklyn  31,  New  York 
JAckson  2-6105 
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All  eyes  in  the  newspaper  industry  are  focused 
on  E&P’s  two  convention  specials  during  the  an¬ 
nual  ANPA  meeting  at  the  Waldorf,  April  19-22. 
These  special  emphasis  editions  provide  you  with 
the  best  timing  for  selling  your  product  or  service 
to  newspapers,  and  affords  the  ideal  time  for  in¬ 
terviews  to  people  looking  for  jobs  ...  or  news¬ 
papers  looking  for  help.  Use  the  coupon  below 
to  order  your  ad.  Mail  it  today. 

Take  advantage  of  increased  readership  during  and  immedi¬ 
ately  following  the  convention  by  running  your  copy  for  April 
E&P's  low  classified  4-time  rate  is  only  $1.25  per  line;  only  80c 
per  line  for  situations  wanted  ads. 

- CLIP  AND  MAIL  THIS  COUPON  TODAY!- - 

Editor  &  Publisher  Classified  Adv. 

850  Third  Ave.,  New  York  22,  N.  Y. 

Insert  my  classified  ad  for  4  insertions  at  the  low  4-time  rate 

of . per  line,  per  insertion,  in  the  following  issues: 

April  10  □  April  17  □  April  24  □  May  1  □  May  8  □ 

CLASSIFICATION:  . 

COPY:  . 


□  Assign  a  box  numoer  and  mail  my  replies  daily 

NAME  . 

ADDRESS  . 

City . STATE . 

(Enclose  remittance  with  order  for  situations  wanted  ads) 
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Equipment  Mert 


BUY  OR  SELL  NEW  OR  USED  NEWSPAPER  EQUIPMENT  IN  THIS  BIG  MARKET-PLACE 


Composing  Room 


TYPESETTING  MACHINES 

Model  C4  Intertype,  Ser.  28200,  4 
Viiilite  macazines,  quadder,  elec, 
pot. 

Model  C2  Intertype,  Ser.  21000,  2 

masa.,  elec.  twit. 

Model  31  Linotype.  Ser,  54000,  2-90, 
2-72  chan,  mags.,  elec.  pot. 

Model  8  Linotype,  Ser.  36000. 

Model  E  Elrod,  2  yrs.  old. 

Attractively  priced  and 
lully  guaranteed  I 

ERNEST  PAYNE  CORPORATION 
82  Beekman  St..  N.Y.C.  —  10038 
(212)  BEekman  3-1701 

CONVERTED  TO  OFFSET 
Still  unsold — 1  C44  &  3  C-4  almost 
new  Intertype  machines;  1  Hoe  Pre¬ 
cision  Flat  Shaver;  1  Royal  Radian 
Router;  1  9%  ton  Kemp  pot  and  other 
reiated  equipment.  Write:  F.  F.  <Das- 
telli,  Gen.  Mgr.,  II  Progresso,  155 
Perry  St.  New  York.  N.Y.  10014. 

FOR  SALE:  ShaiTstall  Selecto-Spacers, 
Model  500.  Senals  454B.  458B,  550B 
purchased  new  10/18/60,  11/29/60, 

10/3/63  respectively.  (3ost  $795  each. 
All  operational  when  removed  from 
service.  Newest  unit  at  $500 ;  others 
at  $300  each.  Will  ship  express  collect 
for  your  inspection;  returnable  if  not 
satisfied.  A.  B.  Carter,  Production 
Manager,  The  Times,  Gainesville, 
Georgia. 

MODEL  32  LINOTYP El-Four  mains 
&  four  auxiliaries,  ser.  #57378,  gas 
pot,  Thermo-Blow,  Margach  Feeder, 
six  mold  disk,  eight  fonts  12  to  42 
point  mats.  First-class  condition.  $7,- 
600.  Tyier  Typesetting  Machine  Co., 
1116  S.  Sneed  St.,  Tyler,  Texas. 

L.  &  B.  HEAVY  DUTY 
NEWSPAPER  TURTLES 
are  in  use  all  over  the  United  States 
and  foreign  countries.  “Ask  the  man 
who  uses  them.”  $84.50  to  $97.50.  None 
better  at  any  price.  Write  for  litera¬ 
ture. 

L.  &  B.  SALES  (XIMPANY 
111-113  W.  Market  St..  Elkin.  N.C. 
World's  largest  distributor  of 
Newspaper  Form  Trucks 
Telephone :  919-835-1513 


Graphic  Arts  -  Photo  Equipment 


USED— CONDITION  GOODl 
Curtis  11  X  14  Color  Analyst;  Curtis 
4X5  Color  Scout  one-shot  camera 
with  FP  adaptors  and  case;  National 
Photocolor  5X7  one-shot  camera 
(Tungsten  model)  no  lens;  Saltzman 
5X7  Eblarger  on  stand  (no  lens); 
Saltzman  Studio  Tripod  (portable) 
with  tilt  and  pan  head;  Hulcher  70mm 
Battery-drive  Sequence  camera  w/80mm 
lens  and  case;  Nikkor  Processing  Unit 
(reel  and  tank)  for  70mm  100-foot 
rolls;  Morse  motorized  processor  for 
70inm  100-foot  rolls;  Nikon  Motor 
Drive  Model  F  2S0-exposure  (condi¬ 
tion  as  new)  Big  Bertha  5X7  Graflex 
w/40-inch  telephoto.  Box  1339,  Editor 
&  Publisher. 


Perforator  Tape 

LOWEST  PRICU  and  best  quality 
perforator  tapes  in  USA.  $.31  per  roll 
for  8"  and  $.95  for  14" — ail  widths 
%  fob  Cincinnati,  Ohio.  Cartons  only. 
Order  now  from: 

PORTAGE  NEWSPAPErR  SUPPLY 
44  E.  Elxchange  St.,  Akron,  Ohio 

Photoengraving  Equipment 

FAIRCHILD  SCAN-A-GRAVER  for 
sale.  Model  F-372,  1-85  line  Screen 
Cadet.  Elxoelient  condition.  E'actory  re¬ 
built  less  than  one  year  ago.  New 
Model  costs  over  $8000.  Will  Sacrifice 
for  $3000.  Contact  Robert  D.  Cowart, 
Rollins  Press,  Inc..  252  Park  Ave.  N, 
Winter  Park,  Florida,  644-2253. 


Presses  &  Machinery 


SPLENDID  OPPORTUNITY 

Post-War  Press  Equipment 


(1955)  (X)SS  UNIVERSAL  22%,  8 
units,  balloon  former,  skip  slitter,  2 
color  cylinders,  9  reverses,  roll  stands, 
power  roll  hoist,  rewinder;  Wood  Pony 
Autoplate.  Location :  Huntsville.  Ala. 


(1951)  HOE  COLOR  CONVER'nBLE 
23^,  6  units,  double  balloon  former, 
extra  color  cylinder,  3  reverses.  Wood 
reels,  tensions,  pasters.  Unitype  drives. 

I  Location;  Newark,  N.J, 


(1948)  HOE  COLOR  CONVERTIBLE 
2'2%,  8  units,  double  balloon  former.  3 
color  cylinders,  6  reverses.  Hoe  reels, 
tensions,  pasters.  Location :  New  Or¬ 
leans. 


I  (1950)  HOE  COLOR  CONVERTIBLE. 

I  2  separate  units,  with  a.c.  unitype 
j  drives,  Hoe  reels,  tensions,  pasters. 


8  unit  HOE  press.  22%,  [2  units  (1948) 
Color  Convertible  and  6  units  (1937) 
Arch  Type],  double  balloon  former.  3 
color  cylinders,  6  reverses,  Hoe  reels, 
tensions,  pasters.  Location:  New  Or¬ 
leans. 


BEN  SHULMAN  ASSOCIATES 

60  E.  42nd  St.  N.Y.  17  OX  7-4590 

SURPLUS  EQUIPMENT  FOR  SALE 
4 — Miehles,  56",  one  color  with  feed¬ 
ers 

1 — Cottrell,  2  color,  36  X  48 
1— Miehle  #2.  Hand  Feed 
1 — 3M  Makeready  Elquipment 
1 — Hamilton  Newspaper  Electric  Stor¬ 
age  Cabinet 

I  Also  some  miscellaneous  equipment.  If 
you  are  interested,  please  write.  All  in 
excellent  running  condition,  to  be  sold 
as  is,  where  is — Need  Room. 

S.  ROSENTHAL  &  <X).,  INC. 

22  Elast  12  Street 
Cincinnati,  Ohio  45210 

LEASE-PURCHASE 

No  down  payment  or  deposit  on  48- 
page  Hoe;  color  deck,  double  folder; 
22*4  inch  cut-off:  60  inch  rolls;  75 
HP  motor;  electric  hoist ;  600  gallon 
ink  tank;  all  stereo.  Prints  well.  Now 
running  but  immediately  available. 
Herb  Chase,  Box  1260,  Santa  Monica, 
Calif.  EX  3-0601  (213) 

6  UNIT  SCOTT 

steel  cylinders,  roller  bearings,  2  heavy 
duty  folders,  reels,  tensions,  C-H  con¬ 
veyors,  stripping  &  numbering  attach¬ 
ments.  Stereo  equipment.  Location. 
Detroit. 

IVill  sell  as  a  4  unit  press  if  desired 
— 

BEN  SHULMAN  ASSOCIATES 
60  E.  42  St.. N.Y., N.Y.  10017.  OX  7-4590 

COLE  POLDERS 

j  %.  >4,  comb,  can  GLUE.  FOLD. 

'  'TRIM  product  in  one  operation.  24,- 
!  000  copies  iier  hour — accurate.  Adapt¬ 
able  to  all  rotary  presses.  Okla.  City 
Mach.  Wks.  Inc.,  1637  W.  Main,  Okla. 
City.  Okla.  (H  6-8841. 

40-PAGE  TABLOID  Rotary  Goss 
Press,  some  color  flexibility;  20  chases; 

,  good  printer.  Available  immediately 
I  — attractively  priced.  Contact:  Wm. 

I  Spear,  Matzner  Suburban  News. 
Wayne,  N.  J.  Call  collect:  (AC  201) 
OX  6-3000. 

CUNE  PRESS  CONTROL  BOARDS 
for  30  to  500  HP  motors.  Complete 
press  drives  from  30  HP  to  150  HP 
with  AC  current.  George  C.  Oxford, 
Box  903,  Boise,  Idaho. 


Presses  &  Machinery 


FINE  USED  PRESSES 

14  units  SCOTT  press  23V^,  in  line, 
with  2  full  color  decks.  4  half-color 
decks,  reverses,  2  double  folders, 
Hurletron  color  register  controls,  Scott 
reels,  tensions.  Wood  Electro-tab 
pasters.  Can  be  divided. 


8  unit  GOSS  23A.  Arch  Type.  2  dou¬ 
ble  folders,  2  extra  color  cylinders,  2 
reverses,  reels  &  tensions.  Can  be 
divided. 


5  unit  GOSS  22%,  Arch  Type,  balloon 
formers,  skip  slitter,  extra  color  cylin¬ 
der,  2  reverses,  reels  &  tensions. 


4  unit  GOSS  21%,  Arch  Type.  2  dou¬ 
ble  folders,  balloon  former,  extra  color 
cylinder,  reverse,  reels  &  tensions: 
Pony  Autoplate. 


2  unit  Duplex  Metropolitan  press,  22%, 
double  folder,  2  extra  color  cylinders, 
end  feed. 


24  pg.  Duplex  Tubular,  2/1.  with  com¬ 
plete  stereo  equipment. 

16  pg.  Duplex  Tubular. 

Single  unit.  Duplex  UNITUBULAR, 
600  series;  also  combination  %  &  % 
pg.  folder;  roll  stands;  &  75  h.p. 
motor  drive. 

8  pg.  top  deck  for  Duplex  Tubular. 


Presses  &  Machinery 


HOE  Suiter  Production  Press.  O-unita 
with  double  2-to-l  folder,  22%  lack 
cut-off.  Serial  #  2911.  Deliver^  nsw 
in  1941.  Paper  width  60  to  68  ineluL 
Diameter  38  inches.  Four  sets  of  aagW 
bars,  two  in  front  and  two  in  back  o( 
folder.  FVame  drilled  for  two  addi. 
tional  sets  of  angle  bars.  Web  hevsriaj 
devices  on  all  units.  Electric  brakes  oa 
all  units  and  folders.  Hoe  jcels  aM 
automatic  belt  tension  on  all  units 
Cutler-Hammer  conveyor  and  delivaty 
table.  Main  press  drives.  150  HP-DC 
motor  with  inching  motor  and  DC 
controls.  Standby  drive,  'O-HP-DC 
motor,  inching  motor  and  DC  controk 
Press  may  Ite  seen  running  daily. 
Available  June,  1965,  direct  fron 
owner.  Contact:  H.  S.  Rand,  Jr.,  Tk 
Elvening  Press  Binghamton,  Nt« 
York.  Telephone— (607)  722-3411. 

Stereotype  Equipment  For  Sale 

GOSS  MAT  ROLLER,  model  45W,  atr. 
#163 ;  Purchased  1953;  used  only  oa 
our  own  weekly  newspaper.  R.  J, 
Kelly,  105  E.  115th  St.,  Chicago.  2M. 
2323. 

WOOD  AUTOMATIC  AUTOPLATt 
No.  189.  and  Wood  Heavy  Duty  Aato 
Shaver.  No.  104;  23A"  cut-off.  15^. 
lent  condition,  shaver  like  new.  Bas 
gain.  Contact  L.  Z.  Blue,  Produetiaa 
Mgr.,  The  Republican-Courier,  Fiad- 
lay,  Ohio. 

NOLAN  FI'LL  PAGE  SUPER  (USm 
Serial  No.  6346H.  1955.  Good  eoadi- 
tion.  Gas  fired  with  side  pourer.  Shall 
and  type-high  bars.  $1,100.  The  Lmi- 
Islander,  313  Main  St.,  Huntington. 
N.Y.  516  HA  7-7000. 


BEN  SHULMAN  ASSOCIATES  sta-hi  machines^.  older  u^  te 

in  srood  condition.  Georse  C.  Oxford, 
60  E.  42nd  St.  N.Y.  17  OX  7-4590  Box  903.  Boise,  Idaho. 


GOING  INTO 

NEWSPAPER  BUSINESS? 

Then,  you  must  have  machinery  and 
equipment  suitable  for  the  daily  po¬ 
tential  circulation  and  advertising.  We 
have  a  complete  plant  reauly  to  go  in 
excellent  condition,  on  immediate  notice, 
which  can  be  in  your  selected  position 
anywhere  in  the  United  States  in  a 
matter  of  weeks.  Plant  capable  of  a 
daily  newspaper  of  approximately  75,000 
circulation.  No  brokers,  please.  Price 
will  be  discussed  with  interested  sub¬ 
stantial  buyers.  Reply  to  Box  1366. 
Elditor  &  Publisher. 

23  x  36  Harris  Offset  Press 
23  X  30  Harris  Offset  Press 
2  Ludlows  Gas  or  Electric  Pot 
4  Cabs.  w/Mats  (Send  for  List) 

Model  5-8-31  Linotypes 

Hoe  Dbl.  Page  Tail  Cutter  21% 

APEX  PTG.  MACHINERY  CO.,  INC. 
210  Elizabeth  St.,  New  York  12.  N.  Y. 

(212)  966-0070 


8-UNIT  GOSS  PRESS 
Arch  type  units.  2  double  folders, 
22%",  3  color  humps,  2-100  H.P.  AC 
drives,  reels  and  tensions. 

LOYAL  S.  DIXON  CO. 

"Newspaper  Equipment  Dealers” 
11426  Penrose  St..  Sun  Valley,  Calif. 

DUPLEX  PREISS,  MODEL  E,  QQ.  8 
pages.  22%"  cutoff.  4.5  M  per  hour. 
Drives,  extra  rollers  and  chases.  $7,- 
000.  The  Long-Islander,  313  Main  St., 
Huntington.  N.Y.  616  HA  7-7000. 

16-PAGE  TUBULAR  2/1  Model.  Per¬ 
fect  condition.  Complete  stereo,  includ¬ 
ing  Sta-Hi,  Vacuum-back  Caster,  Mat 
Roller,  etc.  Bus.  Mgr.,  Key  West 
Citizen,  Key  West,  Fla. 

2200-GALLON  INK  TANK  with  pump 
and  accessories  for  sale.  Now  in  use. 
Available  June  1.  Record-Courier, 
Ravenna,  Ohio.  Tel:  296-8414. 


Wanted  to  Buy 

WANTEJD — Late  model  Blue  Strstk 
Comet  Linotype,  with  or  without  'n'S 
equipment.  Will  pay  cash  or  if  dasiiei 
Model  5  or  8  Linotype  in  part  pt;. 
ment.  Arkansas  Democrat.  Little  Reck. 
Arkansas. 


LATE  MODEL 
TUBULAR  &  ROTARY 
NEWSPAPER  PRESSES 
NEWSPAPER  CONVEYORS 

JOHN  GRIFFITHS  CO.  INC. 

420  Lexington  Ave.,  N.  Y.,  N.  Y.  10011 

32  AND  POSSIBLY  48-PAGE  PRffiS. 
23 A*  cut-off,  not  too  old,  not  more 
than  two  decks.  Daily  Iberian,  Nc* 
Iberia,  La. 


NEWSPAPER  PRESSES 
COMPLETE  PLANTS 
MAT  ROLLERS 
STEJREO  EQUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  B.  42  St.. N.Y..  N.Y.  10017.  0X  7-4800 


Li  noty  pes — Intertypes — Lud  iows 
PRINTCRAFT  REPRESENTA'nVIS 
136  Church  Street,  New  York  7,  N.  I* 

CUTLER-HAMMER  HEAVY  DUTY  I 
wire  Conveyor  and/or  component  uniti 
and  parts. 

LOYAL  S.  DIXON  CO. 

“Newspaper  Press  Erectors" 
11426  Penrose  St.,  Sun  Valiey,  C*lil. 

WE  ARE  IN  THE  MARKET  for  » 
page  or  larger  press  with  a  minimMj 
of  one  color  hump.  Must  have  os* 
stands.  Contact  J.  M.  Robinson,  Dsw 
News.  Jacksonvilie,  North  Caroliss. 
Phone  347-1222. 
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Help  Wanted 

READ  THESE  COLUMNS  FOR  THE  BEST  JOB  OPENINGS  IN  THE  NEWSPAPER  INDUSTRY 


Academic  I 


hale  journaxjsm  teacher  to 

suit  Sept.  1.  1966,  at  university.  Must 
have  at  least  master’s  decree  in  some 
phase  of  mass  communications;  no 
sguivalent  uccepUble.  Salary  $6,000 
for  9  months  for  instructor.  Subatan- 
tialiy  higher  salary  for  news  or  teach¬ 
ing  exi>erience,  or  additional  graduate 
work.  Must  be  qualified  to  teach  re¬ 
porting  and  kindred  subjects.  Area  3. 
B<n  1386,  Editor  &  Publisher. 

Circulation 

EXPERIBINCED  MAN  for  supply  sales, 
Chart  Area  3  or  4.  Much  traveling. 
Box  1419,  Editor  &  Publisher. 

Claisified  Advertising 

ASSISTANT  CLASSIFIED  MANAGER 
36  to  60  years,  with  16  years’  adver¬ 
tising  experience.  Good  opportunity  for 
advancement.  Circulation  over  300,000. 
Area  6.  Salary  $10,000  to  $12,000.  Give 
complete  resume.  Box  1334,  Editor  & 
Publisher. 


A  “DREAM"  OPPORTUNITY 
IF  YOU  HAVE  WHAT  IT  TAKES 
What  can  you  do  with  this  newly 
created  classified  package?  Our  ten 
newspapers  and  shoppers  now  blanket 
greater  St.  Paul  area,  every  home,  no 
duplication,  175,000  cire.  Are  you  ag¬ 
gressive  idea  man  with  classified  know¬ 
how?  Can  you  set  up  and  run  a  com¬ 
plete,  new  department?  Can  you  visual¬ 
ize  the  potential  of  a  classified  medium 
that  ’’really’’  saturates  a  complete 
metropolitan  area?  If  you  can  answer 
above  in  the  idfirmative  you  are  the 
man  we  want,  and  the  salary,  incen¬ 
tive,  etc.  you  want  is  yours  1  Gerald 
Sexton,  St.  Paul  Suburban  Newspapers, 
Inc.,  So.  St.  Paul.  Minn.  612-227-7851. 

CLASSIFIED  MANAGER  for  publica¬ 
tion  in  booming  area  located  in  Zone 
1.  Circulation  25-50,000  group.  Expe¬ 
rience  in  promotion,  staff  training, 
etc.,  a  must.  Excellent  opportunity! 
Salary  open.  Replies  strictly  confiden¬ 
tial.  Resume  to  Box  1370,  Editor  & 
Publisher. 

CLASSIFIED  SALESMAN,  under  42. 
for  large,  highly  competitive  midwest 
daily.  Some  display  experience  helpful. 
Want  only  man  interested  in  moving 
ahead.  Substantial  salary,  many  fringe 
benefits.  Box  1368,  Editor  &  Publisher. 

Display  Advertising 

ADVERTISING  MANAGER:  Rapidly- 
growing  semi-weekly;  daily  status 
near.  Direct  3-man  staff.  Layout  expe¬ 
rience  vital.  Benefits.  Good  salary.  The 
Coorier-’Tribune,  Asheboro,  N.C. 

ADVBR’nSING  SALESMEN.  retail 
and  classified,  for  daily  newspapers  in 
EAP  Zones  6,  7  and  8,  Send  com¬ 
plete  typewritten  resume,  references  to 
Inland  Daily  Press  Assn.,  7  S.  Dear¬ 
born,  Chicago  3,  HI. 

YOUNG  DISPLAY  AD  SALESMAN 
needed  by  small  Illinois  daily.  New  off¬ 
set  plant,  expanding  market  stimulated 
by  new  ($50-million  annual  payroll) 
industry.  Reply  by  letter  to:  Advtg. 
Mgr.,  Daily  Republican,  Belvidere,  Ill., 
61008. 

COMPHTTENT,  EXPERIENCED  Adver¬ 
tising  Manager  for  7,000  circulation 
gening.  Chart  Area  6.  We  are  look¬ 
ing  for  someone  with  leadership  ability. 
Must  strong  in  sales,  layout  and 
promotion.  Group  insurance  and  other 
benefits.  Send  complete  resume  and 
some  samples  of  layout  work  to  Box 
1374,  Editor  &  Publisher. 

IMMEDIATE  OPENING  for  thorough¬ 
ly  experienced  display  salesman  to  han¬ 
dle  key  accounts  in  rapidly  growing 
Mea.  Tt^  salary  and  benefits  if  you 
^know  the  business  and  are  above- 
average  on  layout;  we  also  have  a 
place  for  a  young,  aggressive  junior 
salesman  with  at  least  two  years’  ex¬ 
perience.  Send  full  details  to:  Jim 
Hughes.  Daily  Democrat,  Woodland, 
Calif. 


Display  Advertising 


ADVERTISING  SALESMAN  —  Jersey 
seashore  weekly.  Steady  position.  Paid 
vacation,  hospitalization,  medical-surgi¬ 
cal  insurance.  ’The  Leader,  Wildwood. 
N.  J.  08260. 

ADVERTISING  SALESMAN  for  small 
dally  newspaper  in  highly  competitive 
market  area.  Send  complete  resume: 
include  salary.  Box  1417,  Editor  St 
Publisher. 

DISPLAY  ADVERTISING  SALESMAN 
experienced  in  layout  and  aggressive 
selling.  Send  resume  and  references. 
J,  Q.  Lambert,  Democrat,  Natchez, 
Miss.,  39120. 

DISPLAY  SALESMAN— Want  aggres¬ 
sive  young  man  with  newspaper  ad¬ 
vertising  sales  experience.  Ebccellent 
outdoor  recreational  area.  Write  full 
details  to;  Advertising  Manager,  Port 
Angeles  (Wash.)  Evening  News. 

EXPERIENCED.  AGGRESSIVE  adver¬ 
tising  salesman-manager  for  national 
and  state  prize-winning  twin  weeklies. 
Excellent  salary,  working  conditions, 
profit-sharing  retirement  plan,  vaca¬ 
tion.  and  comprehensive  life,  medical 
and  insurance  plan.  Progressive  staff 
with  ultra-modern  otfice  and  plant. 
Write  or  phone :  Kenneth  Smith,  Til¬ 
ton  Publications.  Inc.,  P.O.  Box  56, 
Rochelle.  III.  61068.  Phone:  (AC  816) 
562-4171. 


CITY  BJDI’TOR  to  fill  No.  2  spot  im¬ 
mediately.  Very  attractive  starting  sal¬ 
ary  with  liberal  insurance  plan  for 
stable,  married  man  who  is  ready  to 
put  his  roots  in  this  progressive  college 
and  industrial  city  of  20.000.  ’This  6- 
day  evening  newspaper  has  just  won 
National  Tyj>ography  and  Top  State 
Photo  Awards.  Mail  complete  qualifi¬ 
cations  along  with  references,  or  call 
collect  if  located  in  Ohio  area.  Howard 
Smallsreed,  Managing  Editor,  Ashland 
(Ohio)  'Times-Gazette. 


AFTERNOON  DAILY  with  high  stand¬ 
ards  and  48,000  circulation  seeks  re- 
l>orter-rewrite  man  with  at  least  2 
years  of  experience.  Wo  have  a  37% 
hour  work  week  and  above-average 
pay.  Mail  full  resume  to:  ’Thomas  D. 
Davis.  Executive  Ed.,  Delaware  County 
Daily  Times,  Chester,  Pa.  No  phone 
calls,  please. 

EDITOR  BIG-10  UNIVERSI’TY  —  To 
handle  news  and  brochure  copy.  News¬ 
paper  experience  essential — about  $7,- 
000  to  start — plus  benefits  of  faculty 
status.  Immediate  opening.  Box  1334, 
EMitor  &  Publisher. 

NEJWS  AND  FEATURE  WRITER  for 
agricultural  college  of  leading  eastern 
university.  Must  be  college  graduate. 
J-’.chool  graduate  with  newspaper  ex¬ 
perience  preferred.  Write  Box  1344, 
Elditor  &  Publisher. 

WANTED  AT  ONCE:  General  reporter 
in  12,000  population  north  central 
Ohio  town.  Write  Box  1340,  Editor  & 
Publisher. 

MANAGING  EDITOR  needs  experi¬ 
enced,  dei>endable  assistant  for  7-man 
newsroom ;  help  with  area  news,  heads, 
planning.  Permanent.  Write  fully. 
Daily  Dispatch,  Oneida,  N.Y.  13421. 

REPORTER — Jersey  seashore  weekly. 
Steady  position.  Paid  vacation,  hos¬ 
pitalization,  surgical  insurance ;  other 
benefits.  The  Leader,  Wildwood,  N.J. 
08260. 

RUN  YOUR  OWN  NEWS  BUREAU— 
We’re  looking  for  a  young  near-begin- 
ner  with  enough  initiative  and  writing 
ability  to  cover  a  small  county-seat 
city  and  surrounding  mountain  area 
for  a  hustling  28,000  daily  in  prosper¬ 
ous  East  Tennessee.  It’s  a  chance  to 
show  what  you  can  do  on  your  own 
with  the  whole  range  of  news,  fea¬ 
tures  and  photos.  Smd  three  samples 
of  your  best  feature  writing  to:  Man¬ 
aging  Editor,  Kingsport,  Tenn.,  ’Times- 
News. 


REPORTER-PHO’TOGRAPHER  for 
growing  29,000  daily  along  Lake  Michi¬ 
gan.  Experienced.  Scale  $130.  plus; 

5  day  week;  profit-sharing;  Health 
and  life  insurance.  Wonderful  city 
with  fine  schools.  Write  full  resume 
to  John  M.  Werner,  Editor,  The  She¬ 
boygan  Press,  Sheboygan,  Wisconsin 
53082. 

REPOR’TERS  to  run  county  news 
service  for  Zone  2  dailies.  Some  exi>e- 
rience,  daily  or  weekly.  Camera  de¬ 
sirable.  Good  opportunity  for  self¬ 
starters.  Send  details,  resume  in  first 
letter.  Replies  confidential.  Box  1378, 
Editor  &  Publisher. 

SELF-STARTING  general  assignment 
rei>orter  for  one  or  two-man  bureau 
with  small  Zone  1  evening  paper. 
Growth  situation  makes  this  sound 
opportunity.  Box  1398,  Editor  &  Pub¬ 
lisher. 

SPOR’TS  WRITER. DESKMAN  for 
prize-winning  daily  in  Central  Illinois, 
Assist  in  covering  one  of  finest  sports 
areas  in  Midwest.  Offer  varied  experi¬ 
ence  in  news  and  feature  writing,  pho¬ 
tography,  layout.  Experience  preferred 
but  not  necessary.  Send  letter,  resume, 
salary  needed  to  Jim  Barnhart,  SiKtrta 
Editor,  Daily  Pantagraph,  Blooming¬ 
ton.  Ill.,  61702. 

SUN-JOURNAL.  NEW  BERN.  N.C., 
6-day  afternoon,  has  immediate  open¬ 
ing  for  qualified  deskman  who  doesn’t 
drink  and  is  willing  worker.  Refer¬ 
ences  needed. 

EDITOR/WRITER  small  N.Y.C.  trade 
publications.  Experienced  large  volume 
copy;  also  production  for  letterpress. 
To  $7,800.  Phone  246-5390. 

FIVE-DAY  MORNING  DAILY,  going 
offset,  has  opening  for  photographer- 
sports  writer.  Good  hunting,  fishing, 
living  area.  Write;  Blackfoot  News, 
Blackfoot,  Idaho  83221, 

FLORIDA  DAILY  on  Gulf  Coast 
needs:  (1)  reporter;  (2)  desk  man; 
preferably  under  30.  Send  full  details 
including  salary  requirements  in  first 
letter.  Box  1415,  Editor  &  Publisher. 


GROWING  A.M.  DAILY  (60-M  daily, 
98-M  Sunday)  seeks  versatile  deskman. 
two  years’  minimum  experience,  uni¬ 
versal  desk  familiarity  helpful.  Top 
skill  at  copy  editing,  headlines,  make¬ 
up  absolutely  essential.  Good  oppor¬ 
tunity.  Write:  Personnel  Dept.,  Times- 
World  (3orp.,  Roanoke,  Va.  24010. 


IP  YOU  UKE  TO  WRITE  feature 
stories — a  column  and  articles  on 
county  government  and  court  proceed¬ 
ings — we  want  you.  Afternoon  daily. 
Zone  2.  Box  1433,  Editor  &  Publisher. 

MANAGING  EDITOR.  experience. 
Area  6—4,000  circulation  daily.  Salary 
plus  benefits,  insurance  and  retire¬ 
ment  plan.  Box  1418,  Editor  &  Pub¬ 
lisher. 

METROPOLITAN  EVENING  and  Sun¬ 
day  newspaper,  in  Zone  9,  is  seeking  a 
music  and  drama  critic.  Please  he  spe¬ 
cific  in  stating  qualifications.  Box  1411, 
Editor  &  Publisher. 

TELEGRAPH  EDITOR-REWRITE  MAN 
for  challenging  job  on  growing  6-day 
afternoon  newspaper.  Contact:  Roliert 
W.  Brown,  Evening  Herald,  Rock  Hill, 
S.C.  29731. 


REPORTER 

To  cover  entire 
State  of  Connecticut 

Hartford  area  base  pfd 
experience  in  the 
Electronic  and/or 
Metal  Working  Fields 
desirable — but  not  necessary 
Salary  -f-  Fringe  benefits 
Box  1414,  Editor  &  Publisher 


NEWSPAPER 
SOCIAL  WRITER 
Sacramento,  California 

Immediate  opening  for 
woman,  26  to  40  years  age, 
with  newspaper  or  related 
experience.  Excellent  em¬ 
ployee  benefits,  working 
conditions.  Apply  in  person 
or  send  detailed  resume  to: 

Personnel  Department 
THE  SACRAMENTO  BEE 
2 1  st  &  Q  Streets 
Sacramento,  California 

PRES’HGE  SUBURBAN  NEWSPAPER 
chain,  Northwest  of  Chicago,  needs 
experienced  young  man  for  general 
reporting-feature  writing  in  expfinding 
suburban  area.  Job  stresses  individual 
initiative,  responsibility  as  pcut  of 
award-winning  staff  nationally-recog¬ 
nized  for  unique  approach  to  suburban 
journalism.  Progressive  policies — many 
company  benefits.  Send  full  resume, 
sample  clips  to:  Charles  B.  Hayes,  Ex¬ 
ecutive  Editor,  Paddock  Publications, 
Inc.,  Arlington  Heights,  Illinois  60006. 


REPORTER  (young  man  or  woman). 
Prefer  J-degree.  ’Tremendous  opportu¬ 
nity  on  fast-growing,  prize-winning 
17,348  ABO  twice  weekly  in  booming 
North  Jersey  suburbs.  Editorial  integ¬ 
rity  ;  high  standards.  Apply  immedi¬ 
ately  to;  Managing  Ed..  Suburban 
Trends.  Riverdale,  New  Jersey  07467. 


Creative  writer  with  a 
minimum  of  three  years 
experience  and  proven 
accomplishments  in 
communicative  t  e  c  h  - 
niques.  An  industrial 
orientation  which  could 
include  the  development 
of  media  for  internal 
periodicals  and  special 
“one-time”  publications 
desirable, 

A  bachelor’s  degree  re¬ 
quired,  preferably  in 
journalism  or  English. 

This  position  is  in  Ro¬ 
chester,  New  York. 
Please  send  a  resume, 
including  salary  his¬ 
tory,  in  confidence  to: 
Mr.  Lee  B.  Sundsted, 
Department  EP  -  327, 
Xerox  Corporation, 
P.O.  Box  1540,  Roches¬ 
ter,  New  York  14603. 


XEROX 

An  Equal 
Opportunity  Employer 


editor  8c  publisher  for  March  27,  1965 


HELP  WANTED 

Editorial 


HELP  WANTED 

Editorial 


HELP  WANTED 

Operators-MachinUtg 


HELP  WANTED 

Public  Relation* 


REPORTER 

Excellent  writer  needed  for  leading 
Automotive  Manufacturer’s  top  rated 
bi-weekly  employee  newspaper  with  a 
circulation  of  147,000.  Must  have  dem¬ 
onstrated  ability  to  write  news  and 
feature  articles.  Three  to  6  years’  ex¬ 
perience  and  college  degree  preferred. 
Please  state  salary  requirements.  Posi¬ 
tion  located  in  Michigan.  Reply  by 
resume  to  Box  1405,  Editor  A  Put^ 
lisber. 

An  Equal  Opportunity  Employer! 


’TWO  IMMia>IATE  OPENINGS  on 
prize-winning  suburban  newspapers : 
regional  editor  who  has  makeup  expe¬ 
rience  and  can  write  editorials ;  and 
a  general  assignment  reporter  who  is 
strong  on  features  and  has  initiative. 
Car  is  essential.  Pull  benefits.  Thurs¬ 
day  and  Simday  publications  with  a 
total  circulation  of  36,000.  Send  full 
resume,  including  salary  range,  to: 
Managing  Editor.  Ridgewood  News¬ 
papers,  30  Oak  St.,  Ridgewood,  New 
Jersey  07450. 


’TWO  OPENINGS:  Sports  writer  and 
police  courts  reporter  for  central  Vir¬ 
ginia  6-day  p.m.  daily.  Good  pay  and 
pleasant  working  and  living  conditions. 
Prefer  Southerners,  with  at  least  2 
years’  experience.  Box  1436,  Editor  & 
Publisher. 


CLASSIFIED 

Advertising  Rates 

Um  Ratas  EACH  CONSECUTIVE 
laaerNoe 

SITUATIONS  WANTED  (Payzkit  with 
v6ar>  4  tines  •  80c  pv  line  etch 
insertion;  3  tines  •  90e:  2  •  $1.00; 

1  tine  $1.10  per  line.  If  keyop,  add  50c 
far  kox  sarrice  and  const  as  1  addi¬ 
tional  line  in  your  copy.  3  lines  nininun. 
Air-nail  service  on  blind  ads  $1.00  extra. 

Do  not  send  irreplaceable  clippinfs.  etc. 
in  response  to  Help  Wanted  ads  until 
dirKt  reoueit  is  nadc  for  then.  EAP 
cannot  be  responsible  for  their  return. 

AU  OTHER  CLASSinCA'nONS: 

4  tines  0  $1.25  per  line  each  insertion; 

3  tines  •  $L35;  2  •  $1.45;  1  tine 
$1.55  per  line.  If  keyed,  add  50c  for  box 
service  and  count  as  1  additional  lino  in 
your  copy.  3  lines  nininon.  Air-nail 
sarvice  on  blind  ads  $1.00  extra. 

kdEASUREMENTS  AND  CHARGES: 

EAP  classified  advertising  is  set  in  6-point 
type.  Advertisements  set  completely  in 
6-point  up  to  a  maximum  of  20  lines, 
w|tbent  white  space,  display  beads,  etc. 
will  be  billed  at  the  specified  rate  (sec 
rate  chart  of  various  numbers  of  inser¬ 
tions)  on  a  line  count  basis.  For  ennple, 
an  advertisement  of  ten  lines  will  be 
billed  at  10  tines  the  classified  line 
rate,  etc. 

Advertisements  using  extra  white  space 
and/or  display  kaada,  text  or  signature  i 
in  Vogue  Light  8.  10,  12,  or  14-point 
maximum,  will  be  charged  by  agate  rule  ^ 
measurement— (14  lines  per  inch)  at 
the  prevailing  rate  for  the  number  of 
insertions. 

DISflAT  CLASSIFIED:  The  use  of 
rules,  boldface,  cuts,  or  other  decorations 
changes  your  classified  ad  to  “classified 
display."  The  rate  for  Classified  Display 
is  $2.50  per  agate  line— $35  per  column 
inch  minimum  space. 

DEADUNE  FOR  CLASSIFIED  AD- 
VHtTISING,  Tnoedoy,  5:00  P.M. 
Count  five  average  words  to  the  line.  Mo 
abbreviations.  Box  koMen’  Identities  held 
in  strict  confidence.  Replies  nailed  daily. 
Editor  R  Publisher  reserves  the  right  to 
adit  alt  copy. 

Editor  &  Publisher 

850  TIM  Avo.,  N.  Y.,  N.  T..  10022 
Phono  PLoan  2-7050 


WB  SEEK  AN  IMAGINATIVE  EDITOH 
who  would  like  to  take  over  make-up 
of  a  grrowing  6-day  morning  paper 
that  converts  to  offset  April  6.  Send 
qualifications  to:  D.  R.  Brown,  The 
News,  Blackfoot,  Idaho  83221, 


WOMEN’S  EDI’TOR— We  need  a  gal 
with  flair  and  imagination  to  develop 
our  women’s  page.  Your  writing  skill, 
our  offset  pictures  make  winning  com¬ 
bination.  Write  for  details  to:  Pub¬ 
lisher  OBSERVER.  Dunkirk.  N.Y., 
11048. 


WRITER? 

SCIENTIST? 

If  you’re  a  writer  with  scientific 
experience,  or  a  scientist  with  wriU 
ing  experience,  we’d  like  to  hear 
from  you.  We  have  an  important 
job  open  at  a  leading  drug  company 
— a  job  that  calis  for  skill  in  both 
writing  and  comprehending  scien¬ 
tific  information.  The  job,  on  the 
staff  of  a  medical  magazine,  carries 
many  employee  benefits  and  holds  a 
lot  of  potential  for  advancement. 
Our  requirements  are  high,  but  so 
is  our  pay.  Write  to: 

Box  1410,  Editor  &  Publisher 

An  Equal  Opportunity  Employer 


I  YOITNG,  AMBITIOUS  EDI’TOR  for 
new  Negro  weekly  in  major  Zone  3 
city.  Management  intent  on  community 
I  service,  constructive  journalism.  <3oo<l 
i  pay  —  investment  opportunity  —  chal¬ 
lenge.  Box  1431,  Editor  &  Publisher. 


Free  Lance 

NSWS  PHOTOGBAPHEBS-FREE  LANCE 
If  you’re  working  for  a  newspaper, 
here’s  a  chance  to  make  side  money. 
All  Zones.  Write:  NA'nONAL  STAR 
OHRON1CLE,  64  University  PL,  New 
YOTk,  N.  Y.  10003. 


12  IF  LEW  LITTLE  SYNDICATTl  USES 
funny  type,  double-meaning  you  mail 
first.  210  Post.  #916E,  San  Francisco. 


REPORTERS,  WRITERS,  STRINGERS 
Need  unusual,  sizzling  red  hot  news  | 
stories  covering  sex,  strippers,  raids,  t 
dope,  murder,  etc.,  with  or  without  ! 
pictures.  New  management.  Top  prices 
now  paid.  NA'nONAL  BULLEnN, 
Box  22,  Ouyahoga  Falls,  Ohio  44222.  ' 


WANTED  IMMEDIATELY:  Cartoons, 
pictures,  human  interest  stories,  true 
humorous  happenings,  quotes,  etc.  for 
new  weekly  publication.  Write  Box 
1402,  Editor  &  Publisher. 


REPORTER 

For  Schenectady  area 

For  Electronic  & 

Metal  working  publications 

Space  rates 

Box  I4(X),  Editor  &  Publisher 


MiscManeous 

MANY  OPENINGS  on  N.C.  weekly 
and  daily  newspapers  for  reporters, 
advertising  salesmen  and  hack  shop. 
Write.  J.  D.  Fitz,  N(^A,  Box  661, 
Morganton,  N.C.  28666. 


JOB  OPPOR’TUNITIBS  on  Pennsyl¬ 
vania  newspapers.  For  application, 
write:  P.N.P.A.,  2717  N.  Front  SL. 
Harrisburg,  Pa.  17110. 


Operator  s-Maclunists 

TTS  PERFORATOR  OPERA’TOR— Ex- 
perienoed  woman  under  86  years  of  age; 
40-hour  week  svith  considerable  over¬ 
time.  Open  shop.  Good  wage  and  bene¬ 
fits.  Middlewest.  Box  1268,  Editor  A 
Publishw. 


PHO’TON  OPERATORS 
Journeyman  Photon  Operator  with 
makeup  experience  needed.  Excellent 
working  conditions.  Write  or  cail  Busi¬ 
ness  Office,  ORange  7-0621,  The  Okla¬ 
homa  Journal  Publishing  Company, 
7430  S.B.  16th  Street,  Oklahoma  City, 
Oklahoma  73110. 


OPERATOR  -  COMPOSITOR.  11,000 
daily  in  central  Ohio,  open  shop,  mod¬ 
em  plant.  Group  hospitalization  (in¬ 
cluding  msijor  medical),  employee 
profit-sharing  plan  and  insured  pen¬ 
sion  plan.  Write,  giving  complete  in¬ 
formation  as  to  experience,  references, 
etc.  Include  photo.  Job  primarily  floor 
work,  but  fill  in  on  machine  when 
necessary.  G.  T.  Culbertson,  Mount 
Vernon  News.  Mount  Vernon,  Ohio. 


eXJUNTRY  .  TRAINED.  all  -  around 
printer-operator.  1,500,000  pay  for 
Smoky  Mountain  vacations.  Let  us  pay 
you  to  work  3  days — fish,  loaf  4.  Ideal 
retirement  job.  Smoky  Mountain  Times, 
Bryson  City,  N.C.  28713.  Tel.  2525. 


MACHINIST-OPERATOR  for  6-day 
daily  on  Gulf  Coast.  $3.20  hr..  37% 
hr,  week,  paid  sick  leave,  paid  vaca¬ 
tion.  Write  qualifications  to:  Produc¬ 
tion  Mgr.,  ’The  Chronicle,  Pascagoula, 
Miss.  39567. 


ADVERTISING 


AND 

PUBLIC  RELATIONS 

TVA’s  Power  Marketing  Divi¬ 
sion  has  immediate  opening  for 
a  person  to  work  in  advertising 
and  public  relations  at  Chatta¬ 
nooga,  Tennessee.  Must  be  a 
writer  who  can  plan  advertis¬ 
ing  and  public  relations  mate¬ 
rial  for  all  media.  College  edu¬ 
cation  and  experience  desired. 

Starting  salary  $7020  or  $7450, 
depending  on  experience  and 
qualifications.  Could  be  $8600 
with  utility  sales  promotion  ex¬ 
perience.  Some  travel.  Excellent 
fringe  benefits. 


Photography 

PHOT(X3RAPHBai  —  with  interpretive 
news  sense,  who  wants  to  work  for 
a  college  and  live  in  the  most  beauti¬ 
ful  part  of  Florida.  Ought  to  know 
how  to  use  three  or  four  types  of 
cameras,  even  color  would  be  helpful. 
This  is  a  permanent  job.  Write  fully, 
with  samples  (to  be  returned).  State 
present  salary  and  what  it  will  take 
to  move  you.  More  interested  in  com¬ 
petency  than  degrees.  Box  1372,  EUitor 
&  Publisher. 


Printers 

(XIMPOSING  ROOM  FOREMAN 
Hard-hitting,  aggressive  composing 
room  foireman  who  has  a  record  of 
reducing  costs  and  can  produce  results 
for  us.  Attractive  offer  waiting  right 
man.  This  no  small  room.  State  quali¬ 
fications.  past  performance  record  and 
when  available.  Write  us  now  Box 
1412,  Editor  &  Publisher. 

Promotion 

COPYWRITER 

who  can  produce  sales  argu¬ 
ments  and  presentations  from 
page  letters  to  slide  presenta¬ 
tions  can  find  a  home  on  promo¬ 
tion  staff  of  The  Philadelphia 
Bulletin.  Imaginative  ability  to 
interpret  statistics  essential. 
Write  Barry  Urdang,  Promo¬ 
tion  Manager. 

Public  Relations 

P  R  DIRECTOR — Distinguished  Flor¬ 
ida  private  college  seeks  young  man 
with  experience  for  position  as  Direc¬ 
tor  of  Public  Relations.  Must  be  crea¬ 
tive  and  have  ability  to  write  interpre¬ 
tative.  in-depth  features  and  reports. 
Should  be  experienced  in  working  with 
publications  and  have  an  understanding 
of.  and  interest  in,  education.  Write 
fully,  giving  educational  backgrround. 
experience  and  references.  Samples  of 
work  also  requested.  State  present  sal¬ 
ary  and  what  it  will  take  to  move  you. 
Box  1380,  Editor  &  Publisher. 


REPORTER-EDITOR  in  PR  to  take 
charge  of  small  newspaper.  Length  of 
experience  less  important  than  basic 
reportorial-editing  talent;  photo  ability 
helpful.  Prefer  young  man  now  living 
in  Southern  California.  Salary  based 
on  experience.  P.O.  Box  646,  Azusa, 
Calif.  91703. 


Write  for  free  copy,  "NATIONAL 
EMPLOYMB24T  REPORT'S."  Describes 
hundreds  of  $7,000-370,000  executive 
job  openings.  "NER,"  619-EP  Center, 
Racine,  Wis. 


For  further  Information  contact 


Employment  Branch 

TENNESSEE 
VALLEY  AUTHORITY 


Knoxville,  Tennessee 


NEWS  BUREAU  DIRECTOR.  G«a- 
eral  direction  of  college  news  sarvice, 
including  news,  home  town  releaaat, 
sports,  features,  photogn-aphy,  saviea 
as  adviser  to  student  publications,  giu- 
eral  public  relations  duties.  Prefarahly 
someone  with  metrxgtolitam  news  uzpe- 
riance,  under  30.  with  B.A.  dagisa 
Address  John  Niblock,  Monmouth  Col¬ 
lege.  Monmouth,  Illinois,  61462. 


PUBLICITY  WRITER 
Fast-growing  $2  million  advertiaiiv 
agency  has  develot>ed  all  the  PR  buii- 
ness  it  can  effectively  handle,  needi 
skillful  writer  to  help  produce  much 
of  this  work,  make  room  for  more. 
Must  be  a  producer.  Management  po¬ 
tential  is  excellent  if  you  can  alw 
organize  and  help  sell.  Strong  news 
and  feature  experience  essentid. 
Agmncy  is  two  hours  from  Chicago,  in 
heart  of  lake  country.  Write  about 
yourself,  including  your  accomplish¬ 
ments  and  salary  requirements.  All 
applications  will  be  acknowledged.  Re¬ 
ply  Box  No.  1404,  Editor  &  Publisher. 


Salesmen 

PUBLISHER’S  REPRESENTATTVE  or 
firm  to  represent  group  of  regioiwl 
industrial  publications  in  (Thicago  mar¬ 
ket  and  some  surrounding  states.  'This 
is  one  of  best  known  groups  in  the 
countiT,  currently  deriving  large 
amount  of  business  from  Chicago  area 
with  tremendous  additional  potential. 
Good  Commissions.  Representative  must 
have  knowledge  of  industrial  adve^ 
tising  accounts  and  agencies  in  Illi¬ 
nois,  Wisconsin,  and  Chicago  prop«. 
Representative  will  be  backed  with 
sales  promotion  campaign  financed  by 
publications.  Send  full  details  to  Box 
1408,  Editor  &  Publisher. 


TRADE  SCHOOLS 

Linotype  School 

OHIO  LINOTYPE  SCH(K)L 
LOGAN,  OHIO  43188 
Linotype-Intertype  Instruction 
Free  Information 
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Situations  Wanted 

YOUR  FIRST  SOURCE  FOR  QUALIFIED  PERSONNEL  IN  ALL  NEWSPAPER  DEPARTMENTS 


Academic 


PULITZE®  PRIZE  WINNER  loon 
trailabie  for  taachins  journaliun. 
[Mrienced  editor-publiaher  weekly,  semi- 
weekly,  small  daily.  AB.  Phi  Beta 
Kappa.  Young  mind  although  body  is 
middle-iiging.  Family  living  conditions 
important.  Would  consider  position 
abroad.  Box  1S16,  Editor  &  Publi^er. 


AFTER  18  YEARS  in  publications  and 
PR,  woman,  40,  wants  college  teach¬ 
ing  post,  possible  combination  PR.  BA 
plus  26  credits.  Light  J-school  teach¬ 
ing  exi>erienca.  Employed  in  educa¬ 
tional  journalism.  Awards,  honors. 
Taking  degree  work.  Competent,  un- 
encumlered,  career-minded.  Box  1379, 
Editor  &  Publisher. 


Administrative 


MANAGEMENT  FOR  RESULTS 
A  thoroughly  professional  right  hand 
man  with  news,  circulation,  advertis¬ 
ing,  public  relations  background. 
Sound  planner,  star  performer — imagi¬ 
native  leader  who  understands,  will¬ 
ingly  accepts  responsibility,  gets  the 
most  out  of  men,  pays  attention  to 
dstail,  foiiows  through,  gets  results. 
Presently  employed  but  seeks  greater 
challenge  for  proven  ability.  For  con¬ 
fidential  resume,  no  charge  or  obliga¬ 
tion,  contact  consultant:  M.  F.  Et- 
tinger.  Box  496,  Springfield.  Mo.  65801. 

Phone  417-881-6265. 


GENERAL  MANAGER 

Experienced  newspaper  executive  now 
ready  for  top  job.  Operational  know¬ 
how  learned  in  toughest  competitive 
markets;  advertising,  circulation,  pro¬ 
duction,  promotion,  P.R.,  research, 
labor  negotiations,  cost  control  and 
particularly  motivation  and  training 
of  people.  Resume  on  request.  Box 
1367,  Editor  &  Publisher. 


LABOR  RELATIONS— 
PERSONNEL  DIRECTOR 
Practicing  lawyer,  active  newspaper¬ 
man,  strong  background  in  labor  and 
newspaper  fields.  Practiced  before 
State.  Federal  Courts.  National  Rail¬ 
road  Adjustment  Board.  National  La- 
'  bor  Relations  Board;  participated  in 
J  many  labor  negotiations,  grievance 
;  matters;  former  labor  editor.  Clients 
— TOth  labor,  management.  Box  1394, 
Editor  &  Publisher. 


SEASONED  EX-PUBLISHER  seek! 
Assistant  to  Publisher  or  manageria 
P^ition  on  small  daily  or  large  weekly 
All  departments.  Now  employed.  A1 
replies  confidential.  Box  1424,  Edito: 
&  Publisher. 


Cartoonists 

fairly  young  cartoonist  - 

^itorial  Cartoonist  or  strip  assistant 
Request  samples.  Box  1371,  Editor  i 
Publisher. 


^^WCANDINAVIAN  GAG-CARTOONIS 
world-wide  representation,  looking  f 
gmdicate  to  sell  his  material  in  U. 
Box  1381,  Editor  &  Publisher, 


Circulation 

WKULT-GETTING,  promotion-minde 
seeks  change.  Top  record  an 
references.  Box  1427,  Editor  &  Pul 
usher. 

Classified  Advertising 

^  !  Former  Florida  CAR 

'’'Rh  ^cellent  record  in  both  classifie 
and  display,  wants  to  return  to  th 
gguny  South.  Nine  years*  daily  e3 
Age  28.  married,  childrei 
Available  immediately.  Cali  or  write 
Ron  Everly.  P.O.  Box  341,  Wisconsi 
Wisconsin,  or  ’phone:  42i 
1230  NOW  I 


Editorial 


BORED  EXECUTIVE^— 16  years,  the 
whole  bit — correspondence,  sports,  biui- 
nees,  managing  editor  on  two  impers. 
Seek  return  to  middle-sized  community 
role  for  last  change.  College,  36.  fam¬ 
ily.  Prefer  Zones  1,  2.  Box  1343,  Editor 
&  Publisher. 


BURIED  IN  TRADITION?  Resisting 
new  ideas?  Stop  reading  now.  My  16 
years’  ext>erience  metro  papers  needs 
new  challenge.  Ingenuity,  drive,  no 
froth.  Strong  on  xiersonnel,  makeup, 
planning,  tight  writing.  Five-figure 
editor;  seeks  progressive  publication. 
Box  1346,  Editor  &  Publisher. 


NEED  SOMEONE  TO  PB21K 
UP  YOUR  PAPER? 

Master  of  layout — excellent  copy  edi¬ 
tor — good  on  heads.  Aggressive,  fast, 
hard-working  young  newsman.  Write 
Box  1356,  Editor  &  Publisher. 


REPORTER,  small  daily  experience, 
seeks  sports  or  general  assignments  on 
medium-sized  or  large  paper.  Box  1361, 
Editor  &  Publisher. 


EXPERIENCED  WRITER  -  EDITOR, 
Argentine,  37,  married — now  in  U.S.A. 
working  on  a  scholarship— seeks  position 
on  a  Spanish-written  newspaper  or 
magazine.  Box  1366,  Editor  &  Pub¬ 
lisher, 


NEWSMAN,  33,  married,  7  years  on 
medium-sized  dailies  in  sports,  police, 
rewrite,  desk,  makeup.  Seeking  good 
opportunity.  Box  1393,  EMitor  &  Pub¬ 
lisher. 


WOMEN’S  EDITOR  WITH  FLAIR,  16 
years’  experience,  seeks  creative  post 
on  Zone  9  or  8  daily.  Box  1376,  Eldi- 
tor  &  Publisher. 


COMPETENT  NEWSMAN,  with  12 
years’  experience,  seeks  desk  or  re¬ 
write  job  on  metropolitan  daily.  Mar¬ 
ried,  34,  Box  1432,  Eklitor  &  Publisher. 


EDITOR-IN-CHIEF  of  Ivy  League 
daily,  to  graduate  in  May,  seeks  sum¬ 
mer  daily  work.  Professional  expe¬ 
rience  as  30,000  daily  reporter,  mag¬ 
azine  writer.  Can  handle  any  kind  of 
writing  and  editing.  Box  1436,  Elditor 
&  Publisher. 


EXPERIENCED.  DEDICATED  NBW.SMAN 
seeks  reixirting  job  on  Midwest  daily 
whose  high  standards  offer  a  challenge 
and  future  for  a  young  J-grad  stymied 
on  mediocre  paper  in  260-M  class. 
Highly  capable — wide  background — and 
determined  to  excel  in  return  for 
chance  to  advance  and  good  pay.  Ex¬ 
cellent  references;  resume  on  request. 
Box  1364,  Editor  &  Publisher. 


EXPERIENCED  EDITOR-REDORTED 
with  strong  general  background — and 
particularly  well-informed  on  theater, 
films,  tv;  literate  writing  style  — 
seeks  change  from  general  assignments. 
Putting  “aisle-struck”  writer  on  the 
aisle  means  dedicated  coverage.  Box 
1407,  Eiditor  &  Publisher. 


EXPERIENCED  11  YEARS'  REPORTER, 
rewrite — mostly  mets.  Fast,  accurate, 
ambitious.  Can  do  attitude.  Box  1421, 
EMitor  &  Publisher. 


FORMER  SMALL  NEWSPAPER  E&P 
29,  now  on  editorial  staff  of  national 
magazine,  desires  change.  Want  good 
editorial  slot  with  opportunity.  Excel¬ 
lent  photographer,  feature  writer,  lay¬ 
out — lots  more.  Present  salary  near  5 
figures.  Box  1428,  Eiditor  &  Publisher. 


HIGH  SCHOOL  student  activities  di¬ 
rector — formerly  science  teacher  with 
B.S.  degree  animal  husbandry  and 
Master  of  Elducation  degree — desires 
change  into  field  of  agricultural  jour¬ 
nalism.  Strong  diversified  crop  and 
livestock  farm  background,  with  con¬ 
tinued  management  experience  on  part- 
time  basis.  Area  6  preferred.  Box  1423, 
Eiditor  &  Publisher. 


MAY  I  ASSIST  your  small  publica¬ 
tion’s  editor  as  “Gal  Friday,”  writer, 
editorial  assistant?  Three  years’  ex¬ 
perience.  N.Y.C.  Box  1434,  Eklitor  & 
Publisher, 


Editorial 


REPORTER,  25,  BSJ  from  Ohio  Uni¬ 
versity,  3  years’  Air  Force  information 
officer,  experience  on  Cleveland  Press, 
San  Antonio  Elxpress,  winner  of  $2,000 
journalism  scholarship,  seeks  challeng¬ 
ing  reporting  position.  Write  P.O,  Box 
361,  Randolph  AFB,  Texas. 


SEASONED  PROFESSIONAL  NEWSMAN. 
48,  wants  $12,000,  or  higher,  post  on 
your  metropolitan  daily  as  editor  or 
department  editor.  Box  1430,  Eiditor 
&  Publisher. 


S.E.  ASIA  CORRESPONDENT,  expe¬ 
rienced,  seeks  staff  position  with  repu¬ 
table  newsiMiper,  preferably  basecl 
Hong  Kong  traveling  Indochina,  Thai¬ 
land,  Malaysia,  Indonesia,  Philippines. 
Former  UPI  Bureau  Chief  at  Saigon 
and  Hong  Kong.  Carnegie  Press  Fel¬ 
low  1963-64.  Author  of  a  book  on 
Laos.  Requires  salary  $8,000  plus 
traveling  expenses.  Write:  Arthur  J. 
Dommen  P.O.  Box  987,  Saigon  or  ca¬ 
ble:  DOMMEa4  CONTINENT  SAIGON. 


WANT  PERFORMANCE,  NOT  BIO  TALK! 
Top-flight  newsman  seeks  city  editor 
or  desk  job  on  daily,  or  editorship  of 
weekly.  Prefer  Ohio.  West  Virginia. 
Box  1401,  Eklitor  &  Publisher. 


Employment  Agencies 

♦♦EDITORS  &  REPORTERS^^ 

National  clearing  ho.ise  for  competent 
personnel  coast  to  coast  at  no  charge 
to  employer.  Phone.  Write  or  Wire 
HEIADLINE  PERSONNEL  (Agency) 
56  W.  45th  St.,  N.Y.C.  212  OX  7-6728 


EDITORIAL 

We  specialize  in  Elditorial  and  support¬ 
ing  staff  placements  throughout  the 
U.S.  Agency  is  discreetly  operated  for 
the  benefit  of  Ehnployers  and  Ehnployees. 
PRESS 
Employment  Service 
1107  National  Press  Building 
Washington.  D.  C.  tel.:  6^-3392 


Free  Lance 


HAWAU  CORRESPONDENTS  job 
wanted ;  16  years’  diversified  editorial 
experience.  Box  1265,  Editor  &  Pub¬ 
lisher. 


AMERICAN  REPORTER -CARTOONIST 
experienced,  with  10  years  covering 
Europe.  Based  in  London.  Interested  in 
part  or  full-time  assignments.  Box 
13^,  EWtor  &  Publisher. 


FREE-LANCE  WRITER- PHOTOGRAPHER 
Catherine  Con  toe 
244  Riverside  Drive,  IE 
Now  York  25,  N.Y.  UN  6-6709 


NEED  A  FREai-LANCER? 

We  have  professionals  in  all  areas! 
Ad  copy,  art  direction,  articles,  books, 
copy  Siting,  graphic  arts,  layout, 
photogs,  pix  story,  research,  promo¬ 
tion.  speeches. 

HEIADLINE  PERSONNEL  (Agency) 
66  W.  46th  St.,  N.Y.C.  212  OX  7-6728 


Photography 


PHOTOGRAPHER  OF  TOE  YEAR, 
mature,  managerial  abilities  and  photo 
technician,  Elmployed  with  metropoli¬ 
tan  daily;  combined  circulation  200,- 
000  MAE.  Creative  and  imaginative 
— top  medal  winner.  Can  lead  your 
photo  department  to  reduced  costs 
through  2nd  strongest  suit:  Business 
Elconomics.  Please  do  not  reply  unless 
position  carries  authority  to  hire  and 
fire.  Top  references.  Box  1396,  Eiditor 
&  Publisher. 


PHOTOGRAPHER 

Experience  ranges  from  small  farm 
town  weekly  to  present  employer — one 
of  the  Midwest’s  largest  dailies;  seeks 
staff  position  on  any  size  paper  or 
magazine  which  wants  and  will  use 
photos  for  something  besides  hole  plug¬ 
ging,  Will  relocate  anywhere  for  right 
deal.  Samples  on  request.  Box  1422, 
Eklitor  &  Publisher. 
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Pressmen 


PRESSMAN  —  Offset,  Goss  Urbanite 
and  Suburban.  Steady.  Box  1429,  Ekli¬ 
tor  &  Publisher. 


Printers 


COLLEGE  GRADUATE.  11  yearo’ 
back  shop  experience,  seeks  managerial 
opportunity  as  production  assistant  on 
metro  daily.  Young,  mature,  energetic. 
Must  move  up  or  leave  industry.  Box 
1386.  Eklitor  A  Publisher. 


To  any  largo  weekly  or  smaller  daily 
looking  for  a  composing  room  fore¬ 
man,  we  should  like  to  give  this  gen¬ 
tleman  the  highest  recommendation. 

He  can  mark  up  ads,  operate  an  ad 
machine,  make  up  ads  or  tackle  a  piece 
of  broken-down  equipment  with  the 
best.  Having  sold  advertising,  ho  un¬ 
derstands  the  problems  of  the  ad  de¬ 
partment. 

His  loyalty  to  management  is  ex¬ 
emplary.  Blessed  with  rugged  health 
and  disinterest  in  the  easy  life,  we 
predict  this  tireless  worker  will  be 
hard  at  it  long  beyond  retirement  age. 
Prefers  New  England  or  New  York 
state.  _ 

Box  1384.  Eklitor  A  Publisher 


READY  TO  RETIRE?  Do  you  need  a 
competent  man  to  manage  your  news¬ 
paper  ...  to  run  it  the  way  you  have, 
and  improve  it  in  the  future  when 
needed?  I  have  16  years’  experience; 
started  as  “Printer’s  Devil”— have  ex¬ 
perience  as:  linotype  operator,  ad  com¬ 
positor,  makeup,  accounting,  advertis¬ 
ing.  Presently  managerial  assistant  on 
10,000  circulation  daily.  I  can  help 
you,  if  you  need  my  services.  Write 
for  complete  resume.  Box  1406,  EJditor 
A  Publisher. 


Public  Relations 

WRITER-EDITOR,  experienced,  seeks 
PR-compainy  publication  job.  Samples, 
references.  Box  1297,  Eklitor  A  Pub¬ 
lisher. 


PUBLIC  RELATIONS 
EXECUTIVE 

Seasoned,  creative  public  relations  ex¬ 
ecutive  who  has  initiated,  implemented 
award-winning  programs  and  cam¬ 
paigns  for  major  corporations,  inter¬ 
ested  in  key  career  position  with  com¬ 
pany.  Strong  newspaper,  4A  ad 
agency,  promotion,  PR  and  advertis¬ 
ing,  product  to  corporate — Keokuk  to 
metropolitan,  A  ’pro’  from  product 
publicity  to  corporate  speechwriting, 
community  relations  to  financial  news, 
press  conferences  to  public  events.  Rec¬ 
ord  has  contributed  to  sales  and  mar¬ 
keting,  corporate  objectives.  Heavy 
press  contacts,  all  media.  Top  man¬ 
agement  references  from  major  cor¬ 
porations.  Box  1369,  Editor  A  Pub¬ 
lisher. 


SKILLEDL  WRITE®,  creative  thinker, 
seeks  new  career  opportunity.  Nine 
years’  experience  all  phases  corporate, 
iMlitical  PR.  Box  1382,  Eklitor  A  Pub¬ 
lisher. 


FRUSTRATED  SPORTSWRITE® 
languishing  in  industrial  PR  post, 
seeks  return  to  worts-oriented  work. 
Possibly  college,  professional  sports, 
sporting  goods.  Box  14C9,  Eklitor  A 
Publisher. 


Special  Services 


WANT  A  TV  EDITOR? 

Try  us  for  a  fraction  of  the  cost  of 
hiring  your  own.  Complete  services 
available  include  ’TV  crossword  puzzles, 
cartoons,  features,  movie  reviews,  hu¬ 
morous  TV  quizzes,  weekly  television 
program  log  with  storylines  for  your 
area.  Our  staff  combines  over  28  years’ 
experience  in  producing  television  edi¬ 
torial.  Let’s  talk.  Box  1081,  Eklitor  A 
Publisher. 
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Shop  Talk  at  Thirty 


Bv  Robert  U.  Brown 


Pre-Trial  Publicity 


The  issue  of  reporting  crime 
news  —  or  giving  pre-trial  pub¬ 
licity  to  criminal  cases,  as  it  is 
sometimes  called  —  is  boiling 
all  over  the  country.  In  some 
States  there  already  are  efforts 
to  limit  crime  news  reporting 
in  the  belief  it  will  insure  fair 
trials. 

The  best  historical  review  of 
this  situation,  in  our  opinion, 
appeared  in  E&P  March  13  and 
was  written  by  Executive  Edi¬ 
tor  Jerome  H.  Walker.  He  noted 
the  contention  that  undue  pub¬ 
licity  interferes  with  a  fair 
trial  is  an  old  one  and  the  law 
books  contain  numerous  ac¬ 
counts  of  cases  in  which  defense 
attorneys  have  relied  on  the 
publicity  claim  to  halt  the 
wheels  of  justice. 

After  much  research,  Mr. 
Walker  noted:  “In  rare  in¬ 
stances  has  this  effort  to  put  off 
the  trial  been  successful.  .  .  . 
In  plain  layman’s  language,  the 
highest  court  (Supreme  Court) 
has  been  loathe  to  reverse  a 
trial  judge’s  denial  of  a  motion 
for  continuance  of  a  case,  or 
even  a  change  of  venue,  on  the 
plea  of  a  defendant’s  lawyer 
that  too  much  publicity  for  his 
client  has  prejudiced  the  pros¬ 
pective  jurors  against  him.’’ 

The  Warren  Commission  re¬ 
port  has  prompted  many  local 
groups  to  move  toward  censor¬ 
ship  of  crime  news  in  spite  of 
the  historical  record.  Connecti¬ 
cut  is  the  latest. 

An  editorial  appearing  in  the 
Hartford  Courant  March  16  is 
one  of  the  best  analyses  of  the 
problem  and  what  it  means  to 
the  public  that  we  have  seen. 
For  the  guidance  of  editors  all 
over  the  country  who  have  been 
or  will  be  faced  with  a  similar 
is.sue  it  follows  in  full: 


State’s  Attorney  LaBelle  an¬ 
nounced  last  week  that  he  had 
told  police  chiefs  in  Hartford 
County  to  set  limits  on  crime 
news  released  to  the  press.  Com¬ 
missioner  Mulcahy,  who  has  a 
distinguished  record  of  forth¬ 
rightness  with  the  news,  has 
conformed  as  regards  the  State 
Police.  If  all  this  seems  peremp¬ 
tory,  Mr.  LaBelle  says  it  isn’t. 
“This  has  been  building  up  for 
a  long  time,”  he  declared. 

It  has.  There  is  moreover 
some  public  support  for  such 
moves,  because  the  news  media 
have  not  always  respected  the 
prosecution’s  natural  wish  to 


conceal  its  evidence  until  trial, 
or  cherished  a  finicky  regard 
for  what  is  and  is  not  legal 
evidence.  Nevertheless  what  is 
at  stake  here  is  fundamental. 
If  justice  fairly  administered  is 
basic  to  a  society  that  is  healthy 
and  free,  so  is  public  access  to 
the  public’s  business.  Therefore 
this  new  censorship  at  the 
source  must  and  will  in  the  end 
be  modified,  as  it  always  has 
been  in  man’s  previous  strug¬ 
gles  to  achieve  both  freedom 
and  order. 

Ever  since  the  assassination 
of  President  Kennedy  and  the 
murder  of  Oswald  there  has 
been  nationwide  agitation  to 
apply  censorship  to  police  news 
and  news  of  trials.  The  Warren 
Commission,  after  its  exhaus¬ 
tive  inquiry  into  the  assassina¬ 
tion  and  its  aftermath,  joined 
the  hue  and  cry.  The  American 
Bar  Association  and  local 
grroups  of  lawyers  and  enforce¬ 
ment  officials  in  many  parts  of 
the  country  are  all  pressing  for 
such  censorship. 

Curiously,  this  comes  at  a 
time  when  the  press  —  especi¬ 
ally  here  in  Connecticut  —  is 
probably  more  responsible  than 
it  has  ever  been.  All  the  more 
reason,  then,  why  the  press  finds 
the  national  hubbub  galling.  It 
feels  that  the  arrogance  with 
which  bar,  bench,  and  police 
assume  that  they  alone  serve 
the  public  interest  to  be  par¬ 
ticularly  unjust. 

Newspapers  are  just  as  in¬ 
terested,  just  as  determined  that 
justice  shall  prevail,  as  any 
other  group  in  the  country.  In 
proof  they  can  point  to  three 
centuries  of  working  at  it.  They 
have  solved  crimes  that  have 
baffled  the  law,  they  have  un¬ 
earthed  crimes  the  law  never 
knew  about,  and  they  have 
proved  convicted  persons  inno¬ 
cent  when  the  law  has  erred. 
No  wonder  that  the  American 
Society  of  Newspaper  Editors 
has  begun  to  publish  case  his¬ 
tories  citing  example  after  ex¬ 
ample  of  how  the  press  has 
actually  served  the  cause  of 
justice,  rather  than  the  other 
way  around. 

True,  newspapers  have  bun¬ 
gled  crime  news  on  occasion. 
But  the  law  and  lawyers  and 
police  have  done  the  same  thing. 
Indeed,  most  of  the  trouble  in¬ 
volved  in  the  fair-trial  vs.  free- 
press  issub  could  be  avoided  if 
lawyers  would  observe  Canon  20 


of  their  own  code  of  profes¬ 
sional  ethics. 

Probably  what  is  behind  the 
nation-wide  agitation  to  censor 
this  kind  of  news  is  a  reaction 
on  the  part  of  law-enforcement 
officials  to  recent  Supreme  Court 
decisions  upsetting  convictions 
on  the  ground  that  the  police 
cut  comers  in  getting  those  con¬ 
victions.  If  a  murder  weapon 
may  not  be  introduced  into  a 
trial  as  evidence  because  the 
police  got  it  without  a  search 
warrant,  then  the  thing  to  do 
is  to  make  the  police  obey  the 
Constitution,  not  to  violate  the 
Constitution  by  censoring  pub¬ 
lication  of  the  facts  as  they  are. 
Besides,  even  though  the  Su¬ 
preme  Court  has  reversed  con¬ 
victions  on  the  ground  of  pre¬ 
judicial  publication,  no  one  has 
yet  been  able  to  point  to  a  sin¬ 
gle  innocent  man  railroaded  into 
prison  because  of  what  the 
newspapers  reported  about  his 
arrest  and  trial. 

The  value  of  a  fair  trial,  with 
the  jurors  weighing  only  the 
evidence  admitted  in  court,  is 
self-evident.  What  enforcement 
officials  and  lawyers  sometimes 
forget  is  history’s  long  and  often 
grisly  catalog  of  the  evils  that 
follow  when  any  official  arro¬ 
gates  to  himself  the  decision  as 
to  what  may  or  may  not  be  pub¬ 
lished.  No  doubt  Mr.  LaBelle’s 
motives  are  the  highest.  But 

every  censorship  is  excused  on 
the  grround  that  its  purpose  is 
noble.  Alas,  the  evil  that  fol¬ 
lows  in  the  end  always  out¬ 
weighs  the  good  that  was 

sought.  How  for  example  are 

the  people  of  Hartford  County 
to  know  and  to  judge  their  po¬ 
lice,  and  even  their  courts,  if 
they  may  read  only  what  the 
police  and  prosecutor  want  to 
tell  them?  This  is  the  perfect 
way  to  cover  up  mistakes.  And 
history  testifies  that  in  the  end 
such  concealment  ends  in  cor¬ 
ruption. 

That  is  one  reason  why  Con¬ 
necticut  has  a  freedom-of-in- 
formation  law  stipulating  that 
all  officials  in  every  corner  of 
government  must  keep  all  rec¬ 
ords  as  public  records,  which 
“every  resident  of  the  state 
shall  have  the  right  to  inspect 
or  copy.”  Even  though  there  are 
some  weasel  words  in  the  next 
section  of  that  law,  the  principle 
is  unassailable.  The  reason  is 
well  stated  in  a  similar  Cali¬ 
fornia  law,  the  Brown  Act: 

“The  people  of  this  state  do 
not  yield  their  sovereignty  to 
agencies  which  serve  them.  The 
people,  in  delegating  authority, 
do  not  give  their  public  servants 
the  right  to  decide  what  is  good 
for  the  people  to  know  and  what 
is  not  good  for  them  to  know. 
The  people  insist  on  remaining 
informed  so  that  they  may  re¬ 


tain  control  over  the  mstn. 
ments  they  have  created.” 

A  former  Pennsylvania  Su¬ 
preme  Court  justice,  Thomas  D. 
McBride,  said  recently  that 
“Freedom  of  the  press  is  the 
right  to  print,  not  gather  newg,”^ 
Nonsense.  Censorship  at  the 
source,  the  bottling  up  of  infw. 
mation  in  the  only  place  whe» 
most  of  it  may  be  had  —  as  ia 
police  records  —  is  the  moit 
vicious  kind  of  censorship. 

Despite  the  current  ilrive  to 
withhold  news  that  the  puMic 
has  every  right  to  know,  n- 
sponsible  newspapermen  are  ia 
a  mood  to  stop  the  shouting 
match  in  which  they  cry  free 
press  while  the  lawyers  cry  bad 
fair  trial.  It  is  a  time  instead 
to  reach  a  reasonable  balance"' 
in  the  clash  of  these  two  fundi, 
mental  rights.  Neither  mn« 
override  the  other.  Ironically 
enough,  Connecticut  is  a  civil¬ 
ized  state  in  which  there  hae 
been  such  a  reasonable  balance. 
That  balance  must  be  restored 
by  an  end  to  this  police  censo^ 
ship,  as  Police  Chief  Grace  ia 
Bristol  has  had  the  good  sense 
to  decide.  The  alternative  is 
darkness. 


Michigan  History 
Series  for  Weeklies 


A  Michigan  history  series, 
designed  to  encourage  use  of 
weekly  newspapers  in  social, 
studies  classrooms  as  well  as  to 
capture  the  interest  of  older 
readers,  is  being  distributed  to 
publishers  of  Michigan  weeklies 
for  use  in  September. 

Specially  written  for  the 
Michigan  weekly  papers,  the 
series — Tales  of  Two  Peninsulas 
-—offers  a  story  and  mat  or  photo 
each  week  on  incidents  and  a^ 
pects  of  the  state’s  past. 

Among  the  tales  will  be:  the 
story  of  the  capture  of  Jefferson 
Davis  by  a  general  from  a  small 
Michigan  town;  the  life  of  a 
woman  fur  trader  whose  daugh¬ 
ter  married  a  president's 
brother;  and  the  development 
of  a  combine  that  harvested 
grain  in  Michigan  fields  125 
years  ago.  ■ 

Author  of  the  series  is  Gordon 
G.  Beld,  information  services 
director  for  Wyoming  (Mich.) 
Public  Schools  and  a  part-time 
member  of  the  Grand  Rapidi 
Press  Sunday  staff.  He  has 
served  as  a  teacher  for  12  years 
and  is  chairman  of  the  Wyoming 
(Mich.)  Historical  and  Cultural 
Commission. 

Michigan  weekly  publishers 
may  obtain  the  series  at  $8  P* 
week  for  an  article  (average 
1,000  words)  and  a  two-col 
mat  or  8x10  photo.  Mr.  field’s 
address  is  3448  Wentworth 
Drive,  Wyoming,  Mich.  49509. 
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I'ciday’s  Mom  uses  about  twice  as 
much  energy  as  her  Mom  did  ten 
years  ago.  Low-priced  electric 
energy  —  the  kind  that’s  instantly 
there  and  always  powerful. 

And  because  American  families, 
businesses  and  industries  are  finding 
more  and  more  ways  for  electric  ser¬ 
vice  to  help  them,  America’s  in¬ 
vestor-owned  electric  light  and 
power  companies  have  been  able  to 
build  the  most  advanced  electric 
systems  in  the  world. 


It’s  what  you  call  business  enter¬ 
prise  at  work— companies,  customers 
and  investors  teaming  up  in  a  part¬ 
nership  that  leads  to  progress,  with 
added  opportunities  for  everyone. 
This  usually  happens  when  people 
do  things  for  themselves  in  a  free 
economy. 


And  you  can  see  this  kind  of 
vitality  all  over  America.  More  than 
300  electric  light  and  power  com¬ 
panies,  for  instance,  are  helping 
America  grow  through  business 
management  and  investor  owner¬ 
ship.  Every  day,  they’re  proving 
that  this  way  of  doing  things  works 
for  the  benefit  of  people,  and  for 
our  country’s  future. 

You've  got  good  things  going  for  you  with  service  by 

Investor-Owned  Electric 
Light  and  Power  Companies* 

*Names  of  sponsonnK  companies  available  to  you  through  this  magaiint. 
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In  Keeping  With  the  Dynamic  Growth 
of  the  Denver  Metropolitan  Area... 

Denver’s 

Rocky  Mountain  News 
Begins  H.5  Miiiion  Expansio 
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Reflecting  the  growth  of  the  area  it  serves,  the  Denver 
Rocky  Mountain  News  has  started  expansion  of  its  plant 
to  double  the  present  working  space  by  adding  68,750 
square  feet  of  new,  two-story  construction,  as  shown. 
Cost  of  the  building  and  installation  of  14  new  press 
units,  forming  two  presses  each,  and  other  new  equip¬ 
ment  will  be  $4.5  million. 

Rapid  circulation  and  advertising  growth  since  the 
News  moved  into  its  present  plant  in  June,  1952,  is  the 
reason  for  expansion.  In  nearly  13  years,  daily  circulation 
has  grown  from  146,504  to  195,870,  and  Sunday,  from 
154,673  to  198,057.  In  1952  the  News  carried  16,782,931 


lines  of  advertising.  Last  year  total  advertising  reacM 
31,161 ,772  lines. 

One  feature  made  possible  by  the  new  presses  vdl 
be  a  six  column  by  200-line  tabloid  format,  the  mo 
tabloid  approach. 

Ground  was  broken  March  4,  and  construction  isar 
pected  to  be  completed  in  seven  months.  Installationd 
the  new  presses  will  be  completed  by  summer,  1966,  aid 
the  new  six-column  tabloid  Rocky  Mountain  News  vdl 
begin  flowing  from  the  presses  at  the  rate  of  1000  pn 
minute— 107  years  after  the  first  News  was  printed 
hand-operated  press,  one  copy  per  minute. 


Represented  by:  SCRIPPS-HOWARD  NEWSPAPERS,  General  Advertising  Department,  200  Park  Avenue,  New  York  City  •  Chica(||:* 
San  Francisco  *  Los  Angeles  •  Detroit  *  Cincinnati  •  Philadelphia  *  Dallas 


A  Great  Morning  Newspaper 
Serving  a  Great  Metropoiitan  Area 
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